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Colonial Tanning Company, Inc., Boston 11, vou 





“Kali-sten-iks 
for you too!” 


IN-STOCK NO. 972 . enn IN-STOCK NO. 286 
Red Kip Raised Seam Moccasin Oxford. White Kip Plain Toe Blucher. 


972 — 4 to 6 B, C, D, & E Spring Heel 286 — 2 to 6 B, C, D, E & EE Spring Heel 
972 — 612 to 8 B, C, D, & E Spring Heel 286 — 6, to 8 A, B, C, D, E & EE Spring Heel 
2972 — 8, to 12 A, B, C, D, & E Spring Heel 

2972 — 1212 to 3 A, B, C, D, & E Rubber Heel 


Kali-sten-iks are the favored shoes for 
children, misses & senior misses. Fine craftsmanship 
and high quality make Kali-sten-iks a eee Reece wom 
capital asset in your store. 


THE GILBERT SHOE CO., ¢ THIENSVILLE, WISCONSIN 


October 15, 1957 ' 
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...in a department of its own 


AUERICAW GIRL 


SHOE 


THE MOST PROFITABLE SHOE LINE 


first in sales... 
fastest in turnover... 
lowest in markdowns... 


IN NEW ENGLAND’S LARGEST DEPARTMENT STORE 


2 1 L| N F IN MANY BIG STORES * a complete line — sports, novelty dress 
« a big ‘‘profit building” in-stock department 
#1 VOLUME LINE IN THE COUNTRY 


$699 To $1099 RETAIL 


288 A Street, Boston, Massachusetts + Div: Consolidated National Shoe Corp. 


« styles that are news to the volume market — 
when they are news 


« service, quality, dependability 
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LEATHERS 


make them wonderful 
selling seasons 


Courtesy Metropolitan Museum of Art. 


SOUTH SEAS COLORS in LEVOR 
CALF, SUNITA and TAN-ART SUEDE: 
Hibiscus, Tahiti, Fiji, Pago, Lagoon, 
Nude, Eye-Shadow Blue. 


MERMAID duotone grain in Hibiscus, 
Nude, Pueblo Yellow, Black and 
White. 


COQUETTE grain in colors as above. 


“THE WHITEST WHITES” in smooth 
Kid, Cabretta, Calf, Kip and TAN-ART 
Suede Kid. Safest, volume-selling 
color in Resort and Summer stocks. 


KID, CABRETTA, 
CLOVER CALF & KIP 


G. LEVOR & CO., INC. Tanners Since 1876 GLOVERSVILLE, N. Y. 
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by design 


Naturally you would expect to 
find Foot Savers in the finest 
stores in America. That’s because 
leading shoe merchants featuring 
Foot Savers find them most prof- 
itable. Famous for comfort and 
fit, thanks to the exclusive Short- 
back® last, FOOT SAVERS of- 
fer you a happy combination — 
repeat customers, increased sales 
and assured profits. 
Foot Savers retail 
from $19.95 to $22.95. 
Some styles slightly higher. 


er's exclusive Shortback® 
sures snug heel fit, yet 
caressing foot freedom. 


FOOT 
SAVER 
SHOES 


For further information write Julian & Kokenge Company, 280 S. Front Street, Columbus 15, Ohio 


Cctober 15, 1957 





NEOLITE SOLES 


...the 


perfect combination for 























Perfect selling combination on 


MEN’S SHOES 


Shoes look better, walk better, wear 
better—and sell better—when the soles 
and heels are NEOLITE. Today’s new 
Crown NEOLITE Soles give long, eco- 
nomical wear plus lightness and flexi- 
bility that make them comfortable from 
the first step. They’re damp-proof, too 


—help shoes keep their smart, trim 
lines far longer. And NEOLITE Heels are 
known everywhere as the premium of 
all heels . . . the finest heels made for 
men’s shoes. They’re comfortable, wear 
far longer and more evenly, give lasting 
satisfaction every time. 








Perfect selling 
CHILDREN’S 


New Crown NEOLITE Soles are the long- 
est-wearing soles ever made for chil- 
dren’s shoes—give twice the wear of 
ordinary soling materials. That means, 
for example, that on your strap cement 
shoes where you might use a 7 iron, you 
may now use a 5 or 6 iron Crown 

















No matter what type or style of shoes you make— 
or sell—for men, for women or for children—there’s 
a NEOLITE Sole and Heel combination that makes 
them better-looking, better-wearing and therefore 


better-selling shoes! 


When you feature well-known Goodyear prod- 
ucts such as those shown above, you automatically 
give shoes an extra competitive advantage. It means 


NEOLITE sotes '| 


WEOLITE, AN ELASTOMER-RESIN BLEND. T M.~—-THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, OHIO 


Step on it! 


a lot to be able to say to customers, “These shoes 
have the very finest quality soles and heels—genuine 
NEOLITE made only by Goodyear!” 

It will pay you well to ask your Goodyear Repre- 


sentative for all the facts about the many Goodyear 


and NEOLITE products that can be used on your lines. 
Or, write to Goodyear, Shoe Products Division, 
Akron 16, Ohio. 


HEELS 
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and HEELS 
every type 


of shoe! 

















Perfect selling combination on 


WOMEN’S SHOES 


combination on 


SHOES 


NEOLITE Sole and still get longer wear, 
while improving lightness and flexibility 
and retaining the desired silhouette. 
Add to all this the long, even wear of 
NEOLITE JR. Heels for children’s shoes 
and you have a selling combination 
that can’t be equaled! 





No wonder new Crown NEOLITE Soles 
are featured on so many leading brands 
of high-style shoes today! They not 
only add smartness to the shoes to 
begin with, but help them retain their 
graceful lines far longer. These light- 
as-a-whisper soles are also available in 


fashion’s leading colors. And for to- 
day’s stiletto-type heels, nothing com- 
pares with Crown NEOLITE Toplifting— 
the longest-wearing ever made. It won’t 
spread, fray or shift—is the perfect top- 
lifting for the tiny heels on today’s 
finest and most graceful-looking shoes. 








You'll find a full line of samples of 
the products described above, as 
well as all other NEOLITE and Good- 
year shoe products in our exhibition 
booths at the Shoe Fair. You are 
cordially invited to visit us at 
BOOTHS 7, 8 and 9 


( EXHIBITION HALL ) 


GOODFYEAR 


See the complete line of famous 
Goodyear Shoe Products at the 


NATIONAL SHOE FAIR 


OCTOBER 27-31 
PALMER HOUSE, CHICAGO 


1 
| | MADE 


TOPLIFTING ' ONLY BY 
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PLIRI 


It’s the right combination. Strength where you need it. Economy where you can 
safely save money. 














Inseam stitches can be set tightly in the tough duck inner flange. The outer flange 
of fused fibrous material is securely bonded to the feather portion of the insole. It 
provides firmness to the rib to match the pulls of tight side lasting and inseaming. 


mmr nee hee eine tte 


There is no loose unanchored core in the upstanding part of 
PLIRIB. You can get a low tight seam without danger 
of sewing in an air pocket under a core. Inseam 

stitches are set in solid rib material. 







You can depend upon the uniformity of 
PLIRIB too. All cements are made under 
strictest quality control methods 

to assure continued satisfaction. 





FABRIC 





FIBRE 








It costs you nothing to find out how 
PLIRIB saves you money and im- 
proves quality. Call us today. 






PRODUCT OF B. B. CHEMICAL CO. 





Distributed by United Shoe Machinery Corporation 


Boston, Massachusetts 
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tL Cordial Grrttation 


TO VISIT ROOMS 707-708 


Falmer House, Chicago 
DURING THE 


NATIONAL SHOE FAIR 


October 27-31 





Geared to increase your 


shoe pairage per child! 


SELLS MORE SHOES , aeaieneee 
PER CHILD PER YEAR FOR YOU! A Guide to Your Child's 
It’s your campaign. Make the most of it! j reverie NE 
Fatten last year’s low 2.74 pair average 
children’s shoe consumption in 1957 by 
educating parents about shoe size check- wine _ Sree _| Sevens © Parents’ Take- 
P . 2 = Home Chart Booklet 
ing. Display and use Avon’s Foot- 3 etal anneal |e edge eamlamerst 
Growth Chart to sell more shoes. Get all 5 . | order from your shoe 
of these compelling selling aids FREE:* = “agrs" S 7 Sipe cata 


Chart for your store! 
order from Avon 





h| @ Avon's Foot-Growth 
| 


TE 


TRA DO. 8 MARS 


not on all shoes... 
just the best ones 


Customers Buy with 

AVONITE'S Reason-Why! 
What could be more appealing to careful 
parents than Avonite’s theme . . . “Protect 
your child’s feet!” It’s sure to expand con- 
sumer demand for the good shoes that bear 
Avonite Soles . . . long-wearing, no-repairing 
Avonite Soles — the prime quality soles 
that rate best in every shoewear test! 


*Get your FREE selling aids. Write today to: 
Manufacturer of HIGHEST QUALITY SOLES for 47 years 
AWOWN so te company - Avon, Massachusetts 





Add this ad to your selling force 
— one of a series by Avonite 
appearing in Good Housekeeping 
and Parents’ Magazines 


ENT OR REFUND 
SS * a> 
* Guaranteed by @ 
Good Housekeeping 
Sy ~ 
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SERVICE BURE wO 


PARENTS’ 


v, MAGAZINE » 
a « 





















Poor fit... poor foot! 


Whatever you do, check the size of the shoe regularly! 
Feet need proper room to grow strong and healthy. ‘This chart tells you how 
and when — age is the gauge — it’s FREE for you at all better shoe stores 
from Avonite ... the prime quality soles that rate best in every 
shoe-wear test! 


Be wise . . . shoe size needs checking! 


A Guide to Your Child’s 
Foot Growth 


A Word to Wise Parents from 
AVONITE SOLES 


Children’s feet grow faster than Avonite Soles 
ss 2 1 wear out! That's why the makers of Avonite 
——o Soles have supplied your favorite shoe store 
with this foot-growth chart — FREE for you. It’s 
your guide to proper size just as Avonite is 
your Solemark of Quality. 





410 8 weet 


ISyr and over Every 6mos toage 20 Every 6.mos 
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not on all shoes... 
just the best ones 






on oro 7 

Guaranteed by > 
Good Housekeeping 
tor wt 
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AVON SOLE COMPANY « Avon, Massachusetts 


This advertisement appears in 
December GOOD HOUSEKEEPING 





with the nicest line of 
slippers we've ever produced! 


Again, Pfeiffer’s brings you the Stars of the 
Show . . . the slippers and casuals that sell them- 
selves! Perky ... pert ... profitable — priced 
for volume selling, styled and crafted to insure 
repeat business. See this season’s and next sea- 
son’s smartest slippers and casuals at Chicago — 
or write today for complete IN-STOCK catalog. 


g 


L(y 


pfeiffer’s, inc. 
worcester 8, massachusetts 


clock thong 





THE ANSWER IS SIMPLE 


... As simple as 2 plus 2 equals 4. Add it on an abacus or tot it up on 
your cash register and you will find that the latest scientific methods applied 
to time-tested tanning formulae will help you to cut your production 


costs by many dollars and give you better shoes. 
For over thirty years, now, our extensive list of satisfied customers 


is our best recommendation. 
IRVANA 
UNIQUE 
FEATHER LEATH ES 
ONVX 
LUXTAN 


| Laing Sannin ing Company 


= EVERYTHING ne lh LEATHER 
NEBR eR: RTS MIR 
134-140 Beach Street, Boston 11, Massachusetts 
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It’s a stock-situation 
with 





child Life 





Ss meets girl . .. and something wonderful happens. When 
it's YOU, you can see it, and you can feel it . . . just as you 
can see, and feel, the effect of CHILD LIFE in retailing juvenile 


shoes. Something wonderful happens. 


It's a stock-situation for retailers everywhere — a strong, 
well-styled, franchised line, available in Regular and Arch 
Feature construction — plus a service arm that is second to 
none in juvenile footwear. If you’d like to know more, and 
there is no existing CHILD LIFE dealer in your trading area, a 


call or letter from you will bring a prompt reply. 


HERBST Shoe Manufacturing Co. 


“ee : 
Showing at the Shae Fair — Milwaukee 45, Wisconsin 
PALMER HOUSE — Room 908W New York Office — 557 Marbridge Bldg., New York 17, N. Y. 
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Timely and 


Timeless 

















—Several months ago, Irving C. Krewson, president of the As- 
sociation of Buying Offices, in a talk before the N.R.D.G.A. 
“Smaller Stores” Division, touched upon many vital aspects 
of retailing, that are timely and timeless. 






—In this and subsequent squibs, we will highlight some of 
the important points he made on the subjects of “attitude 
towards sales staffs, pricing, advertising, promotion, distri- 
bution and stock depth. 






—“SALES TRAINING: It has always surprised me that re- 
tailers spend a great deal of time and effort in the purchas- 
ing of their merchandise . . . in the planning of their pro- 
motions and then neglect the thing that is their meal ticket. 
I mean their sales clerks. 






—“We have been subjected to comment upon comment as to 
the poor quality of sales help today, all of it given with an 
air of defeatism. I don’t think that the great difference is in 
the quality of the people at all. The fault lies with manage- 
ment. It is a simple truth—that good sales people are not 
born. They are made. 







—“Every time you and your buyers buy merchandise you buy 
it for a reason. You're sold on the merchandise. When it 
comes into your store, tell your sales clerks about it... 
why it’s new . .. why it’s good. Tell them all about its 

~ selling features. Tell them about the style trend. What 

colors are new. What goes with the new colors so they 
can talk related merchandise in helping the customer 
assemble a wardrobe. Give them good selling phrases. 









td —“Your attitude towards your sales help is reflected by your 
sales help to your customers. If you insist on courtesy. If 
you insist on a willingness and a desire to serve your cus- 
tomer. If you insist on friendliness and if you, in your ac- 
tions on the sales floor demonstrate this, you will find it to 
be so. All this must stem from you, the boss. 








—“If you will be enthusiastic about your merchandise . . . 
like a mirror, your enthusiasm will be reflected and walk 
outs will become sales.” 
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LATCH STRINGS ARE OUT 
and we'll be there to greet 
you Oct. 27-31 





e Sam Vaisey e Bob Campbell 

e Bob Bristol e Joe McCaffrey 

e@ Gene Arend e Jack Satek 

e Mac McVay e Connie O’Brien 


e Bill Reid ° 


oo 


COMPLETE COVERAGE 
in the ever-growing 
tot’s-thru-teens market 
from 


ONE RESOURCE 


George Meierhoffer 

















Vaisey-Bristol Shoe Co. 
MONETT, MO. 
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~ good looks 


The above Turin model of Foot Pals by Wall-Streeter featuring a turned seam 


front is crafted in smooth polished Fina by Lawrence. 


Lawrence 


HINA is tanned 


Lawrence Fina is a smooth, mellow side leather that 
looks and feels so luxurious — it’s often mistaken for 
higher priced leathers. It is ideal for the slimmer men’s 
shoe fashions of today as the distinctive Wall-Streeter 
shoe above so clearly illustrates. 

Lawrence Fina is tanned first for its smooth, polished 
texture . . . tanned second for long wear. Make it your 
business to feature Lawrence Fina — and you’ll make 
more business. A. C. Lawrence Leather Co., a division 
of Swift & Company (Inc.), Peabody, Massachusetts. 


16 


twice 


reOnC?e_ 


HINA 


... the better part of better shoes 
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Canadian Shoe and Leather Fair, 
Sheraton-Mount Royal Hotel, Mon- 


Wed, ‘Ce@ede: 6.50 ci eckkoes Oct. 13-16 
Annual Convention, National Shoe 

Travelers Association, Hamilton Ho- 

$6l; CRORE. 5 555 wish oaenes Oct. 23-25 
National Shoe Fair, National Shoe 


Manufacturers Association and Na- 
tional Retailers Association, Chicago 
Oct. 27-31 
Spring Shoe Show, Northwest Shoe Trav- 
elers Association, Hotel St. Paul, St. 
FO hoo a 5 cee ca eae sees ae Nov. 2-5 
Detroit Shoe Fair, Michigan Shoe Trav- 
elers Club, Wolverine Hotel, Detroit 
Nov. 3-5 
Spring Shoe Show, Pacific Northwest 
Shoe Travelers, Olympia and New 
Washington Hotels, Seattle ....Nov. 3-5 
Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, Des Moines, la. 
Nov. 10-11 
Shoe Show, The Ohio Shoe Travelers 
Club, Deshler-Hilton Hotel, Colum- 
We Ne cya easy vc ee 
Spring Shoe Show, Indiana Shoe Trav- 
eler's Association, Claypool Hotel, In- 


WURIONS noise ka oe ae Nov. 10-12 
Spring Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 
Nov. 10-13 


Spring Shoe Fair, The Southwestern 
Shoe Travelers Association, Adolphus, 
Baker, Statler-Hilton and Southland 
Meétele; Dene 65355565 ies Nov. 

Spring Shoe Show, Southeastern Shoe 
Travelers, Inc., Henry Grady, Dinkler 
Plaza, Peachtree and Piedmont Ho- 
$6l6 AMINE. 5 oon cic. nce eee 1 

Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh ........ Nov. 

Pacific Travelers’ Shoe Show, Hotel Van- 
couver, Vancouver, B. C. Nov. 

Heart of America Shoe Show, Central 
States Shoe Travelers, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 

Nov. 17-19 

Shoe Show, West Coast Shoe Travelers 
Associates, Inc., Biltmore and Alex- 
andria Hotels, Los Angeles ....Nov. 17-20 

Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oenena CW. Nov. 24-25 

Spring Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Petal PONNGR. os. oo Ki pendeaae Nov. 24-26 

Grand Rapids Shoe Fair, Michigan 
Shoe Travelers Club, Pantlind Hotel, 
Grand Rapids, Mich. ........Nov. 24-26 

Spring Shoe Show, The Middle Atlantic 
Shoe Trevelers' Association, Inc., Ben- 
jamin Franklin Hotel, Philadelphia 

Nov. 24-27 

Spring Shoe Market, Midwest Shoe Trav- 
elers' Association. Morrison Hotel, 
ONO OR ec or i eee e Nov. 

Popular Price Shoe Show of America, 
Hotels New Yorker, Sheraton-McAlpin 
and the New York Trade Shoe Build- 
ing, New York City ............ Dec. 1-5 

Market Week, Boot and Shoe Travelers’ 
Association of New York, at the Mar- 
bridge Bldg., Empire State Bldg., and 
at 112 West 34th Street, New York 
CAE. ow sce ieee aks wees Pes 1S 

Shoe Show and Convention, Empire 
State Footwear Association, Inc., 
Hotel Onondaga, Syracuse, N. Y. 

Jan. 19-21 

Tenth Factory Management Conference, 

National Shoe Manufacturers Associa- 

tion, Netherland Plaza Hotel, Cincin- 


10-13 


16-19 
16-21 


24-27 
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Chief Goin-Great-Guns, say: 


Got-um sick sales? Catch-um shon, 
buy best medicine — Laconians! 
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In Laconians, you'll not only find the longest selection of 
in-stock shoes in the tots-to-teens field but all the quality 
features you'd expect to find only in shoes at $2-$3 more 
retail! The smart way to start picking yourself up more 
business next spring is by sitting yourself down now with 










the Laconians men at any coming show. Like a chair? 









National Shoe Fair, Chicago, Palmer House, 
Rooms 923W-924W-925W Oct. 27-31 













$4.50 - $6.95 retail 













LACONIAN SHOES CORP 












shoe comf 


* 


Shoe styles are important—and comfort is vital! When your shoes offer 
the cushiony comfort people want and need, it will show—on your sales 
chart! Be sure the shoes you make and sell are cushioned with U.S. 
Kem-Blo sponge rubber insoles. Kem-Blo insoles won’t mat, pack or 
shred. Scientifically-gauged thicknesses last for the life of light and 
heavyweight shoes. Learn the full Kem-Blo story. For information and 
test-size samples, write or telephone us at: United States Rubber, U. S. 
Kem-Blo Sponge Dept., 361 Church Street, Naugatuck, Connecticut. 
Tel. No. Park 9-2261. 


United States Rubber 


Boot and Shoe Recorder 





Fditorial Outlook 





Rugged Independent 


ITH this National Shoe Fair issue, Boot ANp 

SHOE RECORDER inaugurates a series of articles 

entitled “Changing Concepts in Shoe Merchan- 
dising.” These features will appear at regular intervals 
during the next several months and will be a continuing 
study of the many dynamic forces which are at work in 
the industry and which are causing such major changes 
in the character of its product and the methods it employs 
in distributing it. 

Seven of these articles appearing in this issue describe 
the changes which are taking place at the retail level. 
Some of these changes have been in progress over a 
period of years, others are as revolutionary as they are 
new. 

One, “Significant Changes in the Product-Mix,” cuts 
through the whole fabric of the industry and tells a 
dramatic story of the changes in shoe construction, styl- 
ing and materials and demonstrates how they have altered 
the face of the industry. It describes, too, how consumer 
reaction to these changes has revised the price structure 
of the industry and has made it necessary to evolve new 
merchandising and advertising techniques. 

Where available, these articles have been documented 
with statistics, others which describe some of the newer 
techniques of retailing, for which no statistics are pres- 
sently available, have been based on personal interviews 
with management of the type of operation they describe. 


A Complex Industry 


These articles reveal how complex the shoe industry, 
and more particularly shoe retailing, has become in its 
structure in the past decade. They should dispell a few 
popular misconceptions of the size and importance of 
some of the industry’s segments and place them in their 
true perspective. 

Several of these newer concepts are revolutionary, and 
some of them are disturbing. But the statistics con- 
tained in these articles and the conclusions drawn from 
them should prove reassuring to the rank-and-file retailer 
who is living with the more orthodox methods of shoe 
selling. “Changing Concepts in Shoe Merchandising” will 
contribute substantially to the merchant’s understanding 
of the world in which he operates, and will help him to 
recognize what his competition is, how it works today and 
what it may be like ten years hence. 

Perhaps the most significant point that emerges from 
the initial stages of this study is the obvious strength 
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independents have shown throughout twenty-five years of 
intensive competition. The fact that chain stores are his 
most serious competition will come as no surprise to 
him. But he may be surprised to learn that independents 
are tenaciously holding their share of retail shoe store 
dollar volume. Using the definition which the Census 
Bureau, Department of Commerce, set up in 1929, that 
“three or fewer stores constitute an independent,” a com- 
parison of that census with the 1954 Census of Business 
indicates that independents surrendered less than one per 
cent of retail shoe store sales volume to chains during 


the 25 so-called hectic years between. 


Common Problems 

And, when the more commonly accepted definition that 
ten or fewer stores constitute an independent is used, 
independents actually increased their share by 0.1 per 
cent between 1948 and 1954, the two most recent census 
years. Independents declined in numbers, however, from 
82.7 per cent of retail shoe stores in 48 to 73.2 per cent 
in °54. This tenacity of the independents is particularly 
significant in view of the fact that factory-owned stores, 
numbering 11 or more, which have been considered such 
an increasingly important factor in recent years, are 
included in chain store figures. 

A comparison of pairage figures of chains and inde- 
pendents, if available, might tell a completely different 
story. Until they are available, however, the dollar fig- 
ures of the Census Bureau must suffice. It would seem 
logical that the tremendous capital investment which 
chains have made and the rapid rate at which chain 
stores have opened new outlets since 1954 may have 
changed the relative position of independents and chains. 
How the progress with which the self-service and dis- 
count stores have been credited in recent years may have 
affected the independents and chains is impossible to esti- 
mate. Reliable figures for comparison are not available. 

The article on chain stores has some revealing figures 
on profit ratios. While the sample used is admittedly 
small, the ratio of net profit to net sales earned by inde- 
pendents holds up very well in comparson with that of 
the chains. 

The independent, to whom the fear of chain store com- 
petition has become something of a fetish, may be sur- 
prised to learn that the same problems which confront 

[TURN TO PAGE 208, PLEASE] 
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TIMES CHANGE, 


customs vary, fashions 


revolutionize... yet, through 
one hundred and twenty-five 
years, custom quality King 
Kid has retained its leader- 
ship in the Kid field. 
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Tariff Commission Rejects Application of Manufacturers for Move 
To Slow Up Flood of Low-Cost Foreign Goods Into This Country 


WASHINGTON, D. C.—The U.S. Tariff 
Commission has rebuffed the attempt 
of U. S. manufacturers of rubber foot- 
wear to slow up imports of low-cost 
foreign goods. The domestic industry 
is now contemplating its next move to 
obtain badly-needed relief from the 
veritable flood of imports that is 
gravely threatening the very existence 
of a number of U. S. manufacturers. 

Seventeen U. S. manufacturers of 
rubber footwear in a statement dated 
September 12 asked the U. S. Tariff 
Commission to investigate the injurious 
effects of imported rubber footwear on 
the domestic industry. These 17 com- 
panies produce nearly all the rubber 
footwear made in the U. S. The firms 
are: 

Bata Shoe Company, Belcamp, Md.; 
Bristol Manufacturing Corporation, 
Bristol, R. I.; Cambridge Rubber Co., 
Cambridge, Mass.; Converse Rubber 
Company, Malden, Mass.; Endicott 
Johnson Corporation, Johnson City, 
N. Y.; Goodyear Footwear Corporation, 
Providence, R. I.; Goodyear Rubber 
Company, Middletown, Conn.; Hood 
Rubber Company, Division of B. F. 
Goodrich Footwear Company, Water- 
town, Mass., and the LaCrosse Rubber 
Mills Company, LaCrosse, Wis. 

Also the Mishawaka Rubber and 
Woolen Manufacturing Company, 
Mishawaka, Ind.; Randolph Manufac- 
turing Company, Randolph, Mass.; 
Rubber Corporation of California, Gar- 
den Grove, Calif.; Servus Rubber Com- 
pany, Rock Island, Ill.; So-Lo Marx 
Rubber Company, Loveland, O.; Ting- 
ley Rubber Corporation, Rahway, N. J.; 
Tyer Rubber Company, Andover, Mass., 
and the United States Rubber Com- 
pany, New York, N. Y. 

The U. S. Tariff Commission on Oc- 
tober 1 rejected the application of the 
17 firms, stating that the imports in 
1956 totaled only three per cent of do- 
mestic production. The commission 
went on to state its opinion that the 
manufacturers should first exhaust 
every effort to obtain relief via legis- 
lative channels. 

The 17 firms that applied to the tariff 
commission had not, in early October, 
decided upon their next move. 

One industry spokesman told BooT 
AND SHOE RECORDER, “We can’t wait 
indefinitely for relief. Imports from 
abroad are causing real distress among 
the domestic manufacturers. Some re- 
lief is needed immediately.” 
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Publisher of ‘Look’ to Speak 
At Shoe Fair Breakfast 





Vernon C. Myers, publisher of Look 

Magazine, is principal speaker at the 

opening National Shoe Fair Breakfast, 

October 28. The breakfast, to be held 

in the grand ballroom of the Palmer 

House is one of the annual features of 
the fair. 





International to Introduce 
New Line of Men’s Shoes 


St. Louts—Lightness, flexibility and 
high style will keynote a new line of 
men’s dress shoes which International 
Shoe Company will introduce for the 
1958 spring and summer season. Inter- 
national’s three general line branches 
will distribute the new shoes under the 
John C. Roberts, Rand and City Club 
labels. 

The new shoes, with leather uppers 
and soles, are styled in the continental 
manner on tapered toe lasts. They will 
be available for delivery on January 1, 
1958. 

Retailing in the $12.95 and $16.95 
price ranges, the shoes are available in 
20 different styles. Included are some 
in combinations of textured leathers, 
perforated models in two, three and five 
eyelet styles, as well as slip-ons and a 
side buckle model. Principal colors are 
black and new shades of brown and tan. 

In announcing the new line, Frank 
E. Miller, general merchandise man- 
ager for International’s men’s shoes, 
stated that this new footwear is “the 
first of this type and styling to be avail- 
able in these price ranges.” 

Production will be at the Poplar 
Bluff and Kirksville, Mo., plants. 
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Commonwealth Shoe Admits 


Merger Talks Are Going On 


WHITMAN, MAss.—Persistent rumors 
that Commonwealth Shoe and Leather 
Company is currently engaged in 
merger talks with an unidentified com- 
pany were confirmed on October 9 by 
Paul Jones, chairman of the board. 

“The company,” Mr. Jones said, “‘has 
been approached with a proposal look- 
ing toward merger or consolidation 
with another group.” This group Mr. 
Jones refused to identify. 

“No final decision has been reached,”’ 
Mr. Jones continued, “and discussions 
are continuing. The company is con- 
tinuing to operate profitably and expan- 
sively. No change in management or 
organization is contemplated should 
any such merger be consummated.” 


Booklet to Aid Evaluation 
Of Lines at National Shoe Fair 


St. Louis—A new booklet, “Fashion 
Facts,” has been prepared by the Shoe 
Fashion Board of St. Louis for dis- 
tribution to visitors at the National 
Shoe Fair. 

Covering spring and summer, 1958, 
the booklet is intended as a fashion 
guide service feature for retailers to 
study as they evaluate the lines on dis- 
play at the fair. Free copies will be 
available in all display rooms and sam- 
ple rooms of St. Louis manufacturers. 
The leaflet is scheduled to be dis- 
tributed also at the Los Angeles Shoe 
Show, November 17-20. 

According to Jaclyn Meyer, chair- 
man of the Shoe Fashion Board of St. 
Louis, her group has attempted to give 
a complete coverage of spring and sum- 
mer style trends in the booklet. Sepa- 
rate sections have been allotted to 
men’s, women’s and children’s foot- 
wear, with a new and special teenage 
section, new this year. 

Extra copies of the booklet may be 
secured by writing to the Shoe Fashion 
Board of St. Louis, 504 Shell Building. 
There is no charge. 





Tanners’ Council Fills Post 


NEw YorK—The Tanners’ Council 
of America announced the addition to 
its staff of Frederick W. McQuibben. 
Mr. McQuibben will fill the vacancy 
created by the retirement of Edward 
L. Drew, the council’s statistician and 
economist for many years. A gradu- 
ate of the School of Business Adminis- 
tration of Syracuse University, Mr. 
McQuibben has been associated with 
Colgate Palmolive Company for the 
past five years. Mr. McQuibben is 31. 
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International, FTC Arguments, Poles Apart 





Shoe Company Holds it Fosters Competition; FTC Puts Restrictive 
Label on Shoenter prise and Merchants Service Department Operations 


WASHINGTON, D. C.—International 
Shoe Company has responded to a 
government complaint of unfair com- 
petition by stating that its sales policies 
tend to increase, rather than destroy, 
competition in footwear retailing. 

The Federal Trade Commission on 
July 9 issued a formal complaint 
against International, charging (BOooT 
AND SHOE RECORDER, August 1, page 
25), among other things, that Inter- 
national unlawfully requires certain 
retailers to refrain from handling 
competing shoes. 

The FTC in its complaint asked In- 
ternational to refrain from this and 
other practices alleged to be in viola- 
tion of the federal anti-monopoly laws. 

In its response to the FTC, Inter- 
national admits it makes conditional 
loans to certain retailers, but it says 
that the effect of these loans “has been 
to encourage, create, maintain and ex- 
tend competition in the distribution of 
shoes at the retail level and the com- 
pany’s actions in so doing have, there- 
fore been in the public interest.” 

International says its agreements 
with retailers increase, rather than 
destroy, competition. 

The firm also asserts that it does not 
require retailer performance of the so- 
called restrictive agreements questioned 
by the government. It says: “It appears 
that the logical consequences of the 
cease-and-desist order sought by this 
complaint would be to cause a greater 
concentration of the retailing of shoes 
in the hands of large retail distributing 
units owned by manufacturers to the 
detriment of many small retail busi- 
nessmen.” 

International says this would lessen 
competition in the retail shoe business, 
would tend to monopoly, would react 
to the detriment of consumers and 
against the public interest, and would 
effectuate what the anti-trust laws of 
the United States were intended to 
prevent. 

The firm also states that it is not 
dominant in the shoe industry, and 
that its share in the production of 
men’s, women’s, and children’s shoes 
has been steadily decreasing since 1929 
and is now less than 10 per cent of the 
total U. S. production. 

International is joined in its response 
to the government complaint by Shoen- 
terprise Corp., a wholly-owned subsid- 
iary located at the same address as 
International, 1509 Washington Ave- 
nue, St. Louis, Mo. 

The FTC, in its complaint, stated 
that International makes loans to ex- 
perienced shoe men who lack sufficient 
capital but who are agreeable to opera- 
ting stores in locations suitable to 
International. These loans are made 
only upon the condition that dealers 
sign a restrictive contract to sell only 
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International shoes, it is charged. And 
the complaint also charges that Inter- 
national, through its Merchants Service 
Department, enters into similar restric- 
tive agreements with other shoe re- 
tailers to whom it furnishes supervisory 
and special services. 





Sampling and Style Interest 
Mark Boston Shoe Market 


BostoN—The question of price was 
uppermost in the minds of both exhibi- 
tor and buyer at the Advance Spring 
Shoe Market Week held here during 
the first week in October. In the main, 
the question was unanswered. 

Volume manufacturers selling to 
wholesalers, chains and large depart- 
ment stores reported good-to-heavy 
sampling, and an abundance of style 
interest. With the exception of buying 
by southern wholesalers, however, there 
were few firm commitments and most 
of these were at price levels previously 
prevailing. 

A few firms making flats, boudoirs 
and sandal types to retail at $2, $3 and 
$4 announced five-cent-a-pair hikes and 
hoped to do enough business on their 
$3 line to offset what they said would 
be minor losses on the low end. 

It was pointed out by buyers that the 
government’s policy designed to bring 
inflation to a halt already is having its 
effect on retail sales of a wide variety 
of merchandise. They argued that 
while retail shoe sales have not yet 
been hit, at least not badly, curtailment 
of consumer buying might follow any 
general wholesale price advance which 
could not be absorbed by the retailer. 

This was the viewpoint particularly 
of chain store representatives. They 
attended the show, sampled and did no 
buying other than that of the fill-in 
variety. 

“We're buying later,” one man said, 
“and we don’t expect to pay more than 
we have been paying.” 

“If factory costs—materials and 
labor—are taken into consideration,” 
said a manufacturer of women’s shoes 
in the $7 retail bracket, “we should get 
an advance of about 40 cents a pair. 
But there’s resistance and when buy- 
ers show up, we talk.” 

Hence, orders booked did not go much 
beyond December delivery dates. 

Style interest was concentrated large- 
ly on casuals in children’s lines and 
casuals and low heel numbers in 
women’s. Sampling was heaviest in 
these two categories. 

Advance Spring Shoe Market Week 
was sponsored by the New England 
Shoe and Leather Association. Sample 
rooms were on five floors of the Hotel 
Statler, two floors of the Touraine 
Hotel and in sales offices in Boston’s 
shoe and leather district. 





Mid-Atlantic Shoe Show 
Sends Out Applications 


PHILADELPHIA—A completely remod- 
eled exhibition area in the Benjamin 
Franklin Hotel here is part of the im- 
proved facilities for the 44th Mid- 
Atlantic Shoe Show to be held 
February 2-4. 

Applications have been dispatched to 
the trade, according to Clarence R. 
Heyde, the show’s executive director. 

Sponsored by groups of travelers, 
wholesalers, manufacturers and retail- 
ers, the show is expected to attract a 
record attendance from the five-state 
area of Delaware, Maryland, New Jer- 
sey, Pennsylvania, Virginia and the 
District of Columbia. 

Officers are Walter P. Palmer, presi- 
dent; Josh H. Kimmelman, vice-presi- 
dent, and Anthony H. Mirra, Jr., secre- 
tary-treasurer. 

Directors are Walter P. Palmer of 
Ephrata Shoe Company and Gerberich- 
Payne Shoe Company; Josh H. Kim- 
melman of Vanity Shoes, Inc.; Anthony 
H. Mirra, Jr., of Herbst Shoe Manu- 
facturing Company; Edward Trachten- 
berg of Hill Shoe Company, and Clar- 
ence R. Heyde of BOOT AND SHOE RE- 
CORDER. 

The advisory committee members 
representing manufacturers consist of 
David H. Kreider, of The W. L. 
Kreider’s Sons Manufacturing Com- 
pany, Inc., and Harry E. Snayberger of 
Walkin Shoe Company. 

Representing the retailers are Frank 
H. Rich, of B. Rich’s Sons; Murray S. 
Rolfe, of S. Dalsimer’s & Sons, and 
Milton H. Miller of Jeffrey-Michael 
Children’s Shoes. 

C. E. Heyde is show manager. 


47th NRDGA Convention Set 


NEw YorK—The 47th annual con- 
vention of the National Retail Dry 
Goods Association will explore “The 
Changing Concepts and New Oppor- 
tunities in Retailing” during its four- 
day program January 6-9, 1958, at the 
Hotel Statler. The year’s largest and 
most significant meeting of retailers is 
expected to attract more than 5,000 
merchants from every state in the 
country and from abroad. 

The convention’s theme will be de- 
veloped in 35 different sessions devoted 
to all phases of top management, re- 
search, merchandising, sales promo- 
tion, personnel and recruitment, credit 
management, public relations, control 
techniques, store management, down- 
town revitalization and smaller store 
problems. 








Shoe Fair Roto Section 


CuHicaGoO—The Chicago Daily News 
will publish a shoe section in roto- 
gravure on Saturday, Oct. 26, to coin- 
cide with the opening of the National 
Shoe Fair. The section will appear in 
the weekend issue, a Saturday paper 
with Sunday features reaching 600,000 
homes. The section is a lift-out. 
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Sole Leather Tanners Plan ‘Up-Trading’ Drive 


New York—An industry-wide pro- 
motion by the tanners of sole leather 
designed to provide their manufacturer 
customers with a program of “up- 
trading” their shoes has been launched 
by the Sole Leather Bureau of the 
Tanners’ Council. 

Primary purpose of the campaign is 
to give participating manufacturers 
and retailers a service to “trade-up” 
their lines through “quality” promo- 
tions—thus helping adequate mark-ups. 

Among manufacturers and retailers 
already participating in the program 
are Adler Shoes, Coward Shoes, Gerbe- 
rich-Payne Shoe Company, Herbst Shoe 
Manufacturing Company, O’Connor & 
Goldberg, Regal Shoes, Simplex Shoe 
Manufacturing Company, and_ the 
Virginia Shoe Company. 

To facilitate linking the “quality” 
appeal of leather soles to manufac- 
turer’s brand name, the following pro- 
motional blueprint has been followed: 

1. Participating manufacturers brand 
their shoes with a distinctive “Genuine 
Leather” seal, incorporating their tra- 
ditional trademarks. 

2. A box “stuffer” giving the con- 
sumer a concise sales message about 


the quality factors in the shoe—and 
stressing the link between quality shoes 
and leather soles—is provided to the 
participating manufacturer or retailer. 

8. Retail accounts of participating 
manufacturers are provided with a 
specially designed merchandising kit 
containing a variety of point-of-sale 
material and a blueprint on how they 
can use the promotion to increase their 
volume and profit margin by identify- 
ing their store as a “quality store.” 
All of this material is available to 
manufacturers without charge from the 
Sole Leather Bureau. 

4. A massive publicity campaign, 
utilizing the facilities of Leather In- 
dustries of America, has produced 
stories in hundreds of newspapers 
throughout the country highlighting 
the quality and comfort features of 
leather soles. 

The members of the Sole Leather 
Bureau are the following tanners: 
Armour Leather Company, Eberle 
Tanning Company, Howes Leather 
Company, Inc., A. C. Lawrence Leather 
Company, Leas & McVitty, Proctor- 
Ellison Company, and the Virginia 
Oak Tannery. 





Town & Country Shoes 
Makes Three Appointments 


St. Lours—Three appointments have 
been recently announced by Vergil C. 
Lipscomb, president of Town & Coun- 
try Shoes. 

Gerald R. Monroy has been named 
sales manager with headquarters in 
this city. Mr. Monroy has been asso- 
ciated with Town & Country Shoes for 
the past three years as sales repre- 
sentative covering the Midwest terri- 
tory. Prior to this, he was with the 
Westport division of Brown Shoe Com- 
pany for five years. 

Donald Dickey is replacing Mr. Mon- 
roy in the Midwest territory, centering 
on the Minneapolis area. Mr. Dickey 
was formerly divisional merchandise 
manager for Dayton’s, Minneapolis. 

John Connor has been appointed as 
Town & Country salesman to cover the 
New England territory as well as New 
York State, Mr. Lipscomb also an- 
nounced recently. Mr. Connor was 
previously associated with Brown Shoe 
Company, the Westport-Life Stride 
division for years, most recently in the 
New England area. 


Jordan Marsh Officer Heads 
Boys’ Town of Italy Drive 


Boston — Vincent Bernagozzi, mer- 
chandise manager of the fashion acces- 
sories and shoe division of the Jordan 
Marsh Company, here, heads the shoe 
and leather division currently engaged 
in a drive for funds to be used in 
furthering the work of Boys’ Towns 
of Italy. As chairman, Mr. Bernagozzi 
will direct the activities of a large num- 
ber of men in the industry who have 
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volunteered to help raise the money 
needed to carry on this work. 

Solicitation is also being made by 
mail, the letters carrying Mr. Berna- 
gozzi’s signature. 


VINCENT BERNAGOZZI 


“Because of my affectionate concern 
for the orphaned and homeless children 
of Italy,” says a typical letter, “I have 
accepted the chairmanship of the Shoe 
and Leather division in the current 
drive for funds for Boys’ Towns of 
Italy. 

“T well know that you have been ap- 
proached many times for donations to 
good and worthy causes, but this pro- 
gram of aid to these underprivileged 
children is of such outstanding merit 
that I hope you will see your way clear 
to make a donation. 

“Needless to say, they are very much 
in need of funds for the continuation 
of their program, which is entirely de- 
pendent upon our generosity. No mat- 
ter how little your contribution is, it 
will be of tremendous help.” 


Tanners to Observe 40th 
Birthday at Chicago Meeting 


Cuicaco—This year’s annual meet- 
ing of the Tanners’ Council of Amer- 
ica, October 238-25, at Edgewater 
Beach Hotel here, will mark the 40th 
anniversary of the council. 

The council said the schedule wil! 
cover provocative discussions by speak- 
ers in and out of the industry which 
are “vital to the tanning industry as 
well as to its suppliers and customers.” 

The program begins Wednesday, Oc- 
tober 23, with the presentation of the 
“Leather Rawstock Quality Clinic,” 
conducted by Jewett F. Neiler, chair- 
man of Endicott Johnson. 

The general business session the 
next day will begin with a welcoming 
address by Joseph F. Eberle, president 
of the council. During this session, 
talks will include “Technology of the 
Future,” by Dr. Martin J. Lydon, pres- 
ident of Lowell Technological Insti- 
tute; “Horizons in Volume Shoe Mer- 
chandising,” by Edward L. Atkins, ex- 
ecutive vice-president of the National 
Association of Shoe Chain Stores; 
“The Crisis in Foreign Trade,” by G. 
Ronald White, director of the United 
Tanners’ Federation of London, and 
“The ‘U’ in BUsiness” by Dr. Kenneth 
McFarland, educational consultant of 
General Motors. 

On Friday, October 25, the general 
business session will continue with the 
following addresses: “(How to Take the 
‘Ice’ Out of Price,” by Dr. K. B. Haas, 
chairman of the department of mar- 
keting, Loyola University; “Beam- 
house Brevity,” by Dr. Thomas C. 
Thorstense, director of the Beamhouse 
Research Project; “Revolution in Raw- 
stock,” by Dr. Seymour S. Kremen, 
manager of the Leather Research Cor- 
poration; “Fleshing a la Maryland,” 
by William Kuster, of Cal-Tan Re- 
search Products Corporation, and 
“Leather Industries of America,” by 
D. N. Gutman, president of Leather 
Industries of America. 

Also on the program is a “Supply 
and Demand Profile,” in which the fol- 
lowing will take part: Oakley M. Ray, 
American Meat Institute; Julius G. 
Schnitzer, U. S. Department of Com- 
merce, and Arthur Rosenbaum, Sears, 
Roebuek & Company. 


Group meeting for the various divi- 
sions of the council will be held on 
Thursday beginning with luncheon. 

A special program has been ar- 
ranged for the annual banquet on 
Thursday evening in observance of the 
40th anniversary. 


Retail Body Elects Shoe Men 


WASHINGTON, D. C.—Shoe industry 
figures elected to the executive commit- 
tee of the American Retail Federation 
at its recent 21st anniversary session 
here were David W. Herrmann, execu- 
tive vice-president of the Melville Shoe 
Corporation, New York, and Richard 
Rich, president of Rich’s, Inc., Atlanta. 
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Curtiss-Wright, General Aniline, Discuss Joint Effort 


NEw York — Announcement was 
made jointly by Roy T. Hurley, chair- 
man and president of the Curtiss- 
Wright Corporation and John Hill- 
dring, president of General Aniline & 
Film Corporation, that the two com- 
panies are discussing the desirability 
of a joint venture involving the produc- 
tion and marketing of chemicals basic 
to the manufacture of synthetic mate- 
rials including plastics. 

If the deal goes through General 
Aniline & Film would have an outlet 
for proprietary chemical formulations 
and Curtiss-Wright would be provided 
with raw materials required in the 
manufacture of its Curon and other 
plastic products. 


The joint announcement followed the 
opening of a five-day Curtiss-Wright 
exhibit of Curon at the Waldorf- 
Astoria. So far, it has attracted more 
than 5,000 architects, designers, manu- 
facturers, and distributors in the tex- 
tile, home furnishing, building, and 
decorating fields. 


Curon, which has been heralded as 
a revolutionary new development in 
foamed materials, has wide applications 
in the home and in industry. A whole 
family of materials with a wide range 
of properties, Curon combines a new 
concept of thermal and accoustical in- 
sulation with light weight and adapta- 
tion to decoration. 





Charles F. Sprague 


LYNN, Mass. — Charles F. Sprague, 
president of the Hoague-Sprague Cor- 
poration, nationally known carton man- 
ufacturers, died October 7 at the Lynn 
Hospital. He was 70 years old. 
Hoague-Sprague is a wholly-owned 
subsidiary of United Shoe Machinery 
Corporation. 


Mr. Sprague, whose home was at 
269 Humphrey Street, Swampscott, 
Mass., for many years had been promi- 
nently identified with political, civic 
and charitable activities. 

He was a former president of the 
Greater Lynn Chamber of Commerce 
and one of the founders of the Lynn 
Community Chest, a former vice-presi- 
dent and director of the Security Trust 
Company, a former director of the As- 
sociated Industries of Massachusetts 
and a past president of the Boys’ Club 
of this city. 

Mr. Sprague was born in Lynn, at- 
tended the public schools here and also 
Phillips Exeter Academy. He is sur- 
vived by his widow, Mrs. Elizabeth 
Kimball Sprague; a son, Richard Kim- 
ball Sprague of Salem, Mass.; a 
daughter, Mrs. Norman C. Hoffman of 
Wellesley, and a sister, Mrs. Helen 
Emmons, of Lynn, Mass. 


First ‘Miami Shoe Show’ 
To Be Held September, 1958 


MIAMI, FLa. — “The Miami Shoe 
Show,” is the official designation of a 
new footwear showing has just been 
organized here for the purpose of show- 
ing early season and spring shoes for 
southern Florida and others who may 
be interested in very early delivery of 
these types of shoes. 

The first showing has been announced 
for September 29-31, 1958 by Barney 
Noonan, promotional director. 

The following are members of the 
new group: 

Mack Seeley, Dave Cutler, Vince 
Bush, Elmer Logan Ross Malloy, Dan 
Howard, Keith P. Williams, Mr. 
Noonan, Craig Thrash, John Taylor, 
Dunbar Holder, William J. Mann, Mor- 
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ris Segel, Bill McConnell, Harry Cawn, 
Virgil Ryan, Charles Phillips, James 
M. Cowen, Edward Gillaspy, Joseph 
Grasso, Edward M. Weil, Sherwood 
Knight, B. G. Weiner, Parker E. 
Dorsey, Scott Steele, Woody Wood- 
ward, Hugh B. Jennings, I. C. Smith, 
Jr. and John Grossman. 

The membership committee consists 
of Mack Seeley, Dave Cutler, Vince 
Bush, and Elmer Logan. 

Edward Gillaspy, of Delmanettes, is 
chairman; Harry Cawn, of Arthur 
Murray, is secretary - treasurer and 
Vince Bush, representative of Oom- 
phies, is vice-chairman. 


Washington Lawyer Speaker 
At Annual IS Meeting 


Boston—One of the highlights of 
the forthcoming annual meeting of In- 
dependent Shoemen will be a significant 
talk by Don Counihan, Washington at- 
torney, on current trends affecting in- 
dependent shoe people. 


DON COUNIHAN 


The IS meeting will be held Satur- 
day, October 26, at 6 P.M., at the 
Sheraton-Blackstone Hotel, Chicago, on 


the eve of the National Shoe Fair. 
Several hundred members of IS are 
expected to attend. 

Mr. Counihan has worked closely 
with several government agencies con- 
cerned with small business, trade and 
anti-trust activities. 


Milwaukee Shoe Company 
Moves to Sturgeon Bay, Wis. 


MILWAUKEE — The Milwaukee Shoe 
Company, manufacturer of men’s and 
boys’ shoes here for 44 years, has com- 
pleted its move to Sturgeon Bay, Wis., 
according to Frank Ripple, president of 
the firm. The last remaining operation 
in Milwaukee has been closed. 

The decision to move was made about 
a year ago. 

The company employs about 140 
workers. This number will be eventu- 
ally increased to 200 and the present 
production rate of 750 pairs daily will 
be able to be expanded to a peak of 
1,500 pairs daily. 

More than half of the company’s out- 
put goes to Sears, Roebuck & Company 
and the J. C. Penney Company. 


Boot Freight Rates Cut 


NEw YoORK—A reduced less-carload 
rate of $4.38 per hundred pounds on 
shipments of boots and shoes from Bos- 
ton to Madison, Wis., was announced 
by Lifschultz Fast Freight. The rate 
also applies to huaraches shipped in 
bamboo baskets or hampers. Lifschultz 
previously posted rate reductions for 
boots and shoes from Boston to other 
Midwest points. 


MacLeod Replaces Patterson 
In USMC’s New York Office 


BostoN—The United Shoe Machinery 
Corporation announced the appoint- 
ment of Newton MacLeod as district 
manager of its New York office. He 
replaces H. F. Patterson who is retir- 
ing after 35 years in the New York 
office and 43 years of service to the 
corporation. 


NEWTON MacLEOD 


A graduate of Harvard University, 
Mr. MacLeod came to United in 1940 
serving until World War II in the 
company’s offices in Boston, Brockton 
and St. Louis. 

After his military service he was 
employed in United’s Nashville office, 
becoming assistant district manager 
there in 1950. In 1955 he became as- 
sistant district manager in New York. 
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SEASCAMPS 














SEAMATES SSS 
ic 
PLAYGALS 


/ 
Fashions that Boom 


in the Spring! 


are set to boost the casual boom to even greater heights, 


Seascamps, Seamates and the smart new Playgals give the ladies 


three exciting “buy-me” choices. 
Each is made of top quality poplin with full cushion insole 


J These colorful poplin play shoes—all Tyer originals — 
/ 


and non-marking anti-slip outsole. Low in price and 
high in comfort, these shoes are completely washable! 


“a Colors include Chino, Navy, Red and Black. 
Sizes: Seascamps 314-10; Seamates and Playgals 314-9. 


Send coupon below for complete information. 


ANDOVER, MASSACHUSETTS, 


TYER RUBBER COMPANY Consumer Products Division’ Andover, Massachusetts 
Please send me the latest Tyer Price Lists on Canvas and Rubber Footwear. 


Gentlemen: 


2) aS ‘ 
i a 
HOTEL MORRISON 








CITY 











LINE 


Bends temorrow’s 
fashion concepts,/with classic 
shoemaking traditions to create the finest 
of the fine men’s footwear for’58 


Measured by ordinary standards the STACY-ADAMS accent on style, 
distinction and traditional shoemaking “know-how” makes all other 
men’s footwear ordinary indeed. STACY-ADAMS shoes since 1875 have been 
an important part of the wardrobe of the nation’s most successful and 
discriminating men. TODAY’S NEW STACY-ADAMS line will be no 
exception. For a profitable future . . . start tomorrow’sithinking. . . 


TODAY with the STACY-ADAMS LINE. 


STACY-ADAMS COMPANY «| Brockton 62, Mass. 


erred —_ 


eee wo Ge’ LE 
al the 
NATIONAL SHOE FAIR 
PALMER HOUSE ROOMS 825-826 
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AURORA | 


There's nothing like it 
... ABSOLUTELY NOTHING! 


NORTHWESTERN'’S NEW 


fst CIaVe TANIA AC: 
_ a oe 3 he oe > oa " 
ke a © wee is . — io Se fe ERS yee SRE Bad 


In today’s competition AURORA is a new kind of 
tannage ... the leather to “WATCH” in ’98. 


teht— GIVE” for easy 
had needa er shape 


al styles . ; E 





NORTHWESTERN LEATHER CO. 


210 SOUTH STREET, BOSTON 11, MASS. 








HANDLES 
SIGNS 


your name and advertising message! 


SEALS 


your packages. . . discourages shop-lifting! 


and DELIVERS 


your merchandise in easy to 
"take" form (and that means 
NO DELIVERY COSTS!) 


... imprinted CARRY-PACK HANDLES 8?” pisoencr 


do all this for just a fraction of a cent! ~* pe 


(far less than string or cellophane tape) 


WRITE NOW! See how easy it is to capitalize on 
Carry-Pack’s ADVERTISING FEATURE for your store. 
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TD. 
CARRY PACK COMPANY, 7 pt. BRS-10 


Park, Illinois 
= Eades oe Paper Products Ltd., Guelph, Ont. 


Gentlemen: Please send me cost in 


Carry-Pack. | use rolls a month. 


CARRY-PACK — > aaa tormation 
... the handle oa en a 
that seals the | ae ie 

package too! :& ndaress 


City 


formation on imprinted 
| am interested 


JUIH JWVN UNDA 
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BEARFOOT 
MICROCELLULAR WORK AND SAFETY SOLES 


oo” 








ee Neoprene Nitrocrepe — Highly 
resistant to oils, acids, grit. Lightweight — 


Safetred non-slip design. 


Neoprene Aircushion — Safetred non-slip 


design—density adjusted for stitch attachment. 


Neoprene Aircushion Cork — Popular 


cork for special non-slip qualities. 


Density adjusted for stitch attachment. 





Bearfoot Soles —Best for Every style requirement— 


Every wear condition—Every manufacturing method. 


Exhibiting National Shoe Fair, Palmer 
House ¢ Exhibition Hall, Booths 64-65 
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Nitrocrepe — Lightweight, long wearing 
sole with the soft, cushion step. Wide 


range of colors and design 





Aircushion — Always firm—yet feather light. 


Density adjusted for stitch attachment. 


MICROCELLULAR SLIPPER SOLING 
Nitrolite—The latest lightweight soling material 
for slippers, about-the-house, 


and resort footwear. 


' 
~ 





A trusted name on shoe bottoms since 1924 


THE BEARFOOT SOLE CO., INC. ¢ wavdsworTh, oH!IO 


_ Boston: 210 Lincoln St., J. M. Calvin St. Louis: 1602 Locust S1.,-F. E. Alston 
waukee: 1931 S. Allis, Atkinson Sales Company New York City: 225 W. 34th St., Homer Bear 
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by George H. Baker 








Retail Sales and Home 
Building Show Strength 


Boom Slowing Down 





Unexpected buying strength in two key areas—retail sales and home 
building—is nudging the overall business picture out of its early-fall 
lethargy. 

These welcome signs of above-average spending come as something of 
a surprise to the Eisenhower Administration financial experts, for they 
hadn’t actually counted on anything spectacular in retail circles until 
just before Christmas. And home construction, too, was probably already 
in its seasonal winter slump, they believed. 

But there’s no accounting for the reasons consumers have for buying 
what they buy—or when they buy it. To the delight of most of the 
nation’s merchants and dealers, retail sales are unaccountably sprinting 
along about five per cent ahead of six months ago and about seven per 
cent ahead of a year ago. 

And the gain isn’t all due to inflated prices, an examination of con- 
sumer spending shows. The volume of merchandise being sold is larger. 

Another cheerful note for manufacturers: Because many jobbers and 
retailers worked their inventories down during the summer months, the 
brisk pace of new sales is necessarily causing factories to turn out more 
goods. Manufacturers now have to step up their output to keep pace with 
new orders. 

There’s evidence also that farmers are doing better, moneywise. Total 
farm income is running at an annual rate of about $12.6 billion, which is 
$500 million more than the rate this time a year ago. 

What these points add up to is this: The U. S. economy may yet finish 
this year on a strong note. Last year, new investment in plant and equip- 
ment picked up late in the year to push the total up to a new high. And 
in 1955 it was an end-of-the-year surge of consumer buying that sent 
final figures spinning up to a then-record. If the present trend in home 
building and cosumer buying holds up, this year’s total business activity 
may well end up at or near the record totals chalked up in 1955 and 1956. 


The boom is here to stay for a while longer, but expansion will occur at 
a slower rate in the months ahead. 

Government money experts are keeping a close watch on inflation ten- 
dencies in different parts of the nation. While there’s not nearly as much 
steam in the boom as there was 12 to 18 months ago, advancing prices are 
still being viewed with suspicion in Washington circles. Any major for- 
ward surges in costs and prices will undoubtedly bring on a further 
tightening of money rates. 

The Federal Reserve Board is sticking to its belief that the best way 
to check the rise in prices is for businessmen and individuals alike to slow 
up their rates of spending and to increase their savings. 

What’s going to happen when the government controls over spending 
—such as high interest rates—begin to “bite in” and put some serious 
dents in spending and expansion programs? 

Bill Martin, the chairman of the Federal Reserve Board, says he’s 
keeping a close watch on the nation’s money supply. If it shows signs of 
drying up too fast, he’s prepared to order an immediate lowering of in- 
terest rates. Thus, more and cheaper dollars are to be pumped back into 
the money supply system long before a drought sets in. 





Washington 


“What the PX 
Means to Me”’ 


Subliminal Advertising 


A Near-Fizzle 





Newsree ll ¢ ¢ ¢ (continued) 


A new drive to entrench the government more firmly in its position as 
a multi-million dollar retailer is taking shape in Washington. 

Army personnel—officers, enlisted men, and civilians—are being urged 
by the privately-published Army Times to write short essays on “What 
the PX and Commissary Mean To Me.” 

Army Times offers $25 for each essay it prints. 

And the paper frankly says it hopes to give the letters to the Army for 
use in building up the Army’s side of the PX controversy. 

Many retailers, acting through the National Retail Dry Goods Associa- 
tion, are asking Congress to prescribe limits on PX expansion. Unless 
some boundaries are fixed, the post exchanges will continue to take on 
more lines of merchandise and will eventually cause grave injury to all 
legitimate merchants, it is pointed out. 

If retailing by the government is a threat in your area, write your 
congressman and tell him what is happening. He won’t pay you $25 for 
your letter, but he can do something far more important—he can vote to 
forbid the further competition with private enterprise of government 


stores. 


The government hasn’t made up its mind yet over the legality of sub- 
liminal advertising. Subliminal ads (flashing advertising copy on a TV 
or movie screen so fast it cannot be seen but nevertheless registers in the 
viewer’s mind) are still in their infancy, and the government is searching 
the statute books to find (1) if it has authority to regulate the new ad 
medium, and (2) if it does,how it can be regulated. 

Subliminal ads are the product of Subliminal Projection Co. 

James M. Vicary, researcher and developer of the new medium, says 
his method is ideal for TV because the sponsors’ messages can be broad- 
cast without interrupting any programs. This means added entertainment 
time. 

Ad copy transmitted by the subliminal process is supposed to be fully 
as effective as that appearing in magazines and newspapers. It won’t 
cause a consumer to buy something he doesn’t want to buy. But the power 
of suggestion, transmitted to the subconscious, can be a powerful moti- 
vator in directing the purchase of articles to which the viewer is either 
sympathetically inclined or at least is not antagonistic toward. 

(N.B.—Webster’s International Dictionary defines subliminal as “below 
the threshhold . . . existing or occurring outside the personal conscious- 
ness.”’) 


Ike men are disturbed over the near-fizzle of their first Washington con- 
ference to help small business. The conference failed to fire up the en- 
thusiasm of many participants because it offered no programs of action 
on three of the toughest problems confronting smaller firms: 

© The need for lower taxes on the first $25,000 of net income. 

© The need for easier financing. 

© The need for a bigger share in government procurements and pur- 
chasing. 

It’s an open secret that next year—an election year—will see all three 

[TURN TO PAGE 204, PLEASE] 





Out 5 el, l S$ all others! 


Here's Why 


@ EASIER to put on because they 
S-T-R-E-T-C-H MORE! 


ANKLE-HIGH protection. Not cut 
down at sides. Compare! 


World's LIGHTEST — yet rugged 
as cowhide. Wear GUARANTEED! 


NO LEFTS or RIGHTS to confuse. 
Toddlers put them on alone! 


Since ‘48, "totes" sales have 
grown until today they're Amer- 
ica's LARGEST SELLING Chil- 
dren's Rubbers. 


Size Up . . Stock Up NOW! 


Don't Miss This Important 
Extra Business 


MAKE TWO SALES. ... instead of one 








NEW "totes" display bar sells for you NO CUT PRICE COMPETITION 
FREE with your order for 48 pairs. 


Remember—"totes" are sold at Nationally 
Advertised, maintained prices. You won't 
find them sold "cheaper" down the street. 
Stocks 48 pairs right on selling floor or on end prot with “totes”. 
counter. Reminds Mothers to buy. Brings @ SMALL STOCK... . FAST TURNOVER 
you extra business from idle space. Takes ONLY 6 SIZES FIT SMALL 31/2 to BIG 3 


only 9 x 18 inches. Displays both styles: @ NATIONALLY ADVERTISED IN PARENTS’, 


LIFE, TEACHER'S MAGAZINES 
+80 OVERSHOE-“totes.” 3 sizes fit 34 
to 914. Ribbed, non-skid soles. Red, Brown. @ RECOMMENDED BY TEACHERS EVERY: 


Suggested retail . $1.29 pair WHERE 
Store’s Cost: $.7714 pr. 36 pr. case: $27.90 


+80-TT OVERSHOE-“totes.” 3 sizes fit DURING THE 


9-BIG 3. DuPont Neoprene Soles. Red, Brown. = SHOE FAIR 


Suggested retail ..-. $1.79 pair PHONE OR SEE US IN CHICAGO AT THE 


Store’s Cost: $1.07% pr. 36 pr. case: $38.70 
So-Lo MARX RUBBER Company ° Loveland, Ohio Hotel S h eraton 
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for the Wright profit 
sk the man 


Merrill Schuetz, Field Shoe Co., Des Moines, Iowa, 
says: “I like to sell Wright Arch Preserver shoes 
because there’s always a personal satisfaction in 
knowing that when the customer stands he’ll say, 
‘Now that feels good — and it’s smart looking too’. 

“You'll get satisfaction too in the years to come 
when your customer, and friends, come in and say, 


,”? 


‘Time for a couple more pairs’. 


Henry Webster, Eastwood’s, Rochester, New York, 
says: “It is always a pleasure to sell better quality 
merchandise, and the Wright Arch Preserver line 
makes it doubly so. I find it easier to grade up to 
this quality line because there are so many out- 
standing features. I find most men return for more 
—in fact, the truth is ‘Nine out of ten buy 


’%? 


them again’. 


Richard J. Carli, Brown’s Boot Shop, Kittanning, 
Penna., says: “The science of fitting shoes and pleas- 
ing customers can be one of despair and disappoint- 
ment when you’re striving to learn the shoe business. 
That is where Wright’s saved me. I picked up a 
pair of Wright’s and tried them on a gentleman. He 
said, ‘I’ll take them, they feel good’. And with 
Wright’s, I knew I had it made. Yes! I like to sell 
Wright Arch Preserver Shoes.” 


Donald L. Watson, Storm’s Shoes, Wilmington, Del- 
aware, says: “It’s a wonderful feeling to see the 
smiles on my customers’ faces the first time they 
try on a pair of Wright Arch Preserver shoes. 
There’s no doubt that they must be satisfied with 
Wright’s comfort and wear, because, after the first 
pair, they keep coming back again and again for 
‘another pair of Wright’s, please’.” 
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story... 
who fits them! 


Why are Wright Arch Preserver shoes such a favorite in today’s exacting men’s 
market? Because Wright offers: (1) distinguished styling; (2) superb, built-in 

craftsmanship; (3) unsurpassed comfort features. That’s why the Wright shoe 
franchise is coveted by the outstanding shoe dealer of the community. 

And that isn’t all! There’s pride as well as profit in selling Wright shoes — for 
these reasons: 

* Prestige — because Wright means finest quality! 

* Professional Personnel — because Wright insists on skilled fitting — will accept 

nothing less! 

* Customer Loyalty — acknowledged highest repeat sales in the industry. 

* Factory Backing — speedy fill-in service! 

Interested? If, then, you have qualified fitters, and you’d like to sell America’s 
most reliable and profitable shoe, perhaps you should be a franchised Wright Arch Preserver 
Shoe dealer. Why not write to us? 








Famous Wright 

Arch Preserver Shank 
Metatarsal raise — 
for weight distribution 
Flat forepart — 
permits ‘foot exercise 
Heel-to-ball fitting — 
shoe fits to foot action 


Soft Llama grain calfskin 
with seamless, unlined 
forepart for unmatched 
comfort. In Cedar Brown 
(style 308) or Gleaming 
Black (style 315) 

Sizes 6-15 AAA-EE. 


Advertised in Time, 
The New Yorker, 


Sports Illustrated 


In Rooms 633-634, Palmer House 4 
during the National Shoe Fair. E. T. Wright & Co., Inc., Rockland, Mass. 
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SALES = UI 


CLINCHER: 


“and they're sewn with nylon... 
the strongest thread used in shoes!” 


Today, nylon is a household word to your customers. 
They know its strength and durability. So if you can 
tell them the shoes you sell are sewn with nylon, you 
give added assurance of lasting seam strength. Shoes 
sewn with nylon haveneaterseams,so they look better, too. 

The use of nylon thread in many top lines of shoes is 
another indication of shoe manufacturers’ continuous 
efforts to improve quality and styling ... to give you a 
product that helps you win—and hold—customers. 

Remember, too, that thread of Du Pont “‘Dacron’’* 
polyester fiber is used in many quality lines of work 
shoes because it gives extra resistance to abrasion and 
chemicals. 


WRITE FOR YOUR FREE COPY of “How Important Is 
Thread in the Shoes You Sell?” E. I. du Pont de Ne- 
mours & Co. (Inc.), Textile Fibers Dept., Wilmington 
98, Del. Du Pont makes nylon and ‘“‘Dacron’’ fiber; 
does not manufacture thread. 

*“Dacron” is Du Pont’s registered trademark for its polyester fiber. 


REG. U.S. PAT. OFF. 
BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


NYLON SEWING THREAD-—Gives shoes neater, stronger seams. 
Gives you an added selling feature 
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Fashion comes full 


circle to yellow 


Yellow, with all creaminess removed, all clarity 


remaining... yellow, alone or in combination 

yellow at its prettiest, our own YELLOW 
TULIP... YELLOW TULIP in Glazed Kid, 
Vodelle, Sterling Patent. 








STANDARD DIVISION STERLING DIVISION NEW CASTLE DIVISION 
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a fashion expert suggested 
women’s skirts should 

be as high as 6 inches 

off the ground. 


HAVE CHANGED! 


Today, it's the carefree, 
casual look that sells in shoes. 
And that... that means 


MOC-ABOUTS* 


$5.95 - $8.95 
In Stock Volume Styled 
Volume Priced Nationally Advertised 
3,000 retailers already are profiting . . . 
because they've gone along with the times .. . 
with Moc-Abouts . . . the nation's only 
complete, concentrated line of men’s and 
boys’ casuals. And you'll see why at the 
National Shoe Fair, October 27-31, at Chicago's 
Conrad Hilton, Rooms 622A-623A. 
WRITE FOR COMPLETE CATALOG TODAY! 
MOC-ABOUTS, MANUFACTURED BY NASHUA FOOTWEAR CORP. 


LAWRENCE, MASS. 
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Room 847 
Palmer House 


U.S. Registered No. 513,989 
Canadian N.S. 43960 Reg, 172 
Venezuela S.A. Reg. No. 25,040 - 

Cubon Reg. No. 86,105 
U.S. Patent 2,537,602 
Canadian Patent 473,385 
U.S. Registered 596,001 
Other Patents, foreign 
and U.S., Pending 


florib le 


baby shoes 


No. 5050 White. 
2 to 6, B-C-D-E-EE 
6% to 8, B-C-D-E 


Little baby feet were designed by nature. Why 
change them with hard, stiff-soled shoes? Let them 
flex as nature intended. Let little toes dig in. . . 
grip and grasp .. . in Buntees, the flexible 
baby shoes. 


See the complete line of Buntees, Cradlers, Pre- 
Walkers, Oxfords, Sandals and Ramblers. 


ZA MOCCASINS .. 


PANIES soles and uppers \S) 


FOINVIN SHOE CO., BROCKION, MASS. 





+ i 
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Meet Miss Microsheen 


Boosts GRIFFIN volume for you this 
month... every month... in famous 
“‘Playboy’’ magazine. Watch for 
these full-page glamour ads! 


se. bse 


Reaches More Customers, More Often, with 
More Items Than Any Other Advertised Brand! 


NOBODY out-rates this top-notch for a Day (NBC-Tv)! Feature the 
GRIFFIN TV-lineup: Love of Life full GRIFFIN line for top volume... 
(CBS-TV), Secret Storm (CBS-TV), top profits on your polish shelves! 
Doug Edwards & the News (cBs- A-B-C WAX » MICROSHEEN 

TV), Tic Tac Dough (NBC-TV), It SCUFF COVER 

Could Be You (NBC-TV), Queen A-B-C LIQUID WAX « ALLWITE 


4 GRIFFIN 
BOYLE-MIDWAY INC. , < | MICROSHEEN 
22 E. 40th St., New York 16, N.Y. ° 4 ts s 


Cranford, N.J. * Chamblee, Ga. * Brooklyn 
Canton, Ohio + Chicago « Los Angeles 


Vy 
TON” #001 * ‘ 
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Now millions walk in greater comfort 


on improved 


Millions are walking on famous Onco 
Innersoles every day, just as they 
were thirty years ago. 

Millions more can now obtain still 
greater comfort from shoes made 
with Improved Onco, manufactured 
from Brown Company’s exclusive 
Solka® pulps. 

Onco is only one of many Brown 
Company products which are better 
today because of 17 million dollars 
invested in plant and process im- 
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provements in the past three years. 
This Improved Onco provides 
maximum flexibility from toe to heel! 
It’s packed with features that add 
sales appeal to your shoes —resist- 
ance to sweat, odor, bacteria and 
mold. It has improved dimensional 
stability, uniformity, Comfort- 
Depth® and transverse rigidity. It 
will outlive your shoes! 
Remember—Onco utilizes the fin- 
est cellulose fibres combined by the 


innersoles 


best process with the best binder 
for the job. If you've not investi- 
gated Improved’ Onco, write our 
Boston office, Dept. CA-10 for sam- 
ples and complete information on 
this perfectly balanced, extremely 
flexible cellulose innersole. 


BROWN [ij COMPANY 


Berlin, New Hampshire 


General Sales Office: 
150 Causeway Street, Boston 14, Mass. 


INSOLE-ATED-/irst and still finest afoot 





Como sings...44,000,000 listen 
Esquire sales skyrocket! 


ESQUIRE 
ot OC} OE I 


Year after year, Esquire helped you build shoe polish sales 
and profits higher and higher—by sponsoring big name 
after big name on network TV. Now, Esquire hits the 
jack-pot with the Perry Como Show! 

Seen each week by almost 44,000,000 . . . the largest ano 
audience watching any TV show on the network—the Como outa BY; 

Show will result in the greatest sales-landslide in Esquire history. umes | . a\ é 

Just be sure you're well stocked with all Esquire Polishes, i a + SIRE 

in all colors... so you'll be ready for the Como Customers Sars Se Ans 

who'll be calling for them. Yes... there's big profit in store— 

YOUR store—when you display and feature ESQUIRE! Products of Knomark Manufacturing Co., Brooklyn 1, N. Y. 


ESQUIRE / 
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Suniors 


4 A complete line of IN STOCK Children’s 
Shoes from tots to teens. QUALITY CON- 
STRUCTED to insure PERFECT FIT... and 
always EXCITINGLY STYLED for easy selling. 
Suggested retail for most styles 9550 
to 6.95 A few styles slightly higher. 
Baby Crawlers, $2.95 Toddiers, $3.95 


LYNN 
Black Patent, 
Suede or Smooth 








See Our Complete Line Write us for franchise 
National Shoe Fair for your city. 
The Red Lacquer Room 
PALMER HOUSE 
CHICAGO 








AMERICAN JUNIORS SHOE COMPANY, INC. 


ONE ISLAND STREET, LAWRENCE, MASS. Division Consolidated National Shoe Corp. 
¥ 


o's 


October 15, 1957 
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CARSON... 8 
good looking shoe 
with all CorecTred 
features in a rich 
brown. 


PLAYN-TOE ... 

EDWARDS = always a_ favorite, 

yo this sturdy boot in 

The Shoe for Children raves ES white, brown or red. 


Smart styles for tots to teens 
... profitable styles for you! 


See what Edwards means by 

a complete line . .. in Chi- 

cago during the National 

Shoe Fair ... Palmer 
House ... suites 743 
and 744. 


STEPPER ... fash- 
ionable for first 
steps, in comfort- 
able white elk. 


DAINTY .. . sleek 
black patent with 
jeweled buckles ’n 
bows on vamp and 


THE SHOE For CHILDREN 


PHILADELPHIA 7, PA. 





waterproof construction, extra durability, 
plus the protection of SYLFLEX leather. 


SYLFLEX*-processed leather keeps out water yet lets in air, 
keeps feet dry and comfortable. SYLFLEX prevents water from 
washing away the oils in leather; so leather with 

SYLFLEX stays soft and flexible, won’t stiffen, crack, 

shrink or discolor. 

Add sealed seam construction and waterproof soles—and you’ve 
got a watertight combination. Boots of this type are already 
accounting for steady volume at around $25 in many of 

the country’s leading stores. If you sell men who work outdoors, 
hunt, fish, you’ve got customers waiting right now for 
waterproof boots with SYLFLEX. 

Write Dow Corning Corporation for information. 

Dow Corning Corporation, Midland, Michigan. 

Canada: Dow Corning Silicones Ltd., Toronto. 





SYLFLEX-processed leather, 
tested and certified to meet 
Dow Corning performance 
standards, is available to 
manufacturers and from 
these licensed tanners: 
Armour Leather Company 
Eagle-Ottawa Leather Company 


A. C. Lawrence Company 
Northwestern Leather Company 


DOW CORNING 


W3 
\eones 
*T. M. Dow Corning 


Corporation 
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TEAR THIS OFF... AND TAKE IT ALONG WITH YOU TO THE 
NATIONAL SHOE FAIR... (OCT. 27-31)...17S... 


' Sole 


E 
Pe MiTY DIRECTORY 


your RiP 
opporTUN! 


\ 


SEE... SELECT FROM... PROFIT WITH... a star-studded galaxy of new- 


est RIPPLE® Sole** Shoe styles for men, women and children! 
On display 
BOOTH 38 * MAIN BALLROOM * PALMER HOUSE 
Beebe Rubber Company 


Featured also throughout the show, throughout the country by these and 
others among the WHO'S WHO of the shoe industry: 


Julius Altschul, Ine. A. S. Kreider & Son Co. (Palmyra, Pa.) 


| G. H. Bass & Co. California Footwear, Ine. 


Bates Shoe Co. L. B. Evans’ Sons Co. 

BeeBee Shoe Co. Field & Flint Co. 

Brown Shoe Co. Leverenz Shoe Co. 
Commonwealth Shoe & Leather Co. Lissak & Co. 

Craddock-Terry Shoe Corp. Marshall, Meadows & Stewart, Inc. 
Irving Drew Corp. Miller Shoe Co. 

Endicott Johnson Corp. P. W. Minor & Son 

Florsheim Shoe Co. : Muskin Shoe Co. 

Freeman Shoe Corp. J. F. McElwain Co. 


Gardiner Shoe Co. Penobscot Shoe Co. 
Phyllis Shoe Co. 


Pied Piper Shoe Co. 
Plymouth Shoe Co. 


General Shoe Corp. 
Georgia Shoe Mfg. Co. 
Joseph Herman Shoe Co. 
Holland-Racine Shoe Co. Sanford Shoe Co. 
House of Crosby Square Simplex Shoe Co. 
Hubbard Shoe Co. Stein-Sulkis Shoe Co. 
E. E. Taylor Shoe Co. 
Truitt Bros. 


United States Shoe Corp. 


International Shoe Co. 
* A Trademark of RIPPLE SOLE CORPORATION 


FREE! NeW SALES AIDS BROCHURE Wall-Streeter Shoe Co. 
- contains mat ads, A. Werman & Sons 
displays, price tickets, ete. ‘oa 7 


Write TODAY! Wolverine Shoe & Tanning Co. 
Weyenberg Shoe Mfg. 





**Manufactured under license of the RIPPLE SOLE CORPORATION by 
BEEBE RUBBER COMPANY, NASHUA, NEW HAMPSHIRE 
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HEADING THE CAST 


. Dick Hasey 

. Had Albright 

. Ben Barnett 

. Ray Forgette 

. Ray M. Dumont 
Ned Anderson 

. Bill Wood 

. Abe Scolnick 

. Don Ferritor 


. Arthur C. Pett 

. Ed Sherman 

. Ira Mack 

. Leo LeRoy 

. Fred Moncur 

. Hymie Gotlieb 

. C. E. Carpenter 

. Louis W. Hultgren 
. Bill Sorensen 


PRESENTING THE NEW LOOK in women’s footwear 
fashions for '58! Don’t miss the newest in new 
tapered toes ... the smartest in classic ornamen- 
tation! Here’s a complete line for women, teen- 
agers, children — featuring famous Lucernes, 
Whisper Steps, Gay Bouquet labels. AND... 
nationally advertised in full color pages in the lead- 
ing Fashion Magazines all season long! Don’t miss 
Viner — Star of the Show! 


VINER BROS., INC., Bangor, Maine 
Shoe Craftsmen Since 1905 


Nationally Advertised 

















-- and at all regional shows 








lo- minded men insist ow- 


He 


Howard & Foster means High Fashion . . . with the master builder's touch. 
The stamp of craftsmanship is seen and felt in every pair. 

They‘re nationally advertised, and personalized . . . to sell your name 
in your area. 


‘HIGH FASHION (3s. 


ee 


riod 
pom rast 
by = 


er Bais 
een to oe ear - 
é us 


HOWARD & FOSTER 
Gentlemen's Finer Shoes Since 1888 


MANUFACTURERS OF 


The 
Pacbet Golf Shoes 


New Collection of 
IN-STOCK BENELLI D'ITALIA IMPORTS 


aes 5 t 0.8 ROOM 740, Palmer House 


HOWARD & FOSTER SHOE CO., B20 CRT OM, MASS. 





WRITE FOR NEW 
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Profit-minded buyers 
from all over the country | 
head for 














SEE THE 


at the 
in Chicago. 


OCTOBER 27, 28, 29, 30 AND 31 


Bata SHOE COMPANY INC., BELCAMP, MARYLAND 


October 15, 1957 















Plan now to 


TOP LAST 
YEAR’S SALES! 


Everything you need for profitable operation is found in the new Yorktown line for 
Spring ... complete style coverage, constant quality shoemaking, proven comfort and 
fit — all within the big-selling $10.95 — $14.95 price range — and all backed by 
in-stock service you can depend on to keep you sized up. 


FIVE GREAT IN-STOCK LINES 


@ 98 in-stock men’s styles... dominant values @ Leather-covered cushion insole shoes at 


= 
2 









at $10.95-$14.95 retail. $12.95 retail. 
@ Air-Tred air-cushion shock-absorber shoes at @ Boys’ shoes made with men's shoe superior- 
$11.95 - $12.95 retail. ities at $8.50-$8.95 retail. 






@ Pueblos hand-sewn true mocs finest in their price range at $11.95 retail. 










SEE YORKTOWN 
AT THE SHOE SHOWS 


Palmer House, Chicago — Oct. 27-31 
St. Paul Hotel, St. Paul — Nov. 2-5 
Michigan Shoe Fair, Detroit — Nov. 3-5 
Seattle Show, Seattle — Nov. 3-5 

Henry Grady Hotel, Atlanta — Nov. 10-13 
Baker Hotel, Dallas — Nov. 10-13 

Parker House Hotel, Boston — Nov. 10-14 
Hotel Penn-Sheraton, Pittsburgh — Nov. 16-19 
West Coast Show, Los Angeles — Nov. 17-20 
New Yorker Hotel, New York — Dec, 1-5 
Onondaga Hotel, Syracuse — Jan. 19-21 





















Advertised in 


LIFE and ESQUIRE 





Prrooago 


>A 


Orktown 
aie 


THREE GENERATIONS OF FINE SHOEMAKING 








Write now for catalog or for salesman to call 
GARDINER SHOE CO., INC., MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT, GARDINER, MAINE 
NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th Street 
FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles Street, Los Angeles 
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ready 


/ stormy 


/ 


/ weather 


#902 
Hi-lo 

Fits any 
heel height 


<n OR 4 REFUND oO 
=" Guaranteed by > 


Good Housekeeping 


* 
woras ADVERTISED wre 
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Tell your customers you have the FASHION boot! 
Tell your customers you have DRIZZLE BOOTS® 
They are CLEARLY the best boots! 


28 BIG NATIONAL 
FASHION ADS 


RADIO SPOT CAMPAIGN 


in 13 leading markets to make DRIZZLE BOOTS 
the most “asked for” boot. To be sure you can 


sell your customers the boot they ask for... 


ORDER 


drizzle boots. 


TODAY ! 


#8o1 i ; 7802 
Hi-Heel Cuban 
Fits high * Fits cuban and 
heels square heels 

In smoke grey 

or crystal 

clear. 

Retail — 

just $2 


COFFEY-HOYT PRODUCTS, INC., Gardena, California 
IN NEW YORK: 45 West 34th Street 

IN CHICAGO: Excel Bonded Warehouse, 3920-46 South Calumet 
or call your nearest warehouse or jobber 





the Wohl Show is the Whole Show! 


WOHL SHOE COMPANY, Saint Louis, Missouri, a division of Brown Shoe Company 
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BALLY, 








BALLY 


of Switzerland 





showing 
INTERCONTINENTAL ORIGINALS 
IN FOOTWEAR FOR 
LADIES AND GENTLEMEN 
in 
SUITE 2306A-2310A 
Hotel Conrad Hilton 


Chicago 
during THE SHOE FAIR 





INC., 444 MADISON AVENUE, NEW YORK 22, N. Y. 
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OVER A QUARTER OF A MILLION 
: PAIRS SOLD, AND GOING STRONG 











GOOD SHOES FI 


SHUGOR “mel 
T 
BETTER 












»” , 


rhythm step 









Bear Hug 1s a medium-heel walker 






made for comfort . . . with soft foam Sree 
Sine fen land ate Awd 0" 

pillow from heel to toc. A wide \on 

elasticized band of TAYLOPLEAT by 







SHUGOR holds the foot gently, securely. 










iia 
Sa Ge TAYLOPLEAT SHUGOR can bring smart 


rarionsororn ® styling to any line, while adding the soft supple 
comfort that means easier selling. SHUGOR in 
ractical, and adds 


its many forms makes si 


-off. 


THOMAS TAYLOR & SONS 
Hudson, Massachusetts 





the plus factor of easy-on-an 
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If you DON’T FAIL 
haven’t seen TO SEE SPRING’S 
ENNA JETTICKS GREATEST 


recently... SHOE LINE 


NY 


today’s 


mn sJotioke 


The Shoes You Love To Live In 


to retail at 


—— 


Some styles $11.95 


On Display at 


CON RAD H LTON Chicago 


SUNDAY, OCTOBER 27th — THURSDAY, OCTOBER 31st 
Rooms 714, 716, 717, 742, 750, 751, 752, 753 and 755 








As Nationally Advertised In 
LIFE - LADIES’ HOME JOURNAL - McCALL’S 
GOOD HOUSEKEEPING - MADEMOISELLE - GLAMOUR - CHARM 









Sales prove it!... 





SALES RECORD - STYLE AND VOLUME 





SHOES USING 











ARE LINES! 








Shoe patterns that sell in steadily increasing 
volume ... year after year .. . are profit- TOP SELLERS FOR THREE 
able “bread ’n’ butter” items. They obviously INTERNATIONAL SHOE 
have the style, price and comfort factors that BRANCHES FEATURE 


FABRicushon LININGS 









satisfy consumers. 








This is particularly true of footwear using Typical “bread ’n’ butter” case histories are reported by 
FABRIcushon foam-fabric combinations as International Shoe Co. for a pattern using FABRIcushon 
upper linings. Sold under the names of Trim Tred 
. ; (Roberts, Johnson, Rand), Velvet Step (Peters Shoe 
¥ are consistent . . . high volume sales. Co.) and Grace Walker (Friedman-Shelby), this style 
has been the biggest selling pattern for three consecutive 
years. And it is expected to continue indefinitely. 





linings, insoles or bottom fillers. The results 







That’s why more and more shoe manufac- 





turers ... and combiners ... are specifying 





FABRIcushon lining provides the two important sales 
: features of this pattern ... style and cushioning. It has 
casual shoes, slippers, work shoes and hunt- the additional value of being easy to handle and to work 


ing boots. They know from experience that in production. 
it’s a matter of dollars and sense! 





FABRIcushon materials for dress shoes, 







* Trade-Mark of The Kendall Company FABRicushon products are produced under Patents 2,628,654 and 2,649,391. 


7H — Andrews-Alderfer Division 
= co 1031 HOME AVENUE @ AKRON 10, OHIO 


Representatives: BOSTON: Continental Textile Corp. NEW YORK: Eastern Foam Fabric Co. DEL RAY BEACH, FLA.: Hugh Crull, CINCINNATI: M. Hale Co. 
NASHVILLE: Robert Porter, ST. LOUIS: Gerald D. Scott Salas Co. LOS ANGELES: Herman Schiobohm Foam Rubber & Plastics Co. 
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PROGRESS IS HAPPENING HERE... during a lunchtime conversation. Both are 


leather men—a generation apart in age and experience, but close together in the desire to produce better 


leather. At times like this the youngster picks up valuable bits of information that help to make him 
a better craftsman. The old-timer profits, too. For a teacher can, and often does, learn much from his 


student. The net result is progress) AND IT HAPPENS EVERY DAY AT ARMOUR LEATHER. 


ARMOUR LEATHER COMPANY 


426 W. Randolph Street e Chicago 6, Illinois 
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So why 


should you 
sell Peek-A-Boot? 


Were pretty proud of the all-new floral pattern Peek-A-Boot...and of the many 
other features that make them “at home” in the best surroundings. But just 
what does this mean to you? 


It translates itself into cold, hard cash...increased profits because this is the 
rainboot that women want. Quality of product backed by the biggest 
consumer advertising campaign in our history...by point-of-purchase material 
including window banners and a portable merchandising rack...by prompt 
service you can count on! 


Be part of the Peek-A-Boot profit picture... 
write, phone or wire your orders now! 


PEEK-A~-BOOT, inc. 
1600 So. Flower Street, Los Angeles 15, California 
© 47 W. 34th Street, New York’ 150 W. 63rd Street, Chicago + 186 Lincoin Street, Boston - 
See us at the National Shoe Fair—Rooms 820 & 821—Hotel Morrison, Chicago 


October 15, 1957 





from 1 to 100 | 


See the complete range of styles 
at the NATIONAL SHOE FAIR 
OCT. 27 — OCT. 31 

ROOMS 921 W — 922 W 


FIVE STAR @ 


FOOTWEAR COMPANY 


43-01 22nd ST., LONG ISLAND CITY 1, N.Y. 
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Lexide insoling 


New Lexide insoles are made 
of latex-bonded, purified, high 
alpha cellulose fibers. They are 
lightweight and flexible with the 
proper strength for. Goodyear 
welt, cement-lasted and other 
types of constructions. Pastel 
shades available in women’s and 
children’s insoles. For more 
information and samples, 

write: Latex Fiber Industries, 
Beaver Falls, New York. 


Latex Fiber Industries 





i 












GALLUN CLYDE CALF 


the leather to help sell your shoes 


There's never a lull in your sales story when you offer shoes of 

Clyde Calf. For this finer tannage begins selling your prospect as soon 

as it is brought into view. And never ceases. 

Rich, glowing leather, with just a whisper of grain, Clyde Calf has a practical 
side, too. Highly resilient, glove-soft, resistant to scuffing, it rebuffs : 
weather and wear — looks and feels good for years. You'll be thankful — 
and richer — for having stocked it. A. F. Gallun & Sons Corp., 


Tanners, Milwaukee, Wisconsin 


Gallen (Lyete Calf | 


OTHER FAMOUS GALLUN TANNAGES 














NORMANDIE CALF © NORWEGIAN CALF ® ESKIMO CALF 
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Styled to satisfy the 
modern trend of leisure 
informal living for Mother 
and Teens. For their Play- 
Time they’ll buy Pla-Shus 
by Servus. They are wash- 
able and tubable, too. 





See this brand-new, color- 
ful line styled with the new 
slim, smooth look at the 
National Shoe Fair Show, 
Blackstone Hotel. 


Write or call for a visit 
from your Servus Salesman. 









SLEIVEEL Sm RUBBER CO.’ 


ROCK ISLAND, ILLINOIS 
NEW YORK OFFICE and WAREHOUSE 330 Broadway, New York 7. N. Y 


See the complete Servus line of tennis, casuals and waterproof footwear 
for men, women and children. 
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TRIMFIT TRIMLONS 


smart stretch socks for the entire family 


/) If ) 
| gad daa idpdy | 


FREE COUNTER DISPLAY BRINGS YOU NEW EXTRA BUSINESS! 


Get the added profits of a complete nationally advertised sock department! Order 30 doz. of 


any Trimfit Socks and this eyecatching 18” x 27” counter display is yours free! Takes no time, 


no effort! Trimfit Socks sell themselves! Lads, dads, teens *n’ toddlers . . . everyone is a potential 


customer for the brilliant variety of Trimfit Socks you show in this eyecatching display! 
fRIMFIT, DEPT. $2, EMPIRE STATE BLDG., N. Y. 1 


Please send Free catalog 


HOSIERY MILLS 


(SIGNED) 


October 15, 1957 























FLORSHEIM 


CORDIALLY INVITES YOU 





TO OUR 
SHOWING 


OF 


FLORSHEIM MEN’S STYLES 


FOR SPRING AND SUMMER 1958 





ALL DURING 
THE SHOE FAIR 
ROOM 754 


PALMER HOUSE 


A warm welcome 
awaits all guests 
of the Shoe Fair 
at the home offices of The Florsheim Shoe Company... 


corner of Canal, Adams and Clinton Streets 


THE FLORSHEIM SHOE COMPANY «© Chicago 6 * makers of fine shoes for men and women 


A DIVISION OF INTERNATIONAL SHOE COMPANY 


76 Boot and Shoe Recorder 





fashions 


shoes for women 


You’re cordially invited to see the 
Florsheim display at the Shoe Fair, 
Room 752, Palmer House...stop in and 
learn why these shoes are making 


the biggest sales gains in our history. 


THE FLORSHEIM SHOE COMPANY : cuicaco 6, ILLINOIS - MAKERS OF FINE SHOES FOR MEN AND WOMEN 
A DIVISION OF INTERNATIONAL SHOE COMPANY 


October 15, 1957 77 
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FOR GREATER PROFITS! 
an 

















SERIES 


UNBRANDED 


*The O-NINE HUNDRED SERIES includes plain toe 
bluchers and wing tip classics in Horween’s 
genuine Shell Cordovan, Imported 
French Calfskin, Saxon #551 Calfskin, 
and Martin's Albion Grain. 


#0901 WING TIP 
Horween's Genuine 
Shell Cordovan 





FULLY LEATHER LINED— BOUND TOPS — 
WELTED AROUND HEEL —LEATHER HEELS WITH 
INSERTED STEEL PLATES — 

EACH PAIR SHIPPED IN INDIVIDUAL SHOE SOCKS. 


#0900 PLAIN TOE 
Horween's Genuine 
Shell Cordovan 










#7987 FLIGHT BOOT 
Black Calf 
Fully Leather Lined 
also available in 





#7984 FLIGHT BOOT 
Brown Calf 
Fully Leather Lined 









#7119 YUCCA BOOT 
Ginger Tan 
Hack Ripple Sole 
Fully Leather Lined 


THE JOUWN 


#7118 SKEET BOOT 
Ginger Tan 
Hack Ripple Sole 
Fully Leather Lined 

144 Field Street Brockton, Massachusetts 


NATIONAL SHOE FAIR . ROOM 756 e PALMER HOUSE 
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IN SHOEMAKING 


the amazing new tee be 


(™) 


Anchor Sole 


& REDUCES MANUFACTURING COSTS 
© OPENS UP A $100,000,000 MARKET 


A revolutionary NEW SOLE . . . a revolutionary NEW SOLING 
APPROACH .. . the only new practical method of shoemaking in 
over a quarter of a century! Light and very flexible, the BEEBE Sole 
features an ingenious ‘‘lip’’ that anchors it directly to the upper and, 
in the process, simplifies and eliminates many costly and time-con- 


S. suming operations in lasting, finishing, etc. 





the SENSATIONAL BEEBE SOLE GET THE FACTS .. . FIND OUT HOW 
At Booth #38 THE (Deebe ANCHOR SOLE: 


Main Ballroom, Palmer House Reduces your labor costs by producing more shoes 


NATIONAL SHOE FAIR in less time, less space. 


Eliminates costly machinery. 


-Oo- Allows you to compete favorably in the big volume 
shoe market with a better shoe. 


WRITE for FACT SHEET: sini diniien 











GES) BEEBE RUBBER COMPANY NASHUA, NEW HAMPSHIRE 


(Makers of the famous RIPPLE® Sole) 


Ostober 15, 1957 9 





LIKE 
SURPRISES? 


then 
be sure to 
take a peek. 


SEE the new additions, the styles, the craftsmanship, 
the quality that has made and is keeping 


SEBAGO-NOC 


America’s fastest growing line 


For men, women, children 


ALWAYS IN STYLE — ALWAYS IN STOCK 
OR ...write for full details and catalog: 


SEBAGO-MOC COMPANY 


WESTBROOK, MAINE 


New York Office: 534 Marbridge Building 
Made in Canada by Canada West Shoe Manufacturing Company Winnipeg, Manitoba 
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COME ON UP — THE VIEW'S WONDERFUL... 


OUR NEW SHOWROOMS, 
80th FLOOR, 

EMPIRE STATE BUILDING; 
outside, all New York... 
inside, our long 
bright line for Spring 


AT THE SHOE FAIR: CHICAGO - PALMER HOUSE « PRIVATE DINING ROOM {8 
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Makes 


Prettier when new prettier after 
being worn. That’s because of the 
Lh 


unusual DURALENE finish. Wipe with a 


damp cloth and‘surface dirt disappears. 
The rich DURALENE finish is highly 

water resistant and extremely durable. 
But best of all, you can have these 
advantages al a js up to 1¢ per 
pair. DURALENE 

econ 


finish for smooth leather shoes, 1 


ng 


W nite isa complete 


a uniformer. Ragging, brushing, or 


‘aving to attain luster is unnecess: 


DURALENE is easily applied w 
or sponge and its luster is 


built-in to stay. 
Use DURALENE White Fini 


smooth leather shoes. Get im 
appearance plus an extra bonus 


in the Paecki y Room. 


Cc 


Distributed by... 


SHOE MACHINERY CORPORATION 


sacnusetts 


Boston, Mass 
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make more money, FAST 
-- With SHOE SAVER! 


Everyone who walks into your shop is a prospect for Shoe * 
t dk th f F PROTECTS AND 
water ...and keeps them softer, more comfortable, easier SAS IN, a 


Saver, the silicone water repellent that makes shoes shed 








to clean. Shoe Saver moves... and moves profitably, 
at $1.00 per 4 oz. bottle—enough to treat 2 to 4 pairs of 





‘e ® 
KEEPS YOUR FEET DRY 


Field Stream | Fg 


nationally advertised! 


A timely series of big 2-color and black and 
white ads in these great national magazines 


will pre-sell your customers on Shoe Saver. « 


display-packaged to sell itself! easy to apply! 


Packed 12 bottles to an attractive counter dispiay box 
PITTI 


that tells the whole story. Just place it next to your 

register and watch it sell. Additional point of sale * i 
specia 
BONUS DEAL 


display material furnished free of charge. Ask your 
One bottle FREE 


finders. 
with every dozen 


FOR LIMITED TIME ONLY 


Order from your 
distributor today! 






shoes. Easy to apply! 















Display nationally advertised Shoe Saver on your counter and 
make a habit of mentioning it to every customer. 
Shoe Saver will quickly pay for its space in extra profits. Order 


from your findings distributor now to get the most out of the big 
national advertising program behind Shoe Saver. 








first in silicones for shoes 


DOW CORNING CORPORATION ° Midland, Michigan 


Dow Corning Silicones Ltd., Toronto, Ontario 





DOW CORNING 
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PORTLAND 
ST. Louis 


BANISTER 


the proudest name in footwear 


PROUDLY INVITES YOU 


to attend its first showing of exciting new fashions with a foreign flavor — repre- 
senting a uniquely fresh, highly authentic approach to international styling of 
premium quality footwear for men. This Banister line is designed to add lustre and 


profit to the names and reputations of finer stores the country over. Call on us at 


The National Shoe Fair 


ROOM 731 + PALMER HOUSE 


* 


Da MPO i Eb OR 


112 years of most illustrious shoemaking achievement 


JAMES A. BANISTER COMPANY, SOUTH WEYMOUTH 90, MASSACHUSETTS 


(RETAILING FOR $24 50 TO $75.00, SLIGHTLY HIGHER DENVER, WEST) 


October 15, 1957 





IINV ESTiIGATES!: 


THE UPPER LEATHERS, THE FINDINGS, THE DETAIL, 
THE WORKMANSHIP, THE PRICE . . . SEE FOR YOURSELF 


THAT Judy 'n’ Jerry Quality is peerless in its price range: 
Top-Grade Leather Uppers, Linings, Innersoles. 


THAT Judy 'n’ Jerry Prices are targeted on the middle-millions 
mass market. . . concentrating on $5 retailers. 


THAT Judy 'n’ Jerry Mark-up averages well over 40%... 
equals or surpasses any other Brand-Name Children’s Line. 


THAT Judy ’n’ Jerry Value, quality for quality and dollar 
for dollar, makes it America’s greatest Buy! 


THAT Judy 'n’ Jerry Advertising . . . National and 
Point-of-Sale Aids . . . combine punch and prestige 
for maximum sales-pull. 


INVESTIGATE! } 


4] 


STOCK AND SELL I 
JUDY ‘N’ JERRY SHOES THAT 
CHILDREN’S AND COMPARE WITH 
MISSES’ FOOTWEAR *G, *7 AND *8 


RETAILING AT RETAILERS 
(A Few Styles at $5.50 and $6) 
SEE US IN ROOM 676, PALMER HOUSE 
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bil : displays a stroke of genius in Critique’, 


ona completely new last, flat at the toe, and very 


slightly squared off ...a Classic shoe, perfect for 


the outdoor scene. Pictured in HUBSCHMAN’S CALF 
#3357 Briarwood 


available also in #3397 Lava, 
#564 Beetroot, #354 Ascot Gray, 
#575 Walnut and Black... by 
Julianelli, New York 1 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 « FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 
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So soft...so flexible...so comfortable 





‘Armstrong 
iS eer. 


The cushioned insole material 


Unusual flexibility is a hallmark of today’s best selling women’s shoes. And more and more 
they're being made with a magic new two-in-one material — Fibercork*— an insole and a cushion, 
both in one uniform material.” Fibercork enhances the softness of any shoe construction, adds its 
own gentle resiliency. It’s a new material, made in a new way, with springy cork particles and 
soft felted fibers. Send for a sample. See for yourself how light, how flexible, how very resilient 
Fibercork really is. Armstrong Cork Company, 7710 Delaware Avenue, Lancaster, Pennsylvania. 








DEALERS 
WITH AN 
EAR 
TO THE 
GROUND 





"SEE US AT THE NATIONAL SHOE FAIR, PALMER HOUSE, ROOMS 904-905 
EBY SHOE CORPORATION © EPHRATA, PENNA. 
New York City Sales Office: 465 Marbridge Bldg. 


October 15, 1957 














more than ever before, 
it’s... 


the brand of ditlindlion in boot 


From actual sales records of thou- 
sands of stores, we know beyond 
any doubt, that it is Acme Cowboy 
Boots ... the actual ACME brand 
... that builds the kind of cowboy 
boot department you want: easier 
sales—increasing volume—full profits 
—and unsurpassed customer satis- 


faction! 


ACME BOOT COMPANY, Inc. 


Clarksville, Tennessee 


WORLD’S LARGEST BOOTMAKERS 


BOYS & GIRLS BOYS & GIRLS 
No. 2800— Beautiful cuff pattern No. 3600—Popular butterfly and leaf design 
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There's a Growing Demand for QUALITY 





in Children’s Shoes... Fill it With 


Fine WILLITS Juvenile Shoes 


Genuine Goodyear Welts « Cement Process 


N's from one reliable resource, every style and size you'll need to sell 


the fast-growing Youth Market, boys and girls, infants straight through 
high school age. And when you sell them Willits, you sell them the 
fine quality shoes most American parents are demanding for their youngsters! 


Going to the Fair? Don’t miss the greatest showing of children’s shoes ever. 
If not, write for catalogue and samples today. 


603 JAY 9984 CAMPUS CHICK 
WHITE ZEPHYR BUCK 1 palin + medina a 
Red ey, atura ushion-Crepe le 

B se or pita 6/8 W Heel 

he 5 told 
AA 4 to 10 
ABC 3% to 10 
9987 Red Cushion Crepe Sole 
Sizes as above 
also D width 4 
9987 B to E 12% 





On Display 
PALMER HOUSE 
ROOM 875 


National Shoe Fair 











603 JAY 
WHITE ZEPHYR BUCK 
Red Cushion-Crepe Sole 5 
Ato E 3% to 6 J, % 
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WILLITS SHOE COMPANY 
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HALIFAX PENNSYLVANIA wikis 
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BUY THE 


EXPERIENCED 
LINE 


SPECIALISTS IN 
FABRIC CASUALS 
FOR 27 YEARS 


Tred-Lite 


Cambridge 


Cambridge Rubber Co., Cambridge, Mass. 


FABRIC CASUALS FOR MEN » WOMEN « CHILDREN 


at the show: 


Hotel Morrison: Rooms 634-636 


October 15, 1957 





(lassmate 


the best name in children’s shoes 


F 


ie ke 
yy 


High chair to high school —a complete 


line of children’s shoes styled ahead of THE 
their class and backed by an in-stock 
service you can count on...Milwaukee assmale 
quality and fit, of course. $4.95 to comme: a 
$6.95. Some higher. 


Shoe Fair, Paimer House, Rooms 955, 956, 957 p-21 


ideal Shoe Mfg. Co., Milwaukee 12 


94 Boot and Shoe Recorder 





the textured 
leather 
sensation 





These designs are available 
to shoe manufacturers. 
Write for your FREE 
sketch today! 











Dramatically husky — yet gentle as a murmur! The fabulous texture of SHAG 
inspires a buying decision every time! So versatile and easy-to-mold, SHAG inspires, too, the 
more distinct styling of leisure-time footwear for men, women and children. 
Add shoes in this famous leather to your line. See for yourself why fashion's 
best-selling styles point to the use of. . . 


SHAG — MADE ONLY BY BREZNER 


Available in high-fashion shades and standard colors 


Send for swatches or contact our representative TODAY! 


THE BREZNER DIVISION OF ALLIED KID 
145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 


“Fashion Right"’ Leathers from our Tannery, Penacook, New Hampshire 
ST. LOUIS, MO. CINCINNATI, OHIO NEW YORK MIAMI, FLORIDA ORIENTAL EXPORT 
H. B. Avery Co. John A. Spille Co. Homer Bear Jack G. Mendelsohn Leibman & Cumming 


PHILADELPHIA, PA. MILWAUKEE, WIS. ROCHESTER, N.Y. LOS ANGELES, CALIF. San Francisco, Calif 
Schoenberg Leather Co. Harold |. Stewart Graham Bros. Sales Russ White Co. 


MONTREAL, QUE., CANADA Handbag Representatives: NEW YORK, N.Y. 
Stockton & Sedgwick Chilewich Sons & Co.. 
Representatives in All the World's Leading Leather Markets 


October 15, 1957 















































And when he thought it was; 


@ concessions cost more than they save 
e@ longer terms reduce turn over 
@ volume purchases create mark downs 
@ the retailer permitting no one to 
dominate him prospers most 
@ any line below store average in turn over must go 


@ mark up and profits in shoes are ample, 
it is the losses that are excessive 
@ and most co-op advertising , , aint. 
He bought Heydays too, because of consumers 
preference and he made more profit on them, 


patterns like 


The Shoe with Consumer Acceptance Stocked in Black Congo, Black and 
White Congo Lizard, Brown Ombre 
Alligator Calf. 


HEYDAYS SHOES INC. + 2032 LOCUST STREET «+ ST. LOUIS 3, MISSOURI 
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Now is the time to corral the con- 
sumer’s shoe dollar, and PAT DIAZ, 
manager of the Slater-Hanan Shoe 
Shop at Madison Avenue and 54th 
Street in New York City, is doing just 
that. 

Three months planning and co- 
ordination went into his fall promo- 
tion: “FURRY AND FABULOUS— 
Presenting: “THE HUNTRESS .. . 
Back to School Beauties and Stay-in- 
Town Styles.” He transformed one of 
the store’s salons into the proper 





locale . . . pony, leopard, cheetah 
skins draped here and there. “Out 
where the tall cactus stand” is more 
than a refrain for a song. There are 
several, placed strategically, their 
spikes pointing ceilingward. The il- 
lusion of wide-open spaces . . . sky, 
mountains, lakes, pastures . . . is 
further enhanced with a collection of 
authentic paintings by an outstanding 
artist. 

So much for the build up. As Pat 
Diaz summed it up: “The big news in 
apparel this fall is the fur look and 
we decided to ride with it. We have 
a full and complete line that ranges 
from back-to-school and college to 
stay in town styles . . . from flats to 
dress up pumps . . . in sleek, black 


pony skins, leopards, cheetahs and 
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palominos. We launched this promo- 
tion right after Labor Day, coordi- 
nated our bags and accessories with 
the shoes, and it has proved very suc- 
cessful. We expect to ‘range’ through 
November and December with it.” 


* * * 


@ AMY FAGAN, merchandiser at G. 
Fox & Company of Hartford, Conn., 
highlighted some very interesting and 
important facts on color and merchan- 
dising in her talk at the National Shoe 
Retailers’ Association Styles Confer- 
ence. Conceding that staple merchan- 
dise is a must, Miss Fagan indicated 
that fashion and emotional merchan- 
dise are actually the consumer-buying 
motivators. These, coupled with ef- 
fective selling and attractive interior 
and window presentations, cannot 
help but increase sales. 

“Color is a fashion and also creates 
extra sales,” she said. “We now have 
another big scope for color . . . the 
complementing color that brings not 
only the tone-on-tone look of neutrals 
into the picture, but really a gamut of 
bright, pretty colors that are emotion- 
ally very exciting...In order to 
realize the possibilities for increased 
sales, we really have to promote color 
and the most successful way to put it 
across is in coordination with apparel. 
“Select your color, if you are doing a 
color promotion, with your apparel, 
handbag, gloves and hosiery people. 
Decide on the day to advertise. Coor- 
dinate it with window displays, inte- 
rior displays and fashion news. Use all 
the promotional gimmicks that your 
fashion division affords. 

“When choosing the shoes, pick your 
basics but surround them with new- 
looking, exciting shoes for customers 
of all ages. 

“Familiarize yourself with the types 
of clothes being promoted, then decide 
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what shoes would be most exciting 
and salable to complement these 
clothes in each classification. When 





these shoes have been selected, then 
add two or three conversation shoes 
in limited runs, but always in good 


taste.” 
* * * 


SAMUEL G. STAFF, president of 
Julius Grossman Shoes and president 
of the Shoe Retailers League, com- 
mented recently on the ways and 
means manufacturers can help re- 
tailers. He indicated: “Manufacturers 
must train their salesmen to become 
astute merchandisers, but more than 
this, they must train them to teach 
retailers, They must know how to de- 
termine, based on potentials and 
trends, the right styles in the right 
amounts at the right price for the 
right times, They must teach small 
retailers this highly formal merchan- 
dising approach.” 
* * * 

FRANK H. PHILLIPS of Denver, 
Colorado—president of the Mountain 
States Shoe Travelers Association feels 
that shoe retailers, like automobile 
dealers, can open new markets by 
playing up new colors, new stream- 
lined designs, new materials. He says: 

“Shoe manufacturers, taking a leaf 
out of the book of automobile design- 
ers who have kept the market for new 
automobiles humming with new de- 
signs and new color combinations, are 
in the midst of a sales bonanza. Like- 
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wise, the smart retailers can pile up 
sales volume and extra pairages by 
promoting to the hilt the new styles 
and colors in men’s and women’s 
shoes, which have been subtly de- 
signed by the manufacturers to stimu- 
late sales.” 

Mr. Phillips, whose finger is on the 
pulse of the entire mountain states’ 
shoe market, said that wholesale sales 
the first half of the year were run- 
ning five per cent ahead of last year 
“which was the best year the industry 
ever had.” He thinks the same gains 
can be reflected in retail sales through 


smart merchanding. 
* ~ * 


ADOLPH COHEN of The Bootery in 
Wilmington, Delaware, says: “We find 
that people are more aware of change 
at the start of a season than after- 
wards; and they want to be convinced 
that your stock is really new—and a 
complete change from the previous 
season. 

“Therefore, we feel that a new sea- 
son, with a new stock, is a good time 
to create customers. People are more 
amenable to change and are willing 
to try something different out of a 
fresh display. 
they fall back to their usual shoe 
preferences but at the start, they are 


Later in the season, 


willing to look, try on and attempt to 
wear. It is generally at this time that 
lookers become customers, even to 
their own surprise. But we have to 
anticipate their desires and therefore, 
we level our stock.” 

* * * 
© J. ROGER DEAS, special repre- 
sentative of the American Can Com- 
pany, in a talk before the Sales 
Executives Club of New York, hailed 
the 20th Century as the era for “Sell- 
ing and Telling” and set forth three 
precepts which must be followed: “In 
order to be a successsful salesman, 
you must PLAN, PERSUADE and 
PERSEVERE. The way to have a 
satisfied customer is to know your 
customer’s goal better than he knows 
it, and, work with him to achieve it. 
“Another major function of selling 
is the translation and transmission of 
information and inspiration to our 
neighbors. 
“Take your hats off to the past, your 
coats off to the future.” 
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by ESTELLE G. ANDERSON 


Profile... 





AKE a number . . . 370 let us say. Add 29. Multiply and com- 

pound that by a maximum amount of concentrated effort, experi- 

ence and know how. What’s the answer? The correct one is 771. 
It is not a magical formula but rather a step by step equation that pro- 
duced this result for Lester R. Fallon, president of the Thom McAn Cor- 
poration. 

Way back in September, 1928, when he joined the Melville Shoe Cor- 
poration, there were 370 Thom McAn stores. Over the intervening years— 
29—he contributed greatly to the growth and expansion of these White 
Front and Gold Line Stores until today there are 771 stores, operating 
autonomously under the Thom McAn aegis and supplying the shoe needs 
of men, women and children across the United States. 

Lester R. Fallon was born in Boston on April 26, 1896. He attended 
elementary and then high school in that city. When he graduated from 
high school, he decided that a practical education in the arts of making 
a living would probably stand him in as good stead as a college degree 
in higher learning and liberal arts. 

He had his first initiation into shoes during his summer vacation, while 
still a junior in high school, when he worked in the findings department 
of Parker Holmes, a wholesale shoe company in Boston. He received $5.00 
a week. 

In 1913, when he graduated from high school, he was offered a job 
with a wholesale tobacco firm. The pay was good—$9.00 a week and all 
he had to do was fill orders and help make deliveries, by truck, in and 
around Boston. But after three months, he decided he didn’t like the work 
nor the tobacco business. 

Although he had to take a cut in salary, back to the $5.00 he used to 
earn, he was glad to get the job as stock boy at Winch Brothers, whole- 
salers of shoes in Boston. For the next three years, he applied himself. 
Had the satisfaction of moving successfully from stock boy along to where 
he was put in charge of the men’s stock floor—filling orders, waiting on 
trade. 

[TURN TO PAGE 214, PLEASE] 
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SEYMOUR TROY—shown here in his 
beautiful custom salon—has often been 
called the Dean of Shoe Style Creators, 
the originator of new trend-setting ideas 
in women’s shoes. For example, take the 
Baby Doll toe, far from our present-day 
im- trend but enormously influential in its 
day. And then, take his current asym- 
metric “Geometric” last. 

Lasts, to Seymour Troy, are of the 
greatest importance. “A cheap shoe 
over a good last,” he says, “can do bet- 
ter than a good shoe over a poor last.” A 
creator of shoes needs a variety of talents 
he points out: {1 Knowledge of the hu- 
man foot. {1 Understanding of all mate- 
rials. {1 Knowledge of sculpture for the 
designing of lasts. ‘1 Knowledge of 
painting for combining colors. { Ability 
to express the Rhythm of the Day. 


GEOMETRIC LAST 


Gives Freedom and Ease... 


Shy 


ORIGINALS @ TROYLINGS 


















“Geometric” last, asymmetric, 
conforming to the natural con- 
tours of a woman’s foot, | 
square-toed for shorter look. || 





“Free and easy” is the new feeling in 
shoes on both the American and Euro- 
pean continents. But there is nothing 
sloppy about these new styles. All the 
need of freedom and ease for the foot is 
met in the last, which is designed for the 
actual contours of the woman’s foot. 

Here, in this ““Geometric” last, women 
will find that comfort and freedom. 
Walled on the outer side, it allows roomy 
ease for the toes. On the inner side, it 
curves, without wall, to fit the rounded 
lines of the foot. The toe is delicately 
squared to shorten the look of the foot. 
The silhouette of the shoe continues to 
be slim, elegant, feminine. 


As Tee 


Renderings from original designs 


by ELLY NORDEN. 


Women’s Fashion Editor. 
This feature page starts a series of original ideas for spring and sum- 


mer 1958 suggested by shoe designers and stylists in women’s fashions. 


Shoes Reflect Subtle EASE 
of Molded Dress < awe ie 


BALLY 


“Summer time . . . and the livin’ is easy” 
might well describe shoes needed for that time 
of year, and spring, and to complement the new 
look in Fashion. 

It means pumps that are part sandal; sandals 
that are as easy to slip into as pumps. It calls 
for lighter, more supple materials; brighter, 
less subtle colors. It requires heels that are not 
quite as high yet just as shapely; lines, fluid but 
controlled, contoured to the natural curves and 
planes of the foot. Like the waistless but molded 
dress, shoes should have a look of subtle ease, of 


unconstrained elegance and simplicity. 


“Part sandal” pump with closed 
back, tapered toe and open shanks. 
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CLASSIC EASY LINES 
of Clothes Reflected in Shoes 


J own Ah 5 a de I. MILLER 


The Easy Look in shoes for spring 
1958 follows through in the return to 
the classic easy lines of the French and 
American couturiers. As part of this 
same easy look there is much stress on 
manipulation of the fine leathers form- 
ing the design. This look of fine crafts- 
manship is especially important in 
tailored types. 

A return to lowered heels and 
leather heels is another expression of 
that same easy, relaxed feeling. We 
believe strongly in the planing down 
of the lasts for the purity of the line 
and in the balancing of the shoe by 


placing the heel further forward un- 
der the foot. Classic pump with softly manipu- 
lated ornament for the new easy look. 
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THE EASY LOOK 


in Hidden Features. New Designs 










One-eyelet ghillie effect, opened-up shanks and 


In the past few seasons we have had 
novel quarter treatment all give an easy look. 


F the bow-decorated pump to such an 
extent that every shoe looked too 
dressy. The time for the “patterned” 
pump has returned. Shoes should re- 
peat the relaxed look of the Paris 
Couture. 

Pumps should be soft and flexible; 
toes without boxings and soft coun- 
ters, if possible of leather, eliminating 
nearly all weight and giving a feeling 
of complete freedom. Slender, needle- 
toe lines and opened-up shanks will 
give a feeling of lightness and open- 
ness. Sandals will have closed toes to 
retain the needle-toe silhouette. Backs 
will be open, or in a newer treatment, 
or quarters will be small and sweep 

foward toward the vamp. 































Soft Light Leathers and Draping 
for THE EASY LOOK 



















The loose fit in clothes, both dressy and casual, 
that is influencing our fashion life (or are we 
influencing fashion with our demand for easy 
livable clothes?) must have its effect on shoes. 

The easy fit cannot, of course, be achieved lit- 
erally in shoes but must be conveyed either by 
construction, design or material. Soft kids, light 
weight calfs with dressmaker touches that lend 
an easy flowing look to the silhouette, will be im- 
portant factors for spring ’58. The cowl drape, 
an up-and-coming dress and coat fashion, is a 
case in point, and here it has been incorporated 
in the design of a dressy shoe to go with the easy 
look in clothes. 





The cowl drape, taken from an important fashion 
in clothes, gives easy look to this dressy pump. D’ANTONIO 





EASY LOOK In 
} Mesh and Softly Draped Kidskin 


Mi Macey VALENTINE SHOES 


The past year has seen so many closed shoes— 
with tapered toe pumps the most popular—that 
I feel we must do something different for spring 
and summer 1958. The Relaxed or Easy Look, 
so much talked about in clothes with Chanel the 
leading exponent, seems to be the answer for 
something new and right in shoes. 

The shoe shown here has that feeling and com- 
bines two features that I believe are coming back 
into the picture. It has open shanks and makes 
use of mesh. Draped kidskin, folding gracefully 
at the throat and tying softly at the back, has the 
easy look of a scarf for the foot. 
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Combination of mesh and draped 
kidskin makes soft, easy shoe. 


The EASY LOOK 
in Shoes Unites Comfort and Style 


PALTER DE LISO 


Fashion has been taking a new turn recently and 
the new turn is toward clothes that spell both style 
and comfort. We are calling it the Easy Look. It 
combines the softness of construction and the easy 
feeling that shoe technologists have been developing 
over the past year with the relaxed lines of the new 
trend in clothes. 

The result is shoes that feel wonderfully soft and 
easy and look wonderfully soft and style-right. Like 
the new clothes, they are feminine and relaxed, never 
sloppy. What could be a happier trend for the shoe 


industry and the women who wear their shoes? 


Soft and easy, this woven vamp offers comfort 
plus style, with many possibilities in contrasts. 













Vinyl Plastic with Raw Edge for an 
EASY Shoe 


| Elin Bll 







Vinyl plastic with a raw edge should make an 






















ideal “free and easy” shoe, flexible, smooth and is #] 
light-weight. A closed toe sling fits the current ae (i 
trend and gives a fresh look. Black suede or eta Rite 
silver kid tip and buckle strap are for practical Vahey Bit: 
shoemaking; round perforations for air-cooling. ys 





To make walking still more “easy,” how about 
some variation of the Italian sock lining of thin 
sponge rubber wrapped in kidskin—or satin? 
Women obviously intend to keep on wearing 
vinyl] plastic and with the over-emphasis on color 
for spring, the plastic may look pretty lady-like 
in comparison. We all tired of “no color at all” 
this fall. Just as serious a mistake would be 
“nothing but color” next spring. 
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Perforated transparent vinyl plastic, closed toe, z REESE hades 
sling pump with leather tip and buckle strap. Reser 










Sandals Most Wanted for COOL 
EASE in Late Spring and Summer 


) ee 


NEWTON ELKIN 














The type of shoe which will be most wanted 
for late spring and summer selling is the sandal. 
New looking ones were almost non-existent this 
summer, when designers, manufacturers and re- 
tailers alike were carried away with the look of 
the pointed toe pump. 

This is still in its ascendancy, but variety is 
the spice of fashion as well as life. So we have 
T-straps, very important in both closed and open 
toe types. And we have closed toe sandals on 
pointed toe wood with interesting toe treatments 
and a variety of quarters. Very new looking are 
sandals made with wide bands of strippings, 
such as the shoe illustrated. 




















Harlequin combination of colors—_ red, blue, 
yellow, beige and white or white, black and gray. 








Elongated Simple Elegance 
Spelis THE EASY LOOK for Spring 


For the forthcoming spring season I have a 
very strong feeling, as I always have, for the 
elongated look. You will see, as you look at the 
shoe illustrated, that this is an elongated, not a 
tapered look. I feel that this is a very comfort- 
able and easy shoe to wear on all heel heights. 
Three words, I think, sum up the look for spring, 
“Elongated Simple Elegance.” 

In upper materials, I like smooth calfskin with 
the patterns an integrated part of the shoe. I pre- 
fer this treatment to the addition of details or 
anything else that would disturb the line. I also 
prefer the extremely high heel for dress shoes 
and the very low, heavier heel, 10/8, for subur- 
ban or country living. Elongated, not tapered, vamp style feature of this 
satin “Musee” pump on Marquise last and lowered heel. 
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THE TREND, _ 
- - - Forever. Lady-Like Comfort 


jr" 


Yes, the Look is easy. But even more important 
the feel is easy—easy to the touch—easy on the 
feet—easy to step into and walk, and walk, and 
walk. Lace on a true moccasin construction, on 
that wonder of heel heights, 12/8. Stack the heel. 
Rest the foot on a thin extension edge sole for hand- 
wrought perfection of detail. Build the ease on an 
insole that cushions each step of the day. 

Craft the shoe of a wonderfully soft, non-offen- 
sively grained calfskin. Interline it with a wonder- 
ful non-woven material to insure the foot its own 
shape, the fit of a lifetime. Caress it with a lining 
of glove-tanned goatskin. Make it on a last, flat, flat 
in the vamp, like your own foot, not pointed, but 
narrow. 


. * “_ Ss 
True moccasin construction, a three-eye- 


let tie on a 12/8 layered leather heel. 





for women who want Lokion and value 


* aput at 


x a the C N RAD HILTON, Chicago 
Sunday, October 27th —Thursday, October 31st 
’ Rooms 714, 716, 717, 742, 750, 751, 752, 758 and 755 
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Ankle straps, back in 
a variety of interpre- 
tations to watch for 
and buy. 






Soft shoes, light and flexible, 
carry over into spring: new 
light resilient toe boxes; new 
shapes of counters; ways of 
inserting shanks and cushion- 
ing; backing and plumping 
techniques; molded construc- 
tions; a fusing process to re- 
place stitching; new kinds of 
composition rubber soles with 
thick, grooved bottoms for 
play and town; thin, delicate 
composition rubber soles for 
new comfort in style shoes. 


What's In View for 1958? 


Variations on old bi- 
cycle shoes give a new 
interest to ties. 


































One color from head to toe is 
the new fashion trend in coor- 
dination. Matching stockings- 
to - shoes - to - costumes, smart 
women will wear off - black 
stockings with black shoes; 
blue with blue costumes; 
greeny gray with the same 
soft, indefinable colors. Iri- 
descents are suggested for 
many of the bright colors. 
Hortense Fillion of DEpart- 
MENT STORE ECONOMIST sug- 
gests iridescents for white. 
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T he tri-color—red, 
white and blue— 
offering a popu- 
lar promotion. , ~ 






















In 1958 shoes will still have 
plenty of the “little” heels so 
popular in the past year or 
two; very slim, high heels too, 
of course, and many wedges. 
But new fashion prestige goes 
to a new concept, the sturdy 
little 13/8 to 14/8 heel, placed 
a little further forward and 
being used on both dress and 
day shoes. Also new are slim- 
mer leather lift heels, 17/8 in 
height, and a thicker looking 
leather heel, 18/8 to 19/8. 























back. 


T-straps in many ver- 
sions, very much liked 
in closed toe with open 


Spring styles will show a marked difference be- 
tween high fashion prestige shoes with limited 


production and volume fashion shoes. Recogniz- 


The floral print shoe, 
shown here on new 
medium heel, due for 
a big year. 
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ing that the only way that they can show a dis- 
tinction is in different lasts and toe expressions, 


the high fashion designers are introducing a 


i ee 


Dark-with-bright, two- 
tone shoe, flattering 
and adaptable to many 
costumes. 
















Charting of new fashions in shoes that spell extra sales—changes in 


high fashion lasts, in heel heights, in colors and color coordination. 


Squared -off tip on 
newest high fashion 
elongated, not tapered, 
last. 
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The trend to grained leathers 
continues, but the new look is | 
in finer and more delicate 
grains for style shoes. There 
is just enough texture to give 
a subtle surface interest. In 
sports and casual shoes, how- 
ever, more prominent grains 
will continue. Here, a variety 
of carried - over and deeper, 
more marked grains, and var- 
iations on them, will be im- 
portant. Punched treatments 
are especially to be noted. 
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Harlequin __combina- 
tion, popular for re- 
sort and summer in 
the bright new colors. 





“Bright and Clear” best de- 
scribes new 1958 colors. There 
are very bright flower blues; 
stronger, more definite light 
blues; deeper, darker blues. 
Red divides three ways: 
orange-y vermilion, scarlet 
and new high fashion rosy 
reds. Pinks start with deep hot 
pink and end with a light, 
clear pink. Coral or shrimp is 
the newest orange. Yellows 
are clear, some with a hint of 
green. Greens are of many 
types and _ important. 
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Two-eyelet oxford on 
tapered toe last and 
new 17/8 leather lift 

heel. BS 
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Style shoe on the new 
lowered heel—13'//8 
for dress, 14/8 for 
day wear. 
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Buckles, bows and tailor stitch- 
ing, leading trimming treat- 
ments for 1958. ; 
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There is a growing interest in 
shiny surfaces in leathers and 
shoe fabrics. Certain high 
fashion calf tanners have 
brought out very highly pol- 
ished leathers to give high style 
shoe manufacturers something 
different from patent leather. 
Lacquers have been applied to 
other leathers. Lusters con- 
tinue. Satins, new moire satins, 
polished cottons and shiny fin- 
ishes on straw cloths are in 
the same trend. 
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Sandals back again 
with new style interest 
in the wider bands and jx! 
closed toes. a 












elongated 


modified, 


squared-off foreparts and 


lowered heels. Volume style houses, unable to 





shape. 





There 


many new types of 


will be shift as quickly, 


tapered toes. 





tapered toe lasts. 


will continue to make shoes over 


Basic shoes are on modified 














"In 80 hours the American shoe retailer will almost literally be able to 
travel around the shoe world, viewing all that the giant industry here 


and abroad is producing for the spring and summer of 1958. 


HE national Shoe Fair in Chi- 
cago, the world’s largest shoe 


convention, will be held October 


27-31. The Fair’s theme will be 
“Around the Shoe World in 80 
Hours.” The Fair Committees of 


NSRA and NSMA, sponsors and oper- 
ators of the Fair, have lined up a pro- 
gram that will go far toward helping 
retailers clear up many of the knotty 
problems that are on their minds 
these days. 

The National Shoe Fair is much 
more than an exhibit of shoes and 
style on a grandiose scale. It is the 
one place and one time where shoe- 
men from the grass roots can meet 
and discuss their problems with the 
top men and women in the manufac- 
turing, retail and style fields. 
this Shoe 
Fair will be more important than ever. 


Fashion-wise National 


The Fair will cast a stylish shadow 











through the efforts of the Shoe Women 
Executives who will present “Inside 
Shoes U. S. A.” at the Tuesday, Octo- 
ber 29, luncheon to be held at the 
Conrad Hilton Hotel. Tickets are 
expected to move quickly for this af- 
fair and retailers are urged by George 
B. Hess, chairman of the Fair Com- 
mittees, to make their plans to attend 
upon arrival. Cost of the show and 
the luncheon will be only $3.75. 
Another important feature for the 
visiting retailer this year will be a 
“Home Town” press desk under the 
direction of the Fair Committees pub- 
lic relations counsel. From this press 


‘desk, located at the registration desk 


of the National Shoe Retailers Asso- 
ciation on the fourth floor of the Pal- 
mer House Hotel, visiting retailers will 
be able to send home the news of the 
Fair. They will be able to inform 

[TURN TO PAGE 199, PLEASE | 








PROGRAM 


SATURDA Y—October 26: 12 Noon 
to 5 P.M. Registration. 
SUNDAY — October 27: Registra- 
tion of retailers and other shoe and 
allied trade members at the 1957 
National Shoe Fair official hotels— 
The Palmer House, Conrad Hilton, 
Morrison and Congress. 9 A.M. to 
5 P. M. 
All day inspection of the exhibits 
at the hotels. 
4:30 P.M. Annual Meeting of the 
NSMA Factory Management Con- 
ference Committee, Dining Room 5, 
Palmer House. 
MONDA Y—October 28: 8:30 A. M. 
Opening Breakfast Meeting of the 
National Shoe Fair in the Grand 
Ballroom of the Palmer House. 
Achievement Awards and _ Star 
Salesmen Awards. 
Registration 9 A.M. to 5 P.M. 
5 P.M. Annual Meeting NSMA in 
ballroom foyer of Palmer House. 
Election of three year directors. 
[TURN TO PAGE 199, PLEASE] 












Left: Bold use of contrasting 
leather surfaces: Nunn-Bush effec- 
tively uses smooth black calf and 
Gura grain in an ingenious stitch 
and turn treatment of this three 
eyelet moc front blucher. Apron 
and stay are grained, quarter and 
lower portion of forepart are 
smooth. 


Plain toe styles depend to a great 
extent on the characteristics of 
their lasts and the leathers used in 
them. Often they are highlighted 
by one or two dramatic details. 
Right: Unusual sole and side stitch- 
ing distinguish these classically 
simple plain toe V throat and rag- 
lan bluchers. Styles left to right 
from: Geo. E. Keith, Plymouth and 
Martini-Rossi. 
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Left: The controversial Squared 
Off toe. Is it coming? In three 
short years men’s lasts have under- 
gone far more radical changes. 
Squared Off toes offer another area 
for different toe expression and 
open up new vossibilities for un- 
usual pattern treatments like this 
strap and buckle style from Win- 
throp. 

In plain toes and moccasin fronts, 
the three eyelet and two eyelet 
bluchers in conventional height 
silhouettes are most favored. Single 
eyelet closures and low cuts are 
on the wane. 

Right: Interest at throat and sole 
line and contrasting straight and 
flowing curved lines combine in 
this attractive style. Ingenious fold- 
ing of its lace stay and a decora- 
tive Italian-inspired side stitch fea- 
ture this beautifully proportioned 
two eyelet blucher from Plymouth. 





In diplomacy, in the arts . . . and in shoemaking the leathers of different textures and their use of several 
“fine Italian hand” has long been famous. The Italians’ construction processes in one shoe has had a very 
genius for creating the unusual has caused a revolution stimulating effect on the imagination of our American 


in men’s shoe designing in the past few years. Their designers. The “fine Italian hand” is most apparent in 


boldness in drafting radically different lasts, combining our spring 1958 lines. 



































Classically simple in line 
and detail, this dressy 
casual slip-on is an inter- 
esting example of the use 
of the flowing assymetric 
line to create dramatic 
interest in the forepart. 
Starting at the tip it fol- 
lows the outside contour 
of the forepart and ends 
abruptly at the low point 
of the quarter. The in- 
side top line is high-rid- 
ing and unbroken from 
toe to back seam except 
for a beautifully executed 
finger gore; the Diret- 
tore, by French Shriner. 


Straps are stronger in 
spring lines than they 
have been in many years. 
Newer versions feature 
moc fronts and have a 
completely different ex- 
pression from that which 
was seen in plain toe 
military styles popular 
during the war _ years. 
The perforations, cen- 
tered between two rows 
of fine stitching, follow 
the top line, strap and 
apron, 

This style from the House 
of Crosby Square, is in 
Hawthorne crushed calf, 
and features a_ higher 
tongue. 
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New versions of the slip- 
on in reverse leathers, 
with deep plushy nap in 
rich shades of Chameleon, 
Loden Green and Stone 
will be seen in the coun- 
try come spring and sum- 
mer. This E. T. Wright 
Arch Preserver style with 
heavier sole and fuller 
extensions is typical of 
the new bolder slip-on 
styling. Large - perfora- 
tions, centered between 
two rows of fine stitch- 
ing, are used on _ its 
square top tongue. The 
tongue conceals a gored 
insert which makes this 
style easy to put on. 

















The increasing favor which the laceless shoe is finding for street and business wear. In reversed leathers with 


is an indication of the promotional possibilities which 
may be expected from it for street, informal and for 


the new square cut, high-riding tongue it is ideal for 
country wear. Genuine moccasins with heavier soles 


country wear next spring and summer. In lighter 
oO 


weight, simply detailed plain toe versions, and in 
strap moccasins with side gores, it is most acceptable 


and raised quarters are the newest additions to the 
slip-on family. For street and dress wear, slip-ons are 


severely simple in detail. 





One of the most interest- 
ing developments in moc- 
casin slip-ons is the man- 
ner in which the quarter 
has been raised to give it 
a boot effect. Called a 
half Chukka it is a wel- 
come addition to the 
country shoe wardrobe. 
This style, the Stivali by 
E. E. Taylor, is in oil 
treated Veal and features 
an interesting use of 
hand sewing. The plug 
is sewn with a dark 
thread and then oversewn 
with a contrasting white 
thread. Other versions of 
this boot are seen in 
smooth leather and Mo. 
rocco Grains. 

















Left: The luxury market is 
showing considerable inierest in 
alligator, reptiles, and other un- 
usual leathers. For it Howard 
and Foster suggests this two 
eyelet tassel plain toe raglan in 
genuine ostrich. Across the 
board in all grades and most 
patterns three and two eyelet 
lacings are favored. 


Right: In dressy casuals the 
slip-on continues to be the most 
favored style. Soft glove leath- 
ers, smooth calf with draped 
straps, side and concealed gores, 
are all features in the well ac- 
cepted category. Styles right, 
clockwise: Freeman, Roblee, 
Men’s Divisions International, 


Plymouth and Endwell. 








The spring 1958 style picture is a varied one. The empha- plain, some with fresh new strap and throat treatments 
sis is on new and different details but the more con- and plain toe bluchers, over lasts with slimmer toes. are 


ventional patterns made over the more popularly accepted very much in evidence. Renewed interest in strap treat- 
lasts are well represented in them. Slipons, gored and ments suggests their use in promotional styles. 


Moccasin fronts are 
best represented in 
Italian inspired styles, 
but new versions of 
the plain toe and wing 
tip are seen. 


Left: styles left to 
right, Moccasin types 
from Martini-Rossi, 
Men’s Divisions Inter- 
national, Bates, plain 
toe from Bates, an in- 
teresting wing tip tas- 
sel, Stacy-Adams. Va- 
riety in the plain toe 
styles, right, left to 
right from Old Col- 
ony, Bally and two 


from Allen Edmonds. 











Black smooth calf and Caracul 
nylon fabric are combined by 
Freeman to make this dressy 
summer style. A stitch and turn 


treatment is used on the apron 
and a California welt detail 
features its interesting quarter. 
Texture of the apron is in sharp 
contrast with the calf trim. 
The proportions of the areas of 
fabric in the tongue and apron 
to the higher black calf quarter 
and run around are particularly 
well distributed. 


The popular monk strap which 
has been missing from the dress 
shoe picture for so many years 
now showing evidence of a 
comeback. The new versions are 
confined to moccasin treatments 
like the style from Jarman 
shown at the left. Many of them 
take advantage of the current 
vogue for combinations of con- 
trasting leathers. 


Moccasin styles are well repre- 
sented in the blucher family, 
too, in styles like those shown 
on the opposite page. Left to 
right, they are from Jarman, 
Squire from Pedwin, Walk-over, 
Nunn-Bush and E. E. Taylor. 
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Florsheim details Hawthorne 
shrunken grain calf in this at- 
tractive four eyelet blucher. 
Apron tongue and top lines are 
all higher riding, giving the 
forepart of the shoe an ex- 
tremely short look. Simplicity 
marks its detailing; two rows of 
fine dark stitching set the apron. 
Top line and throat have a fine 
piping of dark leather. Sole 
edges are close-cropped and 
and lightly wheeled. 


Strongest basic shell in spring lines is the moccasin front. versity of applications illustrated on these pages. It is 


used with equal effectiveness over Italian lasts, fuller 


In strictly dress styles, in dressy casuals, in plain and 


trimmed shoes, the story is the same. The versatility of | toed types and medium toe raglan bluchers. Stitch and 


the moccasin pattern is clearly demonstrated in the di- turn treatments have stimulated to the moccasin pattern. 





Improvements in weaving have 
made Nylon fabrics in °58 shoes 
more practical and similar to those 
used in men’s apparel. 

Left: Edwin Clapp uses three con- 
trasting surfaces in this custom 


aller | 







slip-on. Gray Nylon is trimmed 

with smooth black calf. Strap and 

overlay on quarter are grained 

calf. Zig-zag stitch on plug and 

quarter emphasize and contrast a | 
with folded edge on strap and fine 

stitching on top line and on the 

higher, square-cut tongue. 
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Although selections are more limited, 
the Nylon fabrics used in spring shoes 
are softer and richer in texture. 
Right: Nylon tweed in a circular seam 
pattern. The well cut plug continues 
back to become the top of the quarter. 
Details are extremely light and sim- 
ple. Two rows of fine stitching set off 
the circular seam, fine leather piping 
outlines the top line and V throat, 
from J. P. Smith. 
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Nylon fabrics in the spring and 
summer shoes are better color 
styled and coordinated to com- 
bine with ’58 leathers. 

Left: An intricately cut pattern 
in a combination of brown 
nylon Shantung and _ vintage 
smooth calf. The curved lines 
of the overlays bring the con- 
trast in materials into sharp re- 
lief. Tassels are a further con- 
trast note, French Shriner. 





Right: White buck and black calf 
combine in this sleek light weight 
dressy slip-on from John E. Lucey. 
A tailored look is imparted by a 
well executed stitch and turn seam 
on apron and quarter, and ac- 
cented by a strap with neatly 
folded edges. This full cut strap 
partially conceals finger gores on 
either side of the throat. Below: 
crushed and shrunken grains used 
alone and in combination with 
smooth leathers dominate the slip- 
on picture. Hand stitching at base 
of foreparis delineates last con- 
tours and sets off soles which are 
close cropped or have moderate 
extensions. Clockwise from lower 
left, Stacy-Adams, Walk-over, Mar- 
tini-Rossi, Old Colony. 


Combinations of color, brown and white and black and 
white, combinations of surface-interest fabrics with 


leather and combinations of contrasting leather surfaces for warm weather wear. These combinations are used to 
are all style features of spring lines. They appeal to best advantage in the more intricate patterns which are 


customers for whom a cool appearing shoe is a “must’’ seen in so many spring and summer slip-ons and oxfords, 














Springtime... 
and the Shoes Will Be Easy 


. \ 
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Easy toNlook at. Easy to wear. Easy in, pattern, construction and style 


—to go withthe new“‘easy’”’ conce ptAn clothes for the coming season. 
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pee Beau-Teen Colonial 


Left to right in strays Stride Rte by Pump by Rockingham. 
Green Shoe; Fleet/Air by Eby; Trim- 


foot; Little YapkKee; Miss Sandler and 
Pied Piper. 
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Left to right in slip-ons: Beau- 
Ties by Rockingham; Stride-Rite 
by Green Shoe; Billiken by Crad- 


PRING is a time for youth 

and newness. It is a time for 

change—in seasons, in moods, 
in fashions and in shoes. Spring is 
synonymous with stirring and move- 
ment, with lightness and softness. 
Manufacturers recognize these signs 
of spring and have designed their 
lines of children’s shoes bearing all 
these factors in mind. They have 
lightened the constructions. They 
have made the shoes styleful. At the 
same time, they have not lost sight 
of the practical requirements of fit 
and serviceability. 


dock-Terry; Belle by Edwards; 
Etched fabric Ruggiette by 
Kreider of Palmyra, Pa. 


All this is part and parcel of the 
new “easy” look in general fashions. 
There is nothing in children’s 
clothing that restrains or hampers 
movement and activity. By the same 
token, children’s shoes should allow 
for maximum foot freedom; con- 
form to the natural contour of the 
foot and fit correctly. That’s a large 
order . . . but for the past thirty- 
five years makers of children’s shoes 
have concentrated their efforts to 
give children’s feet a break. They 
have been working towards such an 

[TURN TO PAGE 208, PLEASE] 


Photo left: left to right, Red and gray AN. 
by Ephrata; Billiken by Craddock- 
Terry; Kali-sten-iks by Gilbert and 


Jumping Jacks by Vaisey-Bristol. 
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At the exteme /left—Five Star’s half 









Soft slip-on with white 
accent, has look of oxford 
tie by Sandler. Fan 
shaped detail by Eby. 








Blue Bonnet’s T-strap, 
with or without bow. 
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Left to right: Moccasin toe casual 
by Juvenile; Shu-Lok by Ed- 
wards; Black and white moc 
front oxford by Eby; Perforated 
vamp plug by Dr. Posner; Shan- 
tung plug Ruggie by W. L. 
Kreider. 


Shu-Lok detail illustrates 


easy operation. 
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Left to right: High front Yrebrico 
Contineni{al And Shu-Lok jn dirty 
buck we black cellular crepe 
ek by Gerberich-Payne. 
oxford in smooth 
>. H. Alden; Three 
an in soft grain leather 

Le. -iper. 
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In the Spring... , Dp 
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t Youth Fancies New Shade: . 
— oh ai 
° Lighter constructions . . . Slimmer lines . . . Resilient —— 
ful soling . . . Novelty closures . . . These are the fancies that will 
turn youth’s thoughts to new spring shoes. Lys 
ad 


ESPITE the fact that children are resilient and colorful, leathers and 

often want to emulate grownups combinations that are important. Novelty 
in their mannerisms and dress, closures are being used on boys’ and 
and are style-conscious to boot; they are girls’ shoes and seem to be gaining in 
also conformists. With very few excep- favor. They fit into the “easy” concept 
tions, children want to belong ae be by virtue of the fact that they make 
part of their own group or crowd. They _ putting on and taking off an easy opera- 

_.._will “go” for the same apparel, shoes tion. 

and Wr a that their friends do. Manufacturers are not sacrificing 
ie of a group idea good fit for style gadgetry. Three eyelet 
or gimmick than it is a Tiné>er, silhouette. raglans, slim slip-ons in the Continental 
4. Manufacturers have taken these_factors manner, moccasin front oxfords, Ivy 
IN into consideration. They have given. League buckles and straps . . . all these 
b youngsters’ and teen-agers’ shoes an “are popular. Grays and blues are ex- 
| \Nidentity of their own. petted to be strong in boys’ and young 
\s for the shoes, they have softer men’s ‘spring apparel. For that reason, 
constructions, slimmer lines, soles that \irurn To PAGE 208, PLEASE] 
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\ Soft, slim, plain toe by | 
Five Star. 





| 
Left to right: Iv | League Lazy- and white Kali-sten-iks by Gilbert \. 
bones by Juvenile; Half bal in Shoe; and a Black and white i 
white with red laces and red novelty closure on a girl’s shoe by , 
bottoming by Five Star; Brown Dr. Posner. Plain toe oxford with VA 
contrasting fringed 
tongue by Julius Altschul. 















but GERBERICH Dealers 


Hold the Winning Hand! / 


iF takes all kinds of kids to make a boys’ shoe world... 
and a successful boys’ shoe retailer must be ready for all 
of them! Some boys like them rugged. Some like 
them slick. They all want real boys’ styles. Because 
Gerberich-Payne makes boys’ shoes and nothing else, 
Gerberich dealers have the styles to keep most kids 
happy and to keep them coming back for more. 


On Display 


PALMER HOUSE 741-742 


NATIONAL SHOE FAIR 
OCTOBER 27-31 


IN STOCK FOR GERBERICH DEALERS 
MOUNT JOY 


GERBERICH-PAYNE SHOE COMPANY pennsytvama 
OFFICES: NEW YORK Marbridge Building, Room 417 a y 
LOS ANGELES Alexandria Hotel, Room 805 PHILADELPHIA 12 S. 12th St., Room 914 A Z 
Ine. IN CANADA J. Leckie & Co., Ltd. 
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CHANGING CONCEPTS Scam 
IN SHOE MERCHANDISING . . . 


A blueprint of current developments and shaping trends which 
is giving a new “selling look” to shoe business in America. 


INCE 1940, a mere 17 years ago, the American 

Market has changed so radically and swiftly 
that it is now a colossus of entirely different 
character, size and function. To attempt to do 
business today on the 1940 pattern would be as 
conspicuous and dangerous as riding a_ horse- 
drawn buggy on one of our six-lane speedways. 

The changes that have taken place have brought 
about correspondingly drastic changes in our con- 
cepts of shoe merchandising. And still more 
changes are on the way, already in ferment. It 
isn’t that shoe business initiated these changes. 


October 15, 1957 


It merely adapted, by necessity, to the whole 
changing character of America itself. 

Here are the major points where the changes 
have occurred—changes that have greatly altered 
the pace and makeup of shoe business: 


Change in the Economy 


Tremendous upheavals have taken place here. 
Perhaps the greatest is the growth factor. For 
example, in 1940 our gross national product was 
$100.5 billions, as against $435 billions today, 

[TURN TO PAGE 216, PLEASE] 
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hoe Volume 


Chain stores have types teenagers want. 

Fast styling in bubbles, skimmers, and 

other flats at low cost make the chain 
store a Mecca for teenagers. 


One-Third of All $ 


But Expansion Has Been Much Greater 
























or sen 





in Number of Units Opened Than Increase in Share of Shoe Dollar Volume 


HAIN SHOE STORES have come a long way from the 

narrow hole-in-the-wall shops of the early ’20s to the 
luxurious establishments in which Americans today buy 
one-third of the shoes they wear. The roaring °20s saw 
the infant chain shoe retailing start to flex its muscles 
and make itself seen and heard. Although shoe stores 
were well represented in the roster of the very early chain 
stores, they made no real progress until then. 

Independent retailers, alarmed at the speed with which 
the chains were expanding and the strength they were 
gaining, made dire predictions that the new technique 
with its low prices and minimum of service would ruin 
the independent and one day drive him from the street. 
Chains were depicted in the trade press of the day as an 
octopus which was strangling all the businesses in the 
town. Chains were indicted for their absentee manage- 
ment and complete lack of responsibility to the community 
and to its citizens who bought the shoes they sold. 

Today, chain stores are an important and a well-re- 
spected branch of the shoe industry and take an active 
part in its affairs. They have a full scale trade association. 
National Association of Shoe Chain Stores, which is one 
of four associations sponsoring the National Shoe Insti- 
tute, promotion and public relations agency of the shoe 
industry. With the New England Shoe and Leather Asso- 
ciation, NASCS stages the Popular Price Shoe Show of 
America in May and November. This head office philos- 
ophy of cooperation has filtered down to the local level, 
too. Chain store managers today are active in community 
affairs and philanthropic work. 


Little Progress 1929-1948 


In the first, 1929, Census of Business the Bureau of 
Census defined a “chain” as a group of four or more 
stores. The Bureau justified this “four or more” figure 
with the reasoning that operations with fewer stores lack 
the “characteristics” of a true chain. The four or more 
definition was used for the 1935 and 1939 compilations. 

In his book, “Chain Stores in America 1859-1950,” 
Godfrey N. Lebahr, analyzing the growth of shoe chain 
stores, says that practically no change took place in their 
store or sales ratios between 1929 and 1948. In ’29 shoe 
chain units represented 25.1 per cent of all retail shoe 





stores and accounted for 45.7 per cent of the retail shoe 

store sales volume. By °39 they had increased to 33.4 per 

cent of all shoe store outlets and were earning 55.6 per 

cent of the total retail shoe store sales volume. In 48 

their units had decreased to 27.7 per cent of all shoe 

stores and their volume to 47.5 per cent of the sales. 
Again using the “four or more” definition for purposes 

of better comparison, the 1954 Census of Business shows 

that chain units represented 31.9 per cent of all shoe stores 

and did 46.3 per cent of the total retail shoe store volume. 

Assuming for the moment that the “four or more” defi- 

nition of a chain store is an adequate one, in 25 years 

shoe chains increased their units by 6.8 per cent, but their 

share of the sales volume increased by only 0.6 per cent. 

© What are the real facts of chain store growth? 

© In view of these figures are chains the colossus which 
shoemen generally believe them to be? 

© Have they made the rapid progress which has been 
attributed to them? 

© Js their expansion keeping pace with the expansion of 
retailing generally and shoe retailing specifically? 

© What is the shoe chain growth pattern? Are the “bigs” 
getting bigger? 

© Does the fact that the Bureau of Census includes 
accessories and findings in their shoe store sales fig- 
ures tend to exaggerate the size of the job chain stores 
do in shoes? 

® How are the discount houses, self-service and other 
retailing gimmicks affecting the growth of chains? 
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Where you find one, you find many! Proven locations at- 
tract chains which seem to have no fear of competition. 
Most cities and towns throughout the country have their 
concentration of chain stores like this in Philadelphia. 












































Modern Merchandising Phenomenon... 





Shopping centers produce some $40 billions in retail sales and serve 
70 million people. There are 2000 shoe stores in these locations. 


ERHAPS the most amazing phenomenon of modern 

merchandising and retailing history is the shopping 
center. The shopping center in less than a decade has 
created a major upheaval in retailing and consumer buy- 
ing practices. In 1948, only a handful of these centers 
dotted strategic locations throughout the country. To- 
day there are 2500 of them. Some 600 opened in 1956 
alone, and an even greater number will have been com- 
pleted by the end of 1957. 

But this is only the beginning. Economists are pre- 
dicting that by 1975 there will be as many as 8500 shop- 
ping centers. This would mean at least one shoe store 
for each of these centers (though the larger centers may 
have as many as four or more shoe stores, including shoe 
departments of department stores.) 

Today there are an estimated 2000 shoe stores in 
shopping center locations. By 1975, if shopping center 
growth goes as predicted, we may have as many as 8000 
or 10,000 shoe stores in these centers. 

There are no figures available on shoe dollar volume 
being done today in shopping centers. Best estimates are 
between $150 and $200 millions. This is a phenomenal 
figure to have been reached in only eight or nine years. 

But perhaps even more astounding are the reliable esti- 
mates that 85 per cent of all new shoe stores are being 
opened in suburban or shopping centers. The National 
Association of Shoe Chain Stores states that nine out of 
every 10 new shoe chain or factory-owned shoe stores in 
the past six or seven years have been opened in these 
out-of-town locations. 

There appears to be sound reason for this. The shop- 
ping centers today account for some $40 billions in retail 
sales. These centers are servicing some 70 million people. 
With this kind of traffic and sales volume, the shoe chains 
have found such locations highly attractive. 


A Modern Development 


In the entire field of retailing, the shopping center is 
without question the most significant major innovation 
in the postwar period. True, way back in 1920 there 
was a version of today’s shopping center in Kansas City, 
Mo., called the Country Club Plaza. But this was an 
isolated enterprise. It wasn’t until after World War II 
that today’s shopping center took hold. And actually, the 
real growth has taken place since 1950. In short, the 
majority of today’s shopping centers date from 1950 on. 
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These shopping centers today are attracting the ma- 
jority of new store openings in many fields. For example, 
about 70 per cent of all new variety chain stores are 
being opened in these centers; 77 per cent of the new 
drug stores; 85 per cent of the shoe stores; 50 per cent 
of the grocery stores; 60 per cent of the apparel shops; 
most of the new department store branches are going up 
in these centers. 

What has jet-propelled this shopping center growth? 
People. In short, the postwar migration of people moving 
from the cities by millions into the suburban areas. Add 
to this some other influential factors: convenience of 
shopping in uncongested areas and pleasant surround- 
ings; the vast growth of our road networks and car 
ownership and traffic; the popularity of one-stop shop- 
ping where many things can be purchased at one time 
under one roof, as it were. 

One of the significant shifts is this: where people 


previously came to the stores (such as into downtown 
shopping), now the stores have gone to the people—that 
is, moved into areas where population is more concen- 


trated, such as the suburbs. Out of this has come the 
shopping center, a mass migration of stores to heavily 
peopled areas. 

Today the nation’s 2500 shopping centers account for 
some 20,000 individual stores. But there comes the im- 
portant question: What is a shopping center? Not all 
shopping centers are massive “store cities,” as so often 
pictured. Actually, there are three types of shopping 
centers, classified by size: 

(1) The regional operation, highlighted by one or 
more major department stores as its core. This is the 
most desirable type of shopping center, for shoe stores 
as well as other retail stores. There is assurance of good 
traffic, good sales volume. These are the multi-million- 
dollar “store cities’ that have sprung up around the 
country’s major metropolitan areas. 

(2) The community shopping center. This has as its 
core one or more larger stores such as a Penney, Grant. 
Newbury, etc., as the chief magnet. These are surrounded 
by a group of specialty shops, including a shoe store. 
These centers, while attractive, of course, don’t have the 
drawing power of the larger centers. 

(3) The neighborhood center. This is simply a group 
of local specialty stores packaged together. If the locality 
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Still Gathering Momentum .... 











The pattern of mail order shoe business is continually changing, but 
aggressive merchandisers are constantly opening new markets for it. 


GOOD many Americans have had their shoes de- 

livered by the mailman for more than 80 years 
now. A lot of them are going to continue to do so. 
Catalog shopping is simple and reliable. It saves time 
and money, and eliminates parking worries. Reliable 
mail order houses guarantee their shoes. Besides, 
people like to get packages in the mail. 

The mail order shoe business has kept pace with the 
times. Opinion to the contrary, it is not old fashioned, 
nor does it belong to another era. Once, mail order 
houses depended on farmers and isolated small towns 
and villages for their business. Now they do as much 
business in large cities and towns as they do else- 
where. The picturesque catalog, once the farmer’s 
shopping bible, is now regular reading material for 
thousands of city dwellers. 

Although figures are elusive, mail order shoe busi- 
ness probably is as strong as it ever was. There is 
some evidence that it could grow in strength and 
importance. Mail order houses are aggressive and 
intelligent promoters—of shoes, as well as other mer- 
chandise. They have led the way in establishing many 
retail selling and merchandising patterns. The two 
giants in the field grew from strictly retail mail order 
houses into combined mail order and retail operations. 
The first Sears, Roebuck and Co. retail stores were 
established in outlying areas, away from city conges- 
tion—certainly forerunners of today’s shopping centers. 

Catalog order offices are the newest and a growing 
development. They are important because they bring 
the catalog closer to the customer in suburban, metro- 
politan, or rural areas. No merchandise is stocked in 
an order office, but catalogs are available. Orders are 
placed in person or by phone, with the help of a sales 
staff. Help is given in proper measuring of feet for 
shoes in order to assure fit. Credit accounts are kept 
in the units, allowing better customer service, better 
control, and more aggressive selling. 

Order offices afford an economical and efficient 
means of attracting new customers because of the 
opportunity for additional selling effort. Sales per 
catalog can be stimulated. Actual experience has shown 
that introduction of an order office into a locality re- 
sults in increased sales to customers who had previ- 
ously been direct mail shoppers. The order office 
parallels the prevalent trend to decentralization, bring- 
ing the store closer to the customer. Alden’s, Inc., has 
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recently established catalog order offices in chain store 
super markets. Newest of all are drive-in catalog 
shopping centers in suburban areas, thus eliminating 
parking problems, 

In addition to catalog order stores, Sears and Mont- 
gomery Ward and Company also provide catalog order 
departments in their regular retail stores. They oper- 
ate in the same manner. In each instance, the cus- 
tomer has the option of picking up merchandise at the 
office or having it shipped directly to the home. How- 
ever, by using the “will call” service considerable sav- 
ings in shipping costs can be made. These run from 
30 to 50 per cent and can amount to as much as 50 
cents on a pair of shoes. Since mail order buyers 
usually order several pairs at a time, or shoes for the 
entire family, the savings can be considerable. This 
is an item of growing importance in this era of rising 
postal rates and restrictions on size and weight of 
parcel post shipments. Savings also come to the dis- 
tributor through bulk shipment of merchandise— 
usually by truck. 


Telephone Service 


Telephone service offices have been established by 
leading houses in most of the major cities and in a 
good many smaller ones. This service includes and 
supplements the catalog order offices and departments. 
Customers are reminded that use of the phone saves 
postage, money order and check fees. Truck service 
to the door is provided in many areas. “No forms to 
fill out, no transportation or parking problems, no 
heavy packages to carry. It’s the easiest way of all— 
the modern way to shop, in the comfort of your home.” 
This is the selling appeal used. 

The major mail order houses now advertise in na- 
tional magazines and use television. They also adver- 
tise their catalogs in metropolitan newspapers. In view 
of the trend to make the home the basis of many oper- 
ations, this direct-to-the-customer approach is sig- 
nificant. It should not be over-looked. It is significant 
also that the greatest growth in all sales by mail order 
come in cities where these over-the-counter and other 
special facilities are located. Shoe spokesmen report 
that sales of shoes by this media have increased ac- 
cordingly. 

Shoes play an important part in this unique volume 

[TURN TO PAGE 229, PLEASE} 





131 








ROADSIDE SHOE STORES 
~ 


X 
aN 


" } 
(4 a\ 














Newest Selling Technique... 














Roadside shoe stores are a natural result of the times we 





live in, with all America on the move, mainly by automobile 





HE ROADSIDE STORY is the most recent, off-Broad- 

way, off-Main Street, off-Shopping Center production. 
It is a strong and logical play for more of the consumer’s 
spending dollar, in the new and changing concept of re- 
tailing. Its milieu is the heavily trafficked arterial high- 
ways and throughways. Its producers, backers and “an- 
gels” are the men and their companies, chain stores chiefly, 
who have a broad comprehension of retailing’s function 
and pattern. They are the ones who are investing their 
money, experience and know-how because they have faith 
in its future. They see this as a logical trend and direction 
for service industries and look forward to a long run of 
continuous, successful, profitable performance. 

This roadside store does not depend on hoop-la, gim- 
micks, cancellation stocks or discount prices. It concerns 
itself essentially with the kind of operation that features 
the same merchandise, the same stock numbers, the same 
prices that prevail in the city or main stores. What it 
does offer, in addition, is ultra-shopping convenience . . . 
extra parking space, self-selection, spacious seating, ex- 
tensive window display and that very important considera- 
tion—longer operating hours. 


A Result of the Times 


Roadside stores or drive-ins are actually a manifestation 
of one type of retail growth . . . the natural result of the 
times we live in. America is bursting at the seams. Popu- 
lation is increasing steadily. Before the year is out we will 
have added approximately four million new babies. Three 
and a half million first graders will have entered school. 
Nearly one and a half million couples will have married, 
creating approximately six hundred and thirty thousand 
additional households. Add to these salient statistics—the 
corresponding increase in incomes, spending power, the 
redistribution of people, the decentralization of factories, 
the building of new communities, the higher standard of 
living . . . and there is but one logical direction. . 
Growth and Expansion. 

Branch stores and shopping centers, the first real move- 
ment away from downtown and urban areas, are discussed 
elsewhere in this presentation of the changing concepts of 
retailing. Essentially, there is no sharp line of demarcation 
between roadside stores and shopping centers. Their aims 
and purposes are alike. In one case, it is a matter of 
being “on their own.” In the other, they are pa-t of a 


group of stores. 
However, we are concerned here with the roadside store 
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—the shop that stands by itself. There may be no other 
stores near it for miles or it may be “down the road a 
piece” from a busy shopping center. In any case, it is 
there . . . on main arterial highways that have heavy, con- 
stant traffic and on roads that have local or transient traf- 
fic. America is on the move .. . mainly by car. . . and 
our national government is cognizant of it. It has given 
special consideration to the highway situation and has 
allocated a fifty billion dollar subsidy in its program to 
build better highways. 

A place to eat and sleep . . . then add a place to shop 
. .. these are the simple motivations of people that helped 
get this new concept of merchandising and retailing under 
way. 

It started about 25-30 years ago. There were the 
Howard-Johnson, then the Carvel shops along the road, 
where motorists could stop for ice cream and light snacks 
and be on their way again in half an hour or so, refreshed 
and satisfied. 

Motels, too, began to spring up about that time because 
traveling by car was increasing. People were beginning to 
take longer, more leisurely trips and they wanted to stop 
enroute to rest, stay overnight and then resume their 
journey the following day. 

Then came the first drive-ins . . . the furniture and floor 
covering stores and factory outlets . . . that would sell 
everything. 

That was the beginning of today’s roadside store. Actu- 
ally, retailers didn’t really take to the idea until a few 
years ago, when they acknowledged the basic merchandis- 
ing fundamental: “Try to do what the customer wants 
you to do... not only the right merchandise, at the right 
time; but you must have the merchandise in a convenient 
place for him.” 


Convenience and Accessibility 


Convenience and accessibility are the roadside store’s 
main attractions, for America is a-wheel. Practically every 
family has a car... at least one . . . and shopping “en- 
route” is a natural. Shopping by car is the crux of this 
roadside operation. 

Longer store hours are another inducement. Night shop- 
ping is steadily increasing and many of the roadside stores 
are open two, three and five nights a week. It is not 
unusual to find some that stay open seven nights a week. 

Other important considerations are: adequate parking 
space, self-selection, spacious seating, visible displays, 
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Some revolutionary changes are taking place in 
product-mix and merchandising within the shoe 
industry. Changes in shoe styles and construc- 
tions, changes in buying habits, changes in our 
concept of market areas, changes in our social 
life—all these together with a drive towards in- 
creased selling efficiency appear to influence the 
shoe business and the way in which it is conducted. 











In Product-Mix . . . 



















4é6THE shoe industry was among the first to use 

plastics in its product, but it is about the last 
industry to modernize its merchandising.” This state- 
ment, made by a shoe traveler, sets the stage for a dis- 
cussion of what changes, if any, have taken place in 
the shoe industry during the past decade. The shoe 
industry would be unique indeed if changes could not 
be uncovered. Students of history all agree that in 
addition to death and taxes, we can always depend on 
having change. Not only is change inevitable, they 
say, but it occurs at an accelerating pace. In the shoe 
industry, this means that we may in the next decade 
expect as many changes as have taken place in the 
last twenty-five or fifty years. 

The purpose of this article is to point to some 
changes that have taken or are taking place in product- 
mix and merchandising within the shoe industry. 
Changes in shoe styles and constructions, changes in 
buying habits, changes in our concept of market areas, 
changes in our social life—all these together with a 
drive towards increased selling efficiency appear to 
influence the shoe business and the way in which it is 
conducted. 


Changes in Product-Mix 


It is no news to shoe people that very definite 
changes have taken place in both styles and construc- 
tions in most divisions of the shoe industry within the 
last ten years. Even within the last four or five, we 
have seen innovations. 

In the women’s field we have seen the emergence of 
the pointed toe in soft and high-cut constructions. This 
is a departure from the baby-doll rounded look and 
low-cut construction. The pointed look is the renais- 
sance of the style which was fashionable in the twenties. 
One feature, brand new to the industry, is the slender 
heel. This feature will perhaps have a strong influence 
for many years to come. 

Shoes in all divisions now fit better than they did 
ten to fifteen years ago. Formerly, the length of the 
vamp and tightening at the instep held the foot in place. 
Complete fit was not attained and many a sore foot 
resulted, especially when shoes were new. In recent 
years, lasts have been designed so that shoes conform 
to the entire foot—in the back, forepart and bottom. 
The use of softer glove leathers has made for closer 
and better fit. This may be one of the significant 
product changes of the past decade. This advance has 
undoubtedly led to an increasing consciousness, espe- 
cially among women, of the greater comfort built into 
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shoes. It may result, too, in an increasing awareness 
among men that the old “broken-in” shoe is not the 
only one that yields comfort; that a new shoe can give 
the same satisfaction. 

Unlike the women’s industry, men’s shoes have gone 
on for years with few style and construction innova- 
tions. But recently, we have seen the emergence of a 
new look in men’s shoes. This is the Italian style in 
which lightness and flexibility are the key themes. 
Softer leathers, a move towards cemented construc- 
tions, and lower cut are features that are destined to be 
with us for some time to come. The heavy-soled 
brogue is still with us, but is gradually giving way to 
the lighter types. Some retail outlets report as much 
as a drop of 20 per cent during the past season in the 
heavier, “old-standby” numbers. The past two years 
have shown that the lighter look in men’s shoes is more 
than a passing fancy for a select few. 

As men’s dress shoes move from the heavier to 
lighter constructions, we see also an interesting parallel 
in men’s work shoes, The “L’il Abner” type of work 
shoe is steadily decreasing except in those industrial 
areas where working conditions require them. With 
improved working conditions and greater safety and 
cleanliness in plants, the working shoe is becoming 
close kin to the casual and dress oxford types. 

Perhaps the most startling event of the last ten years 
has been the emergence of an entirely new market . . . 
the teen-age market. Before World War II teen-age 
girls’ shoes were cut-down versions of adult shoes or 
built-up versions of children’s shoes. According to 
NSMA Fashion Director Carolyn Sherwin, “This mar- 
ket is characterized by modes of dress that are espe- 
cially designed to appeal to the teen-ager. This began 
with the translation of the ballet shoe into the shell 
flat. The work of stylists and certain manufacturers 
in the ballet slipper field during World War II is re- 
sponsible for the development of this new market. To- 
day, teen-age girls prefer a number of different styles 
of soft shoes to the sturdier oxfords and saddles which 
were classic some fifteen years ago.” 

In the children’s division we find an increasing 
fashion consciousness from infants on up. Here, color 
and styling are generally adaptations of teen versions. 

In nearly all divisions we see the growth and devel- 
opment of the occasion shoe . . . shoes for specific 
sports such as tennis, hiking and fishing, for beach- 
wear, for leisure, and for special wear in various sec- 
tions of the country. Mrs. America wears casual shoes 
while she is shopping, another type at her garden 
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In Retail Shoe Selling... . 





Increased cost requires more mark-on for retailers. Promotional 
emphasis on higher priced lines within established brackets and the 
addition of better grade shoes help shift volume to more expensive items. 


NEW term that has entered the retail merchant’s vocab- 

ulary in recent years is “upgrading.” It has also 
become an essential part of shoe business’ terminology. 
Though fundamentally it’s supposed to involve “grading” 
values of the product, it’s actually more concerned with 
the pricing of the product. 

Traditionally, the price of a product was increased by 
the simple and obvious step of raising the price. In short, 
up-pricing to cover increased costs. Today it’s done by a 
much more subtle technique known as upgrading. This 
tends to avoid the merchant’s perennial fear of publicly 
announced “higher prices.” With upgrading, he arrives 
at the same destination via a back road. 

Now, there are actually two forms of upgrading that 
are commonly practiced today in shoe business—-in fact, 
in all business. The first form is this: let’s say a store 
carries these price brackets in a given line. The prices 
are $6.95, $8.95 and $10.95. Let’s say his markup is 44 
per cent on all three price brackets. Naturally, his gross 
and net profit return is greater on the higher than the 
lower priced shoes. 


Rising Costs Cut Profit 


Now, his operating costs are rising, cutting into his 
profit margins. He needs higher prices (or markon) to 
counter-balance the rising costs. But he doesn’t want to 
leave the impression that he has raised prices, fearing un- 
favorable reaction of his customers. Also, his advertising 
and merchandising have been established on those three 
price brackets, so he doesn’t want to move into an upped 
price bracket, nor does he wish to switch to a lower price 
line and thus lose the brand name with which his store 
has been associated. 

So here upgrading goes to work. His three price 
brackets previously had been divided as follows: 35 per 
cent at $6.95; 40 per cent at $8.95; and 25 per cent at 
$10.95. Now he re-aligns this arrangement as follows: 
20 per cent at $6.95; 45 per cent at $8.95; and 35 per 
cent at $10.95. 

He is still advertising his line at $6.95 to $10.95, and 
his windows show shoes in all three price brackets. How- 
ever, more shoes are shown and more vigorously promoted 
in the two higher brackets than in the lower bracket. And 
he finds his sales being made in proportion to this pro- 
motion—that is, now selling more shoes in the higher 
priced brackets than before, in ratio to his inventory. In 
this way he has covered his upped costs, maintained his 
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desired profit return, and all without changing his markon 
of 44 per cent. Also, though his customers (often without 
realizing it) are paying higher prices, they’re at the same 
time buying better grade shoes and getting better values. 

The second method of upgrading combines up-pricing 
with upgrading. There is much feeling (and tangible 
evidence) among retail merchants that an increasing num- 
ber of consumers are seeking better quality merchandise, 
and are willing to pay for it. Thus, many stores are up- 
grading their merchandise—that is, placing more pro- 
motional emphasis on better grade goods. At the same 
time this merchandise comes at a higher price, which the 
consumer expects. This, therefore, becomes another com- 
mon form of modern upgrading. 


Soundly Established 


The “trend” toward upgrading is now soundly estab- 
lished as a retailing practice. When did this practice 
begin? Upgrading isn’t new. Retailers have used it for 
many years. But only recently—in the past five or six 
years—has it become common practice, affecting an in- 
dustry or whole field of retail trade. 

But perhaps more importantly, how and why did up- 
grading take a real foothold? There are two big basic 
reasons. From the consumer viewpoint: the desire for 
better quality merchandise—a general upgrading of the 
consumer’s whole standard of living. 

From the retailer’s viewpoint: first, the necessity of 
conforming to consumer demand for better merchandise ; 
and second, in a period of inflation, to avoid as much as 
possible direct up-pricing in favor of the more subtle 


upgrading. 


The Consumer Influence 


Let’s take a look at the consumer’s role in this upgrad- 
ing trend. A number of important factors have made 
upgrading a significant part of our economy today. 
Briefly, let’s take an inside look at them. 

First, high and steady incomes. An old business axiom 
is that the quality of merchandise offered is based on the 
ability to pay. A high and steadily rising pattern of con- 
sumer incomes over the past decade has led to an in- 
creasing demand for better quality merchandise, and 
backed by the ability to pay. One of the major economic 
developments in all history is the “leveling out” of income 
that has occurred in the past decade in the U. S. For the 
first time in history a genuine mass middle-income class 
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The Changing Patterns .... 














Tue great exodus to Suburbia, which began shortly 
after World War II, has meant much more to the United 
States than a mere population shift from city to suburb. 
With it have come a new way of life for millions of 
people, the all-important rise of the suburban shopping 
center and a growing crisis for the city as a business 
center. 

The full impact of the move of the great American 
middle class from congested cities to outlying towns and 
villages can be partially glimpsed in the bare statistics. 
When in 1945 the U. S., for the first time, became a 
nation with a majority of homeowners rather than rent- 
ers, more of the former were located outside the city. 
Since then, a million families a year have been buying 
their own homes and most of the purchases have been 
in the suburbs. From 1950 to 1955 when metropolitan 
populations were increasing from 84,500,000 to 96,- 
100,000, city centers increased only 2,400,000. The 
rest of the 12,000,000 growth took place in the suburbs. 

Keeping pace with suburban population growth has 
been the soaring rate of motor vehicle registrations 
a truly vital factor in today’s merchandising and shop- 
ping habits. From a total 32 million in 1940, car reg- 
istrations have climbed to over 60 million in 1957. The 
effect upon crowded city streets, preposterously inade- 
quate parking facilities and deteriorating public trans- 
port has been devastating. Downtown business has 
been the real sufferer. 

Still another factor in the rapid expansion of middle- 
class suburbia has been the phenomenal climb of mil- 
lions of American families up the income ladder. Be- 
tween 1950 and 1956 the number of families with in- 
comes over $4000 per year jumped from 12 million to 
26 million—more than double. Since 1940, average 
discretionary income, or that left over after necessities 
have been paid for, has increased sixfold. By mid-1956, 
half of the nation’s 43 million families had a total an- 
nual income of $4783 or more. And the trend is still 
upward. 

It was the undeniable combination of these extremes 
—mushrooming suburban growth with depletion of in- 
town population, heavy traffic, inadequate parking and 
poor public transit—that prompted downtown depart- 
ment stores and retail chains to venture out of town 
after World War II. By 1951 the suburban branch had 
become the new frontier of American retailing. Along 
with the outward move came a radical change in shop- 
ping habits. 
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The exit to the suburbs has produced a growing crisis for the 
city as a business center but the picture is not all black. 


Thus in the past five years as store after store has 
opened suburban branches, regional shopping centers 
have become part of a new way of life. Their easy 
accessibility, plentiful parking, attractive, modern sur- 
roundings, informal atmosphere and convenience for 
family group shopping after working hours have earned 
them a definite place on the shopping scene. 

Part and parcel of the race for the suburbs has been 
the opening of a wide variety of shoe stores and shoe 
departments in the sprawling shopping centers. Espe- 
cially active have been the shoe chains, particularly the 
Big Five of A. S. Beck, Kinney, Edison Bros., Shoe 
Corp. of America, and Melville along with many fac- 
tory-owned outlets. Close to 80 per cent of big chain 
openings during the past three years have been fun- 
nelled into the centers and suburbs, All new department 
store branches have shoe departments as well. In a 
matter of five years a new era in shoe merchandising 
has come into being. As yet, its full impact is still 
indeterminate but few would deny its substantial influ- 
ence upon the record shoe production and sales of 
the past three years. 


The City Challenged 


Clearly, the direction has been outward. As suburbia 
prospered, downtown business has felt the impact and 
suffered. 
with intown stores both large and small moving out or 


So all-inclusive has the situation become, 


closing down by the droves, that the city’s future as a 
place either to live or shop has been seriously chal- 
lenged. Some say the battle has already been lost. Most 
say the city will never again recapture its lost pre- 
eminence. 

How all this affects and will affect the downtown shoe 
retailer is a problem only time will answer. But the 
answer is not far off. So swift has ben the growth of 
suburban shopping that its peak prospects for the next 
10 years at least are becoming evident. How close to 
that peak it actually will get and how much the down- 
town stores will have to do with this is really the crux 
of the answer. 

Curiously enough, the downtown shoe merchants are 
far from giving up the ghost. In fact, 90 per cent of 
those questioned by the RECORDER see a solid if not 
actually roseate future for city selling. And even more 
curious, this is particularly so among those merchants 
who are now operating both downtown centers and sub- 

[TURN TO PAGE 187, PLEASE] 
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See our exhibit— 
NATIONAL SHOE FAIR, 
BOOTHS 80-81 
EXHIBITION HALL, 
PALMER HOUSE 





Any shoe 

looks better... 
sells faster... 
displayed with... 


5 hy 
eG Wed Write for new catalogue. 


SHOE FORM CO. INC. Auburn, New York 
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an twnollalonu 
to all National Shoe Fair Visitors from... 


LA oun 


to preview the exciting new Spring Line 





You'll find the Dickerson exhibit in rooms #705-706-707 at the 
CONRAD-HILTON. (We've moved from the Palmer House.) 
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Make a note - Room 705 has been reserved as a 
Relaxin’ Room... just for you! NO SHOES, NO 
SELLING -- JUST RELAXIN’ ...so come on up 
and relax in style. We guarantee full comfort and 


good fellowship. 







a) 











hang (Business as usual in rooms 706 and 707.) 4 
Oi. . 












A national-brand portable television set And don't forget . . . Dickerson Shoes 
will be given away at our exhibit, too. have the plus of the 

So, be sure to register at the Dickerson 
exhibit at the Conrad-Hilton . . . you 
may be the lucky one. 
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* Guaranteed by @ 
Good Housekeeping 
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THE WALKER T. DICKERSON COMPANY 


326 S. Front St., Columbus 15, Ohio, CApital 4-1168 © In New York: 417 Marbridge Building 








@ If you're not attending the National Shoe Fair, see 
the Dickerson Spring Line at our New York office. 
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THE QUALITY LEATHER 


Soult 


bright and shining 
the exciting color 


for Spring and Summer 


smooth calf #515 


Rotolo to match #1320 


LEATHER Co. GIRARD, OHIO 
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Thi 
Ss product has no connection whateve, 





" with The Am: 





NATIONAL SHOE FAIR 
AND CRYSTAL ROOM 
PALMER HOUSE SELBY ARCH PRESERVER..ROOM 827 


The United States Shoe Corporation, Cincinnati, O. 
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MULTI-PURPOSE STOCK and 
CARRY-OUT SHOE BOX 


From the Shoe Manufacturer — to the Retailer — to 
the Consumer, im the same package. Saves 
handling time, wrapping material and home deliveries. 
The modern way to merchandise shoes, advertise 
your brand and build extra sales. 


Conlert Pak 
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See them 


ON DISPLAY AT THE 
NATIONAL SHOE FAIR 
PALMER HOUSE, BOOTH 68 


or 


write for samples and details 


7 MENDLE BOX WRAP AND LABEL 
CORPORATION 


Fe: _— ~ f 
AN 8110 Eager Road St. Louis 17, Mo. 











J NATIONAL SHOE FAIR 
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_. . Marks of Distinction In Fine American Footwear 
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For the first time at the Chicago Shoe Fair you can 
















have a one-stop look at America’s major brands of 


men’s, women’s and children’s footwear. 
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You'll see— 







Complete new lines for Spring 1958 
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The Brown Franchise story 


Manufacturing techniques 
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Preview of 1958 Advertising Campaigns 
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Shoe Retailing, Marketing and Profit studies 





A center of hospitality 
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St. Louis... Makers of: Air Step * Buster Brown ° 
Glamour Debs by the makers of Buster Brown 


Y, 
* Official Boy Scout Shoes * Official Girl Scout / 
O i i } al ' Shoes ° Life Stride * Westports by Life Stride ¢ 
Naturalizer * Pedwin * Propr-Bilt * Risque ° 
Robin Hood * Robinette * Roblee 
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aD es —? Step-ahead Styling 


\ Be Superior Quality 
\ ee 7 Em Superb Fit 
Fe Extra Long Mark-Up 















Ray W. Bell Perrie J. Smith 
Dick Steele 
Wyatt H. Virgilio 
Arthur C. Yukon 





Jessie W. Drew 
Art A. Kuhnert 
Earl McNeil 



















Come see for yourself 


NATIONAL SHOE FAIR | | how Pennant fills 
CHICAGO | the four “musts” that 


| 
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are all-important 
October 27-30 


Conrad Hilton Hotel 
964-966- 964A-966A 


to your profit picture. 
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PENNANT SHOE COMPANY 


Div. of International Shoe Co. « St. Louis 3, Mo. 
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CL Lowe Labelle _.. Marks of Distinction In Fine American Footwear 
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Refreshing... 
Spirited... 


IMPORTANT 





SPRING 


PERSONALITIES 


VISIT US...NATIONAL 
SHOE FAIR...Conrad 
Hilton Hotel ¢ Rooms 

604A, 605A, 607A, 609A— 

Palmer House ¢ Room 806 


Vitality’s New Lines for 
Spring Will Be Displayed 
at Other Shoe Shows, 


Including : NEW YORK 
(Sheraton-McAlpin Hotel) 


BOSTON ® SEATTLE @ ATLANTA 
KANSAS CITY @ DETROIT 
ST. PAUL ® DALLAS 
LOS ANGELES @ INDIANAPOLIS 


shoes 


FAMOUS FOR FASHION AND FIT *10.95 to 13.95 


sie 


Vitality Wanderlust Styles, from $8.95 


VITALITY SHOE COMPANY, Division of International Shoe Company, St. Louis, Missouri » New York Office: Room 914, Marbridge Building, 47 West 34th Street 
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Trim Tred 


Queen Quality 


Paramount 


Camille Designs 


L obi 


Patent Their Silhouettes. . . 


Tweedie 


Carmellete 


ITH PATENT PENDING as the neutral factor in 

spring collections, this classic glossy black finish is 

used to illustrate the wide variety of silhouettes in 
which St. Louis designers believe. Pumps, of course, head 
the list—tapered, pointed and most excitingly, pointed and 
squared-off. With warmer spring weather ahead, the san- 
dalized pump becomes the big thing—open shanks and san- 
dalized vamps (the toes still closed-in) exemplify this trend. 
In the “Anything-But-Pump” category, almost everything 
goes—closed toe slings, open toe, open back slings, T-straps, 
criss-cross straps, stripping sandals, barebacks and even 
thongs. Very new is the banded sandal with a closed toe. 
Apart from silhouette, it’s a patent-plus season . . . patent 
plus faille or satin, patent plus white or off-white, patent plus 
two other materials for a Tri-Color effect. 


Miss Deb 


Johansen 





Vitality 
Accent 


Town & Country 


T ALL STARTED WITH CHANEL and her 
emancipation of the feminine silhouette via 
overblouses, loose jackets and pleated skirts. 

This wonderful expression of studied casualness, 


so unrestrained in its elegance, now has been in 
terpreted in footwear bearing “The Relaxed 
Look.” St. Louis designers express ease of de- 
sign in draped effects and delicate folds . . . in 
strategically placed instep straps and newly cut 
T-straps .. . in Theo, Ascot and string ties . . . in 
freshly conceived spectator details. Traditional 
is well as untraditional materials are used to fos- 
‘the lock.’ Classics include calfskin, patent 
and kid. Newer are the finely grained leathers, 
plushy leathers, ranchide and even plastic stripped 
faille. Black and white is a top 
combination, printed leathers often 
carrying this theme. 
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Here is why one of 
America’s largest and 
finest department stores 
just bought 


(een (hdbiy 


Sometimes someone else can tell your story better than you 
can yourself. In introducing Queen Quality Shoes to their 
own sales staff, one of America’s largest and finest depart- 


ment stores told the Queen Quality story like this: 


“We want you to know why we bought the new Queen 
Quality line and we want you to know what we think it 


will do for all of us. 


‘Some time ago it became apparent that we would have to 
rebalance our brand line presentation. One major resource 
was in operating difficulty and the second one was moving 
rapidly into the very high style field. We needed to strength- 
en the heart part of our business - - the mid-heel, mid-style 


and mid-price range. 


“After a long, careful study of the brand lines in the $10.95 
to $12.95 range, we selected Queen Quality as the NEW 


See your Queen Quality representative, or write: 


Line because it best filled the qualifications we laid down. 


These are in essence those qualifications: 


“1. The line to be selected had to meet and beat competition 
in its price field for value. People expect to get more 
for their money in our store and Queen Quality shoes 


will give it to them. 


‘2. The line had to be right today on quality of materials, 
on fit and on styling. QUEEN QUALITY IS. 


. The line had to cover the entire range of heeled styles 
but its real strength had to be in trimly styled, accurate 
fitting, quality-made mid-heel shoes. It had to have pro- 
motable “idea” shoes so that we could build a lot of 
new brand name customers quickly. It had to have “‘sale 
saver” shoes. QUEEN QUALITY HAS THESE SHOES. 


QUEEN QUALITY 
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DIVISION OF 





READ WHAT THE SHOE MERCHANDISER 
SAYS ARE THE STORES’ REASONS 
FOR BUYING THE QUEEN QUALITY LINE: 


“Strengthens the heart part of our business.” 






“Right on quality, fit and styling.” 


“Alive and dynamic -- growing in 
importance in the industry.” 


“Made by a reputable, 


established manufacturer.” 


“More for the money in the 


g —9 ? a9 range.” 


“4. The line had to be growing in importance in the in- 
dustry - - it had to be alive and dynamic. QUEEN 
QUALITY IS. It has enjoyed tremendous growth in the 
past few years. 


5. The line had to be made by a reputable, established 
manufacturer. QUEEN QUALITY IS. The International 
Shoe Company is, as you know, the biggest and_ best 


ws 


operated manufacturing business in the shoe industry. 
Its principals understand and respect the way we wy to 


serve Our Customcrs. 


“6. 


o 


Most important of all, the line had to add neu: business 
for the department. Neither you nor | gain a single 


thing if we merely sell one shoe in place of another. 


We've got to sell more pairs of shoes in total to really 
grow and make more money. QUEEN QUALITY 
WILL SELL MORE SHOES. 
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INTERNATIONAL SHOE COMPANY 


“We are confident that Queen Quality shoes, because they're 
right for the job, will build new business quickly, chat they 
will build ‘come back’ customers (the best customers in the 
world), that they will increase our cotal business substantial- 
ly and, most important of all to you, Queen Quality shoes 
will offer you a chance to increase your sales and earmings 


in an important way.” 


That's it, word for word. Want to strengthen “the heart 
part of your business”? Build “‘come-back customers” with 
a line that’s “alive and dynamic - - growing in importance, 


“made by a reputable, established manufacturer’’? 


SEE THE COMPLETE QUEEN QUALITY LINE 
FOR SPRING AT THE NATIONAL SHOE 
SHOW, ROOM 700, CONRAD HILTON 
HOTEL, CHICAGO, OCTOBER 27 THRU 30. 


SAINT LOUIS, MO. 
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It's a simple one...a move that brings you the newest in fashion footwear ...styles 
with attention-getting originality...backed with promotional ideas that create 


sales, not merely talk! 


All these are yours with BAREFOOT ORIGINALS, DEB and CARMELLETES shoes 
...Shoes you'll love for the way they sell to women who love the way they look 
and feel! Come see them...and if you're not already among America’s greatest 
retailers of these lines, you can join them easily. It’s your move... 
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Swots FOR THE LOVELY 
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WOLFF SHOE MFG. CO. CARMO SHOE MFG. CO. DEB SHOE CO. 
Conrad Hilton Hotel Conrad Hilton Hotel Conrad Hilton Hotel 
Rooms 512A-557A Rms. 500-504A-505A-507A-509A Williford Room, Parlor C 

Factory: 2511 Sullivan Office: 2128 Washington Office: 2128 Washington 

St. Lovis, Mo. St. Louis, Mo. St. Lovis, Mo. 


We'll Be Seeing You At The Regional Shows, Too! 
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Tweedie Footwear Cc 
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Paradise 


Velvet Step 






DeLiso Debs 









Peacock 










: 
Lesiqnous 
Exploit the Brilliance of Color 


HERE IS NOTHING MOUSY about the way 

St. Louis designers have played color for 
spring-summer. By combining two, three 

and even four colors in a wonderfully mad way, 
they come up with designs that will have a strong 
promotional impact at retail. As a solo, bright, 
bright red is the fashion favorite. And in a similar 
manner, many firms emphasize a bright medium 
blue. These reds and blues team up with white or 
hone for one of the many striking tri-color effects 
being featured. Red also is used as a brilliant 
accent for pink suede or kidskin. Of the high 
colors, melon appears most frequent—alone, with 
white or in a multi. There are many pinks, some 
yellows and a few pastel blues and greens—these 
again used singly or in combinations. 












Delmanette 
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e Different 






Nite-Aires 









Life Stride 





when they see the exciting and the unusual—witness 

the success of floral prints and harlequin effects. Mind- 
ful of this, St. Louis designers have shown imagination and 
scope in developing novelties for summer ’58 selling. In one 
mood, they laud the Provincial Look with hand-crafted fab- 
rics such as hemp and pettipoint. In another they offer the 
Silken Look via floral prints, stripes and solid-toned shantung. 
A few houses offer a luxurious printed leather—mille de fleur. 
Lace meshes tell a conservative but novel story, while straws 
and rafhas team with cork for casuals. Not to be overlooked 
is vinyl—a material that seldom takes markdowns. It is 
freshly presented in combination with leather or prints in very 
bare looking shoes. Novelty trimmings in a tailored mood 
include rick rack, raffia and lacings:. 


S wien 1957 AT RETAIL proved women will buy 
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Translate the Classics 


Buster Brown 


Ee 


H op-scotch 


IME WAS WHEN A SAD- 
DLE was a saddle, and a 
loafer—well, just a loafer. 
Today, in an effort to keep pace 
with the whimsical fashion de- 
mands of youngsters, designers 
continue to offer the classics— 
but, classics a la difference. Sad- 
dles have Ivy League straps that 
speak a clue . . . fastened they say 
“Going Steady,” up “I’m Fancy 
Free.” The newest saddles have 
a “side saddle” treatment. Moc 
types for girls are perfed in the 
way of spectators... for boys, 
they are handsomely secured with 
a new French Lok. The most news- 
worthy trend is to cement-con- 
structed suit shoes for occasions 
between school and parties. Oft- 
times made with mock extension 
edges and stacked heels, these “in- 
betweeners” incorporate fashion- 
able collar treatments, buckled 
straps and ties. Material-wise, the 
classics are executed in elk, kip 
and calf—in almond, cottonwood, 
flight and Comanche red. White 
and pastel bucks make news. For 
boys, black continues to overstep 
brown, with black and white an 
important combination. 


College Hill Sports 





Baby Deer Cameos EW LASTS SHAPE THE 
FUTURE of the girl’s 
dress shoe business. Al- 

most without exception, Missouri 

manufacturers have adopted slim- 

mer tyes. Most favor gentle taper- 

ing that expresses full regard for 

fit; a few, whose lines extend to 

teenagers, have gone more ex- 

treme. Among the lasts is a 

squared-toe. While pumps domi- 

nate collections, the T-strap is a 

definite trend. Where used, the 17 

is treated as the fashion focal 

point to offset juvenile opposition 

to straps. Covered heels are 

strong, but the increasing demand 

for flat leather heels on the dres- 

siest of patterns is recognized. 

Frou frou ornaments are shown in 

profusion, but the trend is to more 

Cis restrained decor — bows of all 
Little Deb “en kinds, appliques and self collars 
: simply treated with buttons or a 
single pearl. Black patent and 

smooth white vie for top favor. 

with blue, pink and red considered 

very important. Tri-color effects 

(red, white and blue — yellow. 


pink and blue on white) have 
strong appeal. Texture-wise, wild 
rice and smaller grains are im- 
portant. In materials, there are 
pettipoint prints and a washable 
nylon satin said to have the du- 
rable qualities of nylon velvet. 
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don’t just wish 


for more sales 


BRING IN THE LINES 
THAT BRING OUT MORE 
CUSTOMERS EACH SEASON 
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‘ NATIONAL SHOE SHOW, OCTOBER 27-3 
CONRAD HILTON HOTEL, CHICAGO 
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TOBER-SAIFER SHOE MANUFACTURING COMPANY, INC. ¢ ST. LOUIS 3, MISSOURI 
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ALY-GU. 


Reg. U.S. Pat. O 


TV Fashion Show STARS 


Want our autograph? Smart mothers do! They want 


our Lazy-Bones autograph in their children’s shoes! 





(The youngsters are pretty keen about it, too.) And 
the most popular TV stars of all are the Lazy-Bones 


styles pictured right on this page! 


THE JUVENILE SHOE CORPORATION 
OF AMERICA 
Aurora, Missouri 


PRINTED IN U.S.A. 
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* more. mothers 


are putting more | 


MOPLe mothers are admiring L Al, VB ONES { | 


full page, full color ads in 


P. AREN TS’ magazine! 






because 








Yes, full page ads in full color! Take another 


look at the beautiful example on the reverse 





side of this page. Think mothers will notice it? And 
remember it? You bet! Especially Parents’ 
Magazine readers, with two, three, four 


and more children! 





Don’t forget: when it comes to 
shoes for youngsters, mothers still 
make most of the decisions. And 


they’ll decide on Lazy-Bones! 


and that’s why ( 


MOPE retailers are making mor 





ge A i” 


Aurora, Missouri 
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because 
MOPLFe mothers watch LA/, VE ONE g 


Reg. U. S. Pat. Off. and Canada 


network TY advertising on 


NBC-TY’s “TODAY” program! 


Style-conscious mothers watch for the popular 
small-fry fashion shows on “TODAY”. And what 
do they see? Lazy-Bones! And then what? Right after 
the dramatic fashion show, toward the conclusion 
of the powerful Lazy-Bones commercial, in each 
city they see the names and addresses of the stores 


that sell those smart, new Lazy-Bones styles! 


Youngsters just love Lazy-Bones’ 


smart styles, bright colors... the way they 


‘feel so good’’! Wise moms appreciate Lazy-Bones'’ 


superb fit, genuine Goodyear welts and 
fine, soft leathers — so important to active, 
young feet! Sizes 4% to 8, $5.50; 8% to 
12, $6.50; 12% to 4, $7.50; larger 


sizes, $7.95 and $8.95. 


LAZY-BONES DIVISION, Juvenile Shoe Corporation of America, Dept. P-9, 1221 Locust St., St. Louis 3, Mo. 





(Above, the current Lazy-Bones national magazine advertisement) 


THE JUVENILE SHOE CORPORATION 
OF AMERICA 


Aurora, Missouri 


National Shoe Fair, Chicago, October 27-31: Palmer House, Rooms 888 and 889 











(Clinics’ current national magazine advertisement, above) 


THE JUVENILE SHOE CORPORATION 
OF AMERICA 
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National Shoe Fair, Chicago, October 27-31: Palmer House, Rooms 888 and 889 
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The Clinics market is a vast market, a 
day. More women are employed than 

out of every thirteen works in uniform. | 
medical assistants, dental assistant: 
resses and other “young women in w 
good judgment exercised by hundreds 


istered nurses. They know, they prefer 
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: BEN RE see 
et, and it’s growing every waitresses doctors’ assistants 
than ever before, and one beauticians dentists’ assistants 
rm. in survey after survey, manicurists dieticians 

stants, beauticians, wait- masseuses - Chemists 

in white” show the same attendants pharmacists 

reds of thousands of reg- housekeepers food processors 
refer, they buy CLINICS! domestics technicians 


-AND POWERFULLY-ADVERTISED 


$sion earns Our continuing respect. To all women in white, 
urse is both an ideal and a symbol of prestige and authority. 
g, therefore, honors the nurse. We are grateful for 

> loyalty to Clinics and for her influence on the countless 


nen in white who wear “the nurse’s shoe... Clinics!” 


VAL OF NURSING 
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#416 Black glazed kid 


#305 Full grain white soft glovelk gore step-in 
Light weight cush-n-crepe sole 


77 last—unlined 
Sizes 6 —10 AAAA 
5 —10 AAA 
4r—-10 AA A 
34-10 BC 


#422 Full grain white soft glovelk 
Flexible buff leather sole—12/8 white heel— 
nap toplift 
80 last—unlined 
Sizes 6%2—10 AAAA 


6 —10 AAA 
5 —10 AAA 
4 —10BC 
5 -10D 


#300 White glovelk 
White cush-n-crepe sole 


77 last—unlined 
Sizes 6 —10 AAAA 
5 —10 AAA 
4%2—-10 AA 
4 -—10A 
3%—-10 BCD 


#310 White glovelk 
White cush-n-crepe sole 
77 last—lined 
Sizes 6 —11 AAAA 

5 —11 AAA 
4%—11 AA 
4 —l1A 
3A-11 BC 
FA-—10 D 


#401 White glovelk 
White nap sole—spring heel 


68 last—lined 
Sizes 6 —12 AAAA 
5 —12 AAA 
42-12 AA 
4 -12A 
3%2—12 B 
4 -12C 


#402 White glovelk 
Leather sole—8/8 white heel—nap toplift 


68 last—lined 
Sizes 6 —12 AAAA 
5 —12 AAA 
4¥%2—12 AA 
4 -12A 
3%:—12 B 
4 -12C 


#404 White shrunken brogandi kid 
White napline sole—12/8 white heel—nap toplift 


79 last—lined 
Sizes 6 —10 AAAA 
5 —10 AAA AA 
42-10 A 
3%—10 BC 


#405 White shrunken brogandi kid 
Leather sole—12/8 white heel—nap toplift 
79 last—lined 
Sizes 6 —10 AAAA 
5 —10 AAA AA 
42-10 A 
3%—10 BC 


GENUINE GOODYEAR WELTS 


#408L White suede kid 
White napline sole—12/8 white heel—nap toplift 


73 last—lined 
Sizes 6 —10 AAAA 
5 —10 AAA AA 
4 -10A 
3A-—10 BC 


#409 White glovelk 
White nap sole—spring heel 
77 \ast~unlined 
Sizes 5 —12 AAA AA 
4\,—12 A 
3%—-12 BC 


#411 White glovelk 
White nap sole—spring heel 
68 last—unlined 

Sizes 6 —12 AAAA 
5 —12 AAA 
4\%2—12 AA 
4 —12A 
3%—-12 BC D 


#429 White glovelk 
Vinylast conductive sole—8/8 white heel— 
nap toplift 
68 last—unlined 
Sizes 6%2—11 AAAA 
6 —11 AAA 
5 —11 AA 
44-11 A 
4 —11BC 


] #418 White shrunken brogandi kid 
White napline sole—12/8 white heel—nap toplift 


73 last—lined 
Sizes 6 —12 AAAA 
5 —12 AAA AA 
4 —-12A 
3%—12 BC 
4-11 DE 


#420 White glovelk 
White napline sole—12/8 white heel—nap toplift 


73 last—unlined 


Sizes 6 —12 AAAA 
5 —12 AAA AA 
4 -12A 
3v2—12 BC 
42-11 DE 


White glovelk 
White napline sole—12/8 white heel—nap toplift 


73 last~—unlined 
Sizes 6 ~—10 AAAA 
5 —10 AAA AA 
42-10 A 
BA-—10 BC 


White glovelk gore step-in 
White nap sole—spring heel 
68 last—unlined 
Sizes 6 —11 AAAA 
5 —11 AAA 
4%a—11 AAA 
3%—11 BC 


White glovelk 
White nap sole—8/8 white heel—nap toplift 


68 last—unlined 
Sizes 6 ~—11 AAAA 
5 —11 AAA 
4'%2—11 AA A 
BA—11 BC 


White glovelk with white nylon mesh 
White nap sole—spring heel 
77 last—lined 
Sizes 5 —10 AAA AA 
4h—10 A 
4 —10BC 


GENUINE GOODYEAR WELTS 








#416 Black glazed kid ‘ 
Leather sole—12/8 leather heel—rubber toplift 


73 last—lined 
Sizes 6 —10 AAAA 


5 —10 AAA AA “CUNY 


CLINIC OFF-DUTY STYLES Pg Wop SHOR 
Reg. U. S. Pat. Off. and Canada Whit. : . 


#1714 Antiqued tan ful! grain calfskin 
* Leather sole—12/8 leather heel—rubber toplift 
73 last—lined 
Sizes 6’2—11 AAAA -. 
5 —11 AAA AA 
4-11 A 
4 —-l11BCDE 


#1715 Black full grain calfskin 
> Leather sole—12/8 leather heel—rubber toplift 
73 last—lined 
Sizes 6%2—11 AAAA 
5 —11 AAA AA 
4%—11 A 
4 -11BCDE 


#1716 Antiqued tan full grain calfskin 
Leather sole—12/8 leather heel—rubber toplift 
79 last—lined 
Sizes 6 —10 AAAA 
5 —10 AAA AAA 
3%—10 BC 


#1717 Black full grain calfskin 
Leather sole—12/8 leather heel—rubber toplift 
79 last—lined /; 
Sizes 6 —10 AAAA 


H 
5 —10 AAA AAA LL] 
3¥%4—10 BC ber Cog Nic SHO 


Oe Can, 
#1720 Brown full grain soft glovelk Wry jing iY, % 
Flexible buff leather sole—12/8 leather heel— Mave if Oor Men 


rubber toplift u 
80 last—unlined Sa, Ap 
Sizes 6%2—10 AAAA 
6 —10 AAA 
5 —10 AAA 
4 -—10BC 
5 -10D 


#1721 Black full grain soft glovelk 
Flexible buff leather sole—12/8 leather heel— 
rubber toplift 
80 last—unlined 
Sizes 6%2—10 AAAA 


6 —10 AAA 
5 —-l10 AAA 
4 —10BC 
5 —10D 
FOOTHRILLS 


Reg. U. S. Pat. Off. and Canada 


#330 Kismet brown glovelk 
Almond cush-n-crepe sole 
77 last—unlined 
Sizes 5%2—10 AAA 


5 —10 AA 
4%—10 A 
4 -10BC ° 


#332. Red glovelk 
Red cush-n-crepe sole 
77 last—unlined 
Sizes 5%2—10 AAA 
5 —10 AA 
4-10 A 
4 —10BC 


#333 Benedictine glovelk 
Almond cush-n-crepe sole 
77 \ast—unlined 
Sizes 5%2—10 AAA 


5 —10 AA 
4\%2—10 A 
4 —10BC 


#335 Haze glovelk 
Green cush-n-crepe sole 
77 last—unlined 
Sizes 5%2—10 AAA 
5 -—10 AA 
42-10 A 
4 —10BC 


GENUINE GOODYEAR WELTS 





THE JUVENILE SHOE CORPORATION 
OF AMERICA 
266857 PRINTED IN U.S.A. AURORA, MISSOURI 





*Illustration and verse from the delightful new children’s book 

“All My Shoes Come In Twos” by Mary Ann and Norman Hoberman, 
courtesy of Little, Brown & Co., publishers.. 

**Pardon us for changing the last two lines slightly. 


October 15, 1957 


“There are so many 
kinds of shoes 
It’s hard to know 
which ones to choose 
For home, for school, 
for work, for play, 
For dressing up 
or every day. 
Some shoes are worn 
in certain seasons; 
Some shoes are worn 
for other reasons: 
Because we’re warm, 
because we’re cold, 
Because we’re young, 
because we’re old, 
Because of different 
things we do. 
(Because our mothers 
tell us to.) 
Some shoes are 
mainly worn by girls; 
Some shoes are 
mainly worn by boys;...” 
For boys or girls, 
you'll find your shoes 
In Trimfoot’s rooms, 


AND ALL IN TWOS!** 


ROOMS 601, 602 
THE CONRAD HILTON 


AND BABY DEER SHOES 


Trimfoot Company « Farmington, Mo. 
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66 REATION of foot- 
wear both beauti- 
ful and useful con- 

tinues to be first aim of the 

St. Louis shoe industry. In 


the styling of our fine brand- 
ed lines, we constantly strive 
for a balanced emphasis. At- 
tention is pro-rated, not only 
to fashion and all it con- 
notes, but also to quality of 
materials, skill of craftsman- 
ship, and soundness of mer- 
chandising. The lines on 
display in St. Louis show- 
rooms are representative of 
our city’s impressive partic- 
ipation in the shoe industry. 
This participation grows im- 
portantly from season to sea- 
son, year to year. Our brand 
names continue to stand on 
the solid foundation that 
sets St. Louis apart as the 
nation’s principal center of 
branded shoes.” 


LESTER TOBER 


PRESIDENT 
St. Louis Shoe Manufacturers 





A Classified 


MEN'S SHOES 


CITY CLUB—dress and casual 
types for men and boys 
stressing light weight flexible sole 
shoes built over continental type 
lasts . . . using a four-color spread 
in Esquire, plus ads in Sport, col- 
lege newspapers, local market 
newspapers with dealer listings 

. men’s sizes to 12, few to 15, 
$10.95 to $20.95 . . . boys’ sizes 
1-6, $8.95. Peters Shoe Company, 
division of International Shoe 
Company. 


CONFORMAL — tailored styles 
for men . . . featuring a special 
self-conforming insole for comfort 
. sizes to 14, AAA-E, some 
AAAA-G, $19.95 and $22.95. 
Roberts, Johnson & Rand division, 
International Shoe Company. 


HY-TESTS—safety shoes 

with anchor-flange steel box toe 
. . styles include oxfords as well 
. new “Nok-A-Bout” 


safety shoe designed for protec- 


as boots. . 


tion from power mower hazards 
... AA-EEE, sizes 4-15, $8'95 to 
$16.95. Hy-Test Safety Shoe di- 
vision, International Shoe Com- 
pany. 


* JOHN C. ROBERTS—men’s and 
boys’ dress and casual shees . . . 
playing up continental type lasts 
and light weight flexible soles for 

. advertising in Esquire 

for March, plus TV spots pre- 


ceding sports events . . 


spring . . 


. full size 
range, retail $8.95 for boys’, 
$10.95 to $20.95 for 


Friedman Shelby division, Inter- 


men’s. 
national Shoe Company. 


KINGSWAY — dress and casual 
shoe styles for young men and 
boys . . . featuring Ivy League 
influence in teen and college styles 

. . continental type lasts in young 
. light- 
weight casuals with cushion crepe 
soles . . . full page ad in Sport for 
May .. . boys’ $6.95 to $7.95, 
men’s $7.95 to $9.95. Friedman 
Shelby 
Shoe Company. 


men’s dress patterns . . 


division, International 


PEDWIN—PEDWIN, JR.—dress 
and sport footwear for men and 
boys ... also PEDWIN SQUIRES 

. all stressing new, lighter, 
style-flex construction . . . cool 
ventilated woven types . . . Ivy 
League touched saddles and white 
bucks . . . slip-ons, gores . . . 





A reference guide to St. Louis brands has been compiled for retailer use in 
checking the spring lines on display at the National Shoe Fair. In each case, an 
attempt has been made to give retailers a special spring season summary of what 
is new stylewise. Each brand paragraph carries a brief description of the type of 
footwear represented. The name of the producing company has been added, along 
with the approximate retail price bracket and general size range. 


A thumbnail sketch of special promotions for the new season has been included 
where the firm’s plans have already been formulated. Omission of a brand in the 


following list indicates that information was not available. 


A word about prices. Retail price brackets have been set out for most of the 
brands. These prices are shown only as approximations, subject to change, and 
are in no way to be considered final or definite. 


Retailers who judge the colorful parade of St. Louis-made shoes will reaffirm 
the slogan of the St. Louis Shoe Manufacturers Association, “Shoes That Sell.” 


Directory of Spring Fashions 


novelty fasteners . . . promoting 
via sleek Sports Car theme . . 

boys’ retail $7.95 to $9.95, men’s 
$8.95 to $10.95. United Men’s 


division, Brown Shoe Company. 


RAND — sports, business, dress 
shoes for men and young men. 
RAND ROCKET JR.—for boys 

. stressing tailored refinement 
in lighter weights, dressier types 

. complete shoe wardrobe . . 
basic conventional patterns in- 
cluded . . . using series of ads in 
Esquire, Time and Newsweek, plus 
window features, direct mail 
pieces for local level tie-in . . 
men’s sizes to 12, many to 14, 
some to 15, $10.95 to $20.95... 
boys’ $8.95. Roberts, Johnson & 
Rand division, International Shoe 
Company. 


RANDCRAFT — business, sports, 
casual, dress shoes for men and 
young men. RANDCRAFT JR.— 
for boys .. . primarily for young 
men’s category . . . playing up 
lighter weight, more neatly trim- 
med, and dressier types for spring 
. . . using ads in Sport, plus radio 
spots by Dick Groat, Pittsburgh 
National League baseball star . . . 
men’s sizes to 12, $7.95 to $9.95 
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... boys’ 1-6, $6.95 and $7.95. 
Roberts Johnson & Rand division, 
International Shoe Company. 


ROBLEE—dress and casual styles 

featuring black for strong 
volume . . . smaller print shrunken 
leathers . . . 
shrunken leather and __high- 
polished smooth calf . . . extra 
flexibility, trimness . . . wide size 
range, $10.95 to $18.95. Roblee 
division, Brown Shoe Company. 


combinations of soft 


STAR BRAND—work shoes and 
sport boots for men and boys .. . 
featuring insoles for cushionized 
comfort special job-rated 
shoes . . . oxfords, regular six- 
inch cuts, sports, service boots . . . 
moisture repellent leathers . . . to 
size 12, many to 13 and 14... 
widths from A’s to G’s, $5.95 to 
$22.95, depending on kind and 
type. Roberts Johnson & Rand 
division, International Shoe Com- 
pany. 


WESBORO — casual and dress 
patterns for young men and boys 
. . . playing up new leather .. . 
new wood , . . slimmer patterns 

. combinations of grain and 
smooth in various color combina- 


tions . . . also conventional types 


. new pointed type lasts added 
to standbys . . . men’s sizes to 
12, $7.95 to $9.95 . . . boys’ 1-6 
$6.95 and $7.95. Peters Shoe 
Company, division of Interna- 
tional Shoe Company. 


WINTHROP for men, WIN- 
THROP JR. for boys . . . includ- 
ing trim, lighter weight tailored 
types along with basic conven- 
tional patterns . . . complete shoe 
wardrobe for sports, dress, casual, 
business wear... men’s sizes 5-15, 
AAA-EEE, $9.95 to $19.95... 
boys’ sizes 1-6, A-E, $7.95, $8.95. 
Winthrop Shoe Company, division 
of International Shoe Company. 


WOMEN’S SHOES 
ACCENT, QUOTATIONS—fash- 
ion shoes, casuals, flats, complete 
line for women’s budget fashion 
operation . . . playing up color in 
dress patterns, including bright 
prints . . . little heels, pointed toes 

opened up and thong-type 
casuals . . . featuring Ivy League 
saddle variations and flat strollers 
with modified pointed toe 
retail price bracket from $6.95 
for flats up to $12.95 for dress 
pairs. Accent Shoe Company. 
division of International Shoe 
Company. 

[TURN TO PAGE 175, PLEASE | 
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WEBER SHOE COMPANY, INC., TIPTON, MO. 
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of Spring Fashions 


(CONTINUED FROM PAGE 173) 


ACTIVE DUTY — nurses footwear 
exclusively ... featuring a new step-in 
type shoe for spring . . . stressing 
lightweight construction . . . complete 
size range, retail price $7.95 to $10.95. 
Deevers Shoe Company. 


AIR STEP—women’s dress shoes, 
casuals and service shoes . . . present- 
ing a new punched pig treatment in 
walking and sports pairs . . . tapered 
toes on five heel heights . . . expanded 
Soft Touch program, using soft toes, 
soft counters, special flexible soles .. . 
featuring straw stripping materials 

. Life advertised . .. sizes 2%-12, 
$8.95 to $12.95 retail. Air Step division, 
Brown Shoe Company. 


BARE FOOT ORIGINALS — wom- 
en’s fashion footwear, dress types... 
using squared-off pointed toe in modera- 
tion .. . playing up thin, thin heels, 
aluminum and electroplated .. . san- 
dalized treatments in patent, red, bone 

. pointed toe insoles . . . sizes 
AAAAA-C, 8-12, about $18.95 retail. 
Wolff Shoe Manufacturing Company. 


CAMILLE, DaVENCI— women’s 
fashion footwear . . . featuring the 
high fashion look in silhouette and ma- 





terials . . . thin, thin heels, squared off 
points. Sizes AAAA-C, 4-10... retail 
price bracket $16.00 to $18.00. Camille 
Designs, Inc. 


CANGEMI COEDS—women’s “in- 
spirational” fashion shoes . . . playing 
up printed silk fabrics for spring, with 
emphasis on multicolored florals . . 
patent and red calf... needle toes on 
thin heels . . . retail approximately 
$12.95. Tober-Saifer Shoe Company. 


CARMELLETES, DeANGELO — 
women’s fashion pairs . . . featuring 
new printed linings to give shoes com- 
plete, finished look . . . stressing pat- 
ent, red in all textures, off-white, 
brighter-than-navy blue . . . fabrics, 
multi-tones, closed toe slings, T-straps, 
pointed and tapered toes, 18/8 and 
higher .. . retail from $14.95, sizes to 
12, AAAA-C. Carmo Shoe Manufactur- 
ing Company. 


CLINIC SHOE—“For Young Wo- 
men in White” ... also CLINIC OFF 
DUTYS, same except in black and 
brown ... stressing new gore loafers 
of soft Glovelk ... Cush-N-Crepe... 
flat tread soles ... sizes from 3%-12, 
AAAA-E .. . retail $8.95 to $10.95, 
conductive soles $12.95. The Juvenile 
Shoe Corporation of America. 


COLLEGE HILL SPORTS, COL- 
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CHICAGO... AND 


SHOES, 


CONFETTIS, 


LEGE HILL JUNIORS, DATERS by 
COLLEGE HILL—sport type casuals 

. featuring a very new version of the 
saddle oxford for spring, called the 
“side saddle” . . . plenty of tapered toes 

. lightweight flexibility stressed . . 
complete size range, retail $6.95 to 
$8.95, according to type. Deevers Shoe 
Company. 


CONFETTI’s, PARADISE — wo- 
men’s fashion and dress footwear .. . 
using a new pointed toe last on 12/8 
heel in CONFETTI line . . . playing 
up a riot of color for spring, including 
printed silks, florals, stripes, diagonal 
patterns . .. all heel heights repre- 
sented, 19/8 down in CONFETTI, 19/8 
up in PARADISE ... sizes AAAA-C, 
3-11. Brauer Brothers Shoe Company. 


CONFORMAL—specially designed 
footwear for women’s comfort .. . self- 
conforming insole .. . patterns featur- 
ing neat dressy appearance... tailored 
styling . . . sizes to 11, a few 12’s, 
AAAA-E plus some styles AAAAA 
and EEE ... retail $10.95 to $16.95. 
Roberts, Johnson & Rand division, In- 
ternational Shoe Company. 


CONNIE—women’s dress shoes and 
flats, and CONNIE LO HEELERS, on 
medium heels . .. playing up Imperial 
blue as promotional for spring . 
using patent, Flight blue, bright reds, 
[TURN TO PAGE 178, PLEASE] 


L OTHER IMPORTANT MARKETS 


ROOMS 545-546-547-549 
ROOMS 515A-517A 
BRAUER BROS. SHOE CO., ST. LOUIS 
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ROOMS 


a CR ORO} pa a -v-V-yek E-me 657 & 659 


CONRAD 


YOU SHOULD SEE HILTON 


and at 


Step Master Shoes Hien 


across the county 


Special Feature wich sHoes 


Moc or plain toes; perforated one-piece leather quarter linings; 
leather Arch Protectors; sizes 2 to 12; B to E widths. 
Unlined, perforated vamp Quick-Ons; > 
sizes 1 to 5, C & D widths. a8 


Special Feature oxrorvs & SADDLES 


One-piece sueded leather quarter linings; 
leather Arch Protectors built-in; 
sizes 5'2 to 4; A to E widths. 


Gouwell stRAPS, SADDLES, LOAFERS 


Light and flexible; super-fitting lasts; 
Neolite, crepe and sport soles; 
sizes 8'2 to 4; A to D widths. 


Daculy oRESS AND PARTY SHOES 


Flexible cement construction; 
combination lasts; Neolite soles; 
sizes 5'2 to 4; A to D widths. 


With Step Master pairage 
increasing many times faster 


Step Master 
than national production 


IS THE | 

G a O W T HL and consumption of children’s 
“= ap 

weet shoes, here’s proof positive 

ieerneree - hae es | that it’s the line consumers 


LI N E , ayn | | | favor... the “‘hot’”’ line 


e 4 PRODUCTION nee 
in the juvenile field! : = B NATIONAL] CONSUMPTION for retailers! 
‘ ' ‘ 


' 
STEP MASTER SHIPMENTS 


S%p Mito, and still budget priced $395 to $595 


SHOES 
for boys and girls (MOST STYLES) 


1951-1955 


1941-1945 
1946-1950 












































STEP MASTER SHOES, INC., GREENUP, ILLINOIS 
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ire nd ow 
WERE Cot 


~~ 
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901-902 
CONRAD HILTON 


WRITE me NEW = | Oven 100 diyles in tock 
CATALOG sno 3 dys for immedvate delivery 


31 days net 


ALL MADE IN OUR MODERN FACTORY — Prices slightly higher west of Denver 





MIS OR 


MANUFACTURERS 


PARAGOULD, ARKANSAS 


SALES OFFICES: NEW YORK: 933-35 Marbridge Bldg., 47 W. 34th St. ST. LOUIS: 409 Silk Exchange Bldg., 12th & Washington 
LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. SAN FRANCISCO: Kaye & Tieso’s Shoe Co., 51 First Street 
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lots of bone .. . stressing more pattern 
pumps and less bow pumps... . sandal- 
ized types with longer and leaner look 

. straw looking fabrics . . . sizes 
4-10, AAA-B, retail $6.95 to $8.95. 
Wohl Shoe Company. 


CORELLI—women’s medium heels 
and flats, 19/8 down . . . surfaced in- 
terest leathers .. . straws and straw 
fabrics in tailored and casual patterns 
. . . bone, brighter reds .. . blues in- 
cluding Imperial . . . opened up shoes 
... sizes 4-10, AAA-B, retail $7.95 to 
$12.95. Wohl Shoe Company. 


DEB, DEMOSETTE—women’s 
young-styled fashion footwear . . . in- 
troducing sleek new lasts, new heels, 
special construction features .. . play- 
ing up color alone and in combination 

. . red, blue... heels 2/8 through 
19/8 heights . . . retail $7.95 to $12.95. 
Deb Shoe Company. 


DEBTOWNERS—women’s and 
misses’ flats and dress patterns... 
using narrow toe lasts .. . strong em- 
phasis on T-straps featuring 
punched leather and grains, combina- 
tions of colors and materials . . . re- 
tailing in $6.95 to $12.95 price range. 
Tober-Saifer Shoe Company. 


DELISO DEBS—women’s high fash- 
ion footwear ... staging an early pro- 
motion on colored suedes . . . playing 
up opened up shoes of all types for 
spring ... T-straps, sandalized treat- 
ments ... sizes up to 12, AAAAAA-C, 
retail at $16.95 to $21.95 for leather 
pairs, $24.95 to $29.95 for reptiles. 
Samuels Shoe Company. 


DELMANETTE, PEACOCK — wo- 
men’s high fashion footwear .. . stress- 
ing spring beauty . . . closed toe sling 
treatments . . . squared toe lasts... 
pastel and bright colored suedes .. . 
sandals ... straps of all kinds, includ- 
ing T-straps, ankle and instep . . . Ham- 
ilton Shoe Company. 


FANDANGO, SILHOUETTE—wo- 
men’s volume-fashion footwear 4 
pumps and sandals on heels 14/8 
through 25/8... stress here is on new 
lasts, new materials for spring . . . col- 
ors... patent... retail $8.95 to 
$14.95. Deb Shoe Company. 


FOOTHRILLS —tailored casual 
types for women . . . featuring new 
gore loafers made of soft Glovelk with 
Cush-N-Crepe, flat tread soles . . . sizes 
AAA-C, 4-10 ... retail about $9.95. 
The Juvenile Shoe Corporation of 
America. 


GRACE WALKER—women’s dress 
and casual footwear ... stressing both 
modified and pointed toes for spring 


- pencil thin heels, both high and 
mid-high . . . straight line pumps, em- 
phatic large bows, ornaments .. . softie 
wedge heel casuals continuing 
Queen for a Day radio-TV programs, 
national hookup, Monday through Fri- 
day ... retail $6.95 to $12.95. Fried- 
man-Shelby division, International 
Shoe Company. 


HEYDAYS — women’s casual foot- 
wear ... stressing sandal types and 
T-straps as more important this year 
than last . . . playing up definite col- 
ors, soft colors .. . continuing interest 
in textured leather, shrunken grains, 
embossed leathers . .. sizes from 4-12, 
AAAA-C ... Heydays Shoes, Inc. 


HILLTOPPERS—women’s and 
misses’ wedge casuals . . . stressing 
punched leathers and grains for spring 

. using a combination of colors and 
materials . . . retail $5.95 to $7.95. 
Tober-Saifer Shoe Company. 


HY-TEST—women’s safety oxfords 

. new “Nok-A-Bout” designed for 

protection from power mower hazards 

.. sizes 3%-11, AA-E ... retail about 

$9.85. Hy-est Safety Shoe division, 
International Shoe Company. 


JACQUELINE — women’s volume 
fashion footwear . . . patent number 
one item for spring... other colors for 
volume include Flight blue, bright reds, 

[TURN TO PAGE 180, PLEASE] 








One of fashion history’s most 


exciting chapters - - 
matically told by Leprecons 
new 


in colorful 


skimmers and scuffs . + - 
smart low heelers th 
fit and feel like expensive 


shoes at 


” 94 


. dra- 
sandals, 


at look, 


99 


retail 
SEATTLE 
ATLANTA 
DALLAS 





» «6 NOY. 

- « Nov. 
sa = Mov. 
LOS ANGELES Nov. 


au shoe company 


EXECUTIVE OFFICES: 8129 DELMAR BLVD., ST. LOUIS 24, MO. 
FACTORY: PACIFIC, MISSOURI 


PROVOCATIVE NEW LINE FOR SPRING 
AND SUMMER ‘58 ON DISPLAY AT THE 


CHICAGO NATIONAL SHOE FAIR 


Oct. 27-31- Conrad Hilton Hotel: Room 501 


OTHER SHOWINGS: 


2- 5 Olympic Hotel 
10-13 Henry Grady Hotel 
10-13 Adolphus Hotel 
17-20 Alexandria Hotel 


See the all new, all profitable, complete line! 


DIV. OF OMEGA SHOE CO. 
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SL Lowe Label @. _. Marks of Distinction In Fine American Footwear 
Love those Spring Styles! 
aoe iy 


KEEP ABREAST OF YOUR ok = Beautifl.. 


exciting ...no 








wonder 


MANUFACTURER'S ADVERTISING oe 


"round 
the clock and 


and Merchandising Plans ‘round the 


calendar, too! 


_.. IN THIS ISSUE |X 
\. Nite-c4ires 


LEISURE LOVELIES 
. . And in EVERY Issue of ; 
<) litie - <} lites 
> CHILDREN’S SLIPPERS 


BOOT AND SHOE RECORDER 


Nationally Sh ae 
advertised in Owing: 
the leading Rooms 609, 611 


WATCH FOR IT! NE me Conrad Hilton Hotel 


MIDWEST FOOTWEAR, INC. SULLIVAN, MO. 
in Canoda: Nite-Aires, Lid., 111 Mt. Pleasant Ave., London, Ontario 
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s 


% a ie tg et 
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Looking for VALUES? — 


Look for WEIL... .... at the Shows! 


Factory 
Fresh 
Footwear 


@ National Shoe Fair, Chicago... . Oct. 27-31 
Morrison Hotel, Room 1025 - 26 
@ Spring Shoe Show, Dallas Nov. 10-13 
Adolphus, Room 1009 
: : @ Spring Shoe Show, Atlanta... . Nov. 10-13 
Quality Cancellations and Jobs of Nation- Piedmont, Parlor D 
ally Advertised, Branded Shoes for Women, @ Los Angeles Shoe Show 


Men and Children . . . Over 1,000 Styles Alexandria, Room 821 
in Sizeable Quantities... All at a Price! @ New York Shoe Show 
New Yorker, Room 1650-51 





Quality Shoes Since ‘32 


SAMPLE ROOMS: 


m. k. weil Lately = oliitotolad / Los Angeles * New York 


1215 Washington Ave., Saint Louis 3, Mo. 
“WHILE IN TOWN... SEE WEIL” 
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bone trimmed with darker shades of 
tan or brown or black patent . . . some 
grained leathers . .. pointy toes... 
sandalized opened up shoes . . . sizes 
1-10, AAA-B ... retail bracket $9.95 
to $12.95. Wohl Shoe Company. 


JOHANSEN, also SOHARI — wo- 
men’s high fashion footwear . . . con- 
tinuing to feature most important 
trends representing high fashion .. . 
new banded sandals with closed toe... 
sizes to 11, AAAAA-C... retail $15.95 
to $18.95. Johansen Brothers Shoe 
Company. 


JOLENE—women’s and misses’ flats, 
casuals and dress shoes ... playing up 
T-straps for spring . . . narrow toe 
lasts using punched leathers, 
grains, in a combination of colors and 
materials . . . retail bracket $4.95 to 
$8.95. Tober-Saifer Shoe Company. 


MARQUISE—women’s high fashion 
dress pairs ... stressing more pattern 
pumps, less bow pumps... open shoes 
of all kinds . . . sandalized treatments 

. . sandals with longer and leaner 
look, sans stubbiness . . . some grained 
leathers . . . bone, bone trimmed with 
black patent, red, mainly bright, both 
Flight and Imperial blue . . . sizes 4-10, 


AAA-B, retail $14.95 to $16.95. Wohl 
Shoe Company. 


MISS DEB—a new line of footwear, 
flats through 21/8 heels . . . stressing 
young and sophisticated styling .. . 
new lasts, heels, construction . . . play- 
ing up elegant materials . . . in color, 
a new red, a new blue... retail $9.95 
to $14.95. Deb Shoe Company. 


NATURAL POISE—women’s semi- 
casual footwear on wedge heels .. . 
playing up straws and straw looking 
fabrics in tailored casuals . . . grained 
leathers . . . bright red, Flight blue, 
bone... sizes 4-10, AAA-B... retail 
$9.95 to $12.95. Wohl Shoe Company. 


NITE AIRES and STAR LITERS— 
women’s indoor slippers . . . featuring 
a wide variety of materials, colors and 
textured treatments in the spring line 

.. sizes from 4-10... retail $3 to $7. 
Midwest Footwear, Inc. 


ORCHIDS — women’s casuals . . 
using a combination of colors and ma- 
terials for spring . . . punched leather, 
grains... retail $8.95 to $10.95. Tober- 
Saifer Shoe Company. 


PARADISE KITTENS — soft con- 
struction, semi-casual women’s foot- 
wear ... playing up the appeal of color 
for spring... using prints of silk... 
multicolor floral, striped, and diagonal- 
patterned prints . . . red, white, blue 


are you Outghowing 


what 


tri-color featured also ... sizes from 
3-11, AAAA-C. Brauer Brothers Shoe 
Company. 


PARAMOUNT, JOSEPH DUVAL, 
CAROUSELS — women’s high style 
novelty footwear . .. Detailing a com- 
plete group of shoes on the new last in 
all heel heights . . . featuring closed 
toe, opened up patterns . . . T-straps 
.. . featuring black patent, navy calf, 
red calf, plus promotions, bone, Monty 
red, Imperial blue . . . closed pointed 
toe sandalized treatments . . . Make up 
sizes, 3-12 AAAAA-C ... retail $14.95 
to $18.95. Kalmon Shoe Manufacturing 
Company. 


PARIS FASHION — women’s and 
misses’ flats .. . straw and straw look- 
ing fabrics in casuals .. . patent, red, 
some blue . . . sizes AAA-B, 4-10, re- 
tail $5 to $6. Wohl Shoe Company. 


PENALJO— women’s fashion cas- 

uals . . newsy treatments for spring 

. special leathers . . . special col- 
ors ... Hamilton Shoe Company. 


PETITE DEB—misses’ and young 
women’s flats and casuals .. . using 
patent, red and blue... straws and 
fabrics that resemble straws 2 
grained leathers ... sizes AAA-B, 4-10 

. retail $6.95 to $8.95. Wohl Shoe 
Company. 


QUEEN QUALITY and QUEEN 
[TURN TO PAGE 182, PLEASE] 


you started with? 


INSUFFICIENT STOCK SPACE PREVENTS SALES GROWTH ! 


MORE and MORE of AMERICA’S 
LEADING RETAILERS are using 


jas. F.Candon & Sons 


L.S.AYRES & COMPANY 
SHOE Company 
Gru 
EN ¢ *SSOCiares 


SEME [+] 


ADJUSTABLE, ALL METAL 


SHOE SHELVING 


Take advantage of the experience of big store merchandising men and planning 
engineers who continue to re-order SEMCO after eleven years use 

Investigate the advantages of modern shelving and see how it’s possible to increase 
your present stock room capacity, up to 40%. SEMCO ADJUSTABLE, ALL-METAL 


SHELVING is superior in all respects. 


Visit our display booth, No.37, at the NATIONAL SHOE FAIR and see for yourself. 


, ine, 


The FAR = Cf 


MEIER & FR 


~t. HIGBEE 


dines ON COMPANY 
% «HE J. L. HUBS 


McCLOSKEY-GRANT 


6 CORPORATION 


ANK COMPANY, INC- 





21st & Walnut Sts. 


SEMCO CO., INC. 


St. Louis 3, Missouri 
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IN PARENTS' MAGAZINE 
AND IN FARM MAGAZINES 


the mothers and teachers af more than 7,000,000 
school children are reading about TINGLEY RUB- 
BERS and BOOTS. That's why we were a little 


behind in deliveries in September. Increased 


production now makes it possible AND REMEMBER! You make more money with Tingleys 
for our distributors to res thei because ... Only 16 sizes of Tingley Children's Rubbers 

gies a ees . and Boots give a better fit than 46 sizes in lined rubber 
usual prompt service. footwear. 


@ Full line including all new 
items on display at: Booths 51 & 
52 Palmer House Exhibition Hall 


TINGLEY 


RUBBER CORPORATION 


903 ROSS STREET e RAHWAY, NEW JERSEY 
Established 1896 


RUBBER FOOTWEAR FOR CHILDREN ADULTS MECHANICS « FARMERS 
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Unbeatable 


_ VALUE 


Young America 


CASUALS — women’s fashion, staple 
and casual footwear ... new narrow 
toe lasts on 22/8 needle heel . . . also 
Maxine modified toe . . . promoting a 
group of shoes in alligator printed calf 
with coordinated handbags. . . using ad- 
vertising in Vogue, Harper’s Bazaar, 
Glamour, Mademoiselle .. . retail range 
from $8.95 to $12.95 approximate. 
Queen Quality Shoe Company, division 
of International Shoe Company. 


in boots 
wears today! 


New! 


Style 307X 
"Jolly" pattern 
2-color underlay 
Round Square, 
Point Toe 


RHYTHM STEP — women’s heels 
and casuals . .. also TRADEWINDS, 
women’s dressy casuals . . . making 
wide use of sandalized treatments for 
spring ... open backs ... mule backs 

. . Stressing both color and fabric ap- 
peal with red, special fabrics . . . sizes 
3-12, AAAAA-D... Johnson, Stephens 
& Shinkle Shoe Company. 


JUVENILE BOOTS 


STYLED to appeal to the young- 


sters —— 
BUILT to deliver the rugged 
their parents want — 

give you a handsome 


IN-STOCK 


wear 

RICE O’NEILL—women’s fashion 
shoes of the comfort type . . . stressing 
delicate draped treatments . . . special 
feather arch ... comfort features... 
wide range of sizes. Hamilton Shoe 
Company. 


PRICED to : 
profit on every pairl 


SMASH HITS — women’s fashion 
casuals, little flats to mid-heels ... 
three new lasts in walking types, pleats 
over instep for casual elegance... flat 
sandal last, Grecian-designed pairs... 
vinyl, kid and suede trimmed .. . turtle- 
neck collar vamp-flap pattern .. . fea- 
turing splash of primitive colors for 
spring, diablo red buck, pigskin in 
serape blue, sundown orange, Indian 
turquoise, others sizes to 12, 
AAAAA-D, $9.95 to $12.95 retail 
range. Johansen Brothers Shoe Com- 
pany. 


CHUKKA 


Q'D boos 


let 

ded leather uppers, 2 eye 
py honnaeee Biltrite soles and 
Goodrich heels. Priced to retail at 
$4.95 and $5.95. 
soles, Good . a 
Retails as low as $5.95. ise 4 
B & D widths 


IN-STOCK 


ENGINEER 
OD Boots 


Sizes 

8 -3,3% -6 

B & D widths 
IN-STOCK 


SOFT PEDALS by QUEEN QUAL- 
ITY—soft construction women’s walk- 
ing shoes, fashion shoes . . . new fash- 
ion SOFT PEDALS on Maxine toes, 
new colors, materials . .. also 13/8 
walking shoes . . . new line of nurses’ 


COMBAT 


QD BOOTS 


Heavy Army russet elk uppers and 
9-buckle cuffs. Goodyear-stitched 

“Triple-wear” sole 
Priced to retail as low as $5.95! 


Siz 


s, Goodrich heels. 





es 
8-3, 3%-6 
B & D widths 
IN-STOCK 


Quinn & 


Write for Price List 
or salesman’s call 


Now Showing 
At The 


NATIONAL SHOE FAIR 
Room 1051 
Hotel Morrison 


Salesmen: ots 
A few choice territories 


still available. 


Delbert Boot MFG. CO- 
MARLBORO, 


MASSACHUSETTS 





shoes in soft construction, in addition 
to welt nurses’ shoe line . .. using 
Charm magazine advertising, with 
dealer listings . . . approximate retail 
range $10.95 to $12.95. Queen Quality 
Shoe Company, division of Interna- 
tional Shoe Company. 


THIRTY-THREE’s — Heydays’ low 
heeled closed and pointed toe line of 
casuals .. . featuring textured leather, 
embossed leather of all kinds, shrunken 
grains ... soft spring colors. . . sizes 
from 4-12, AAAA-C Heydays 
Shoes, Inc. 


TOWN & COUNTRY — women’s 
tailored and dress shoes 12/8 and 18/8, 
skimmers, flats 2/8 and 4/8, wedge pat- 
terns, barefoot sandals, professional 
whites . . . emphasis on slender look, 
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tapered feeling ... colors 


to follow a 


Classic line, including brightest red 


calf .. 
ladylike . 


nated handbags 
AAAA-C ... 


TRIM TRED—women’s 


. grains and textures subtle, 
. stressing refinement of 
shape, color, texture, trim . 


. coordi- 
sizes 3-11, 


retail $8.95 to $12.95. 
Town & Country Shoes, Inc. 


dress and 


casual footwear ... using more pointed 


toes and modified lasts 
heights . . 


in all heel 


. stressing colorful fabrics 
- coordinated handbags. . 


. adver- 


tised in Mademoiselle, Charm, Glamour, 
NBC TV “The Price Is Right”... 


sizes to 10, some to 12... 


retail $6.95 


to $11.95. Roberts, Johnson & Rand di- 


vision, International Shoe Company. 


TWEEDETTES — wom 


pumps on both heels and wedges, 12/8 
stressing a revival 


to 15/8 range... 


en’s dressy 


of color interest ... playing up distinc- 
tive treatments, with neat ladylike pat- 


terning and ornamentation . 


10, AAAAA-C .. . retail 


dress shoes . 
as major volume material 
new square pointed wall 1 
viving color interest for 


$15.95. Tweedie Footwear Corporation. 


TWEEDIES—women’s high fashion 
. . stressing black patent 


. . sizes to 
$14.95 and 


... using a 
ast... re- 
gg!) 


playing up feminine treatments on high 


and medium heels... 

AAAAA-C ... retail $15. 
bracket. 
tion. 


sizes to 10, 
95 to $24.95 


Tweedie Footwear Corpora- 


TWEEDIE SUBURBANS—unlined 


high fashion casuals for 


women... 


playing up color for spring .. . dis- 


tinctive treatments . . 


. sizes to 10, 


AAAAA-C ... retail $14.95 and $15.95. 


VALLEY — women’s 
footwear .. 


Tweedie Footwear Corporation. 





high fashion 
. playing up closed toe pat- 


terns with sandalized treatments... 


stressing tri-color effects . . 


and bright red important . 


. both bone 
. . featuring 


petit point in fabrics ... gaily printed 


spring pumps . 


VELVET STEP—dress 
shoes for women .. 


.. retail range $16.95 
to $19.95. Valley Shoe Corporation. 


and casual 


- using narrow toe 


lasts on 80 per cent of pairs, including 
one new mid-heel, one casual .. . opened 


up patterns, slings ... st 


ressing wild 


rice, punched pig, silk screened prints, 
polka dots, shantungs ... new McCom- 
fort sock lining in barebacks, Spring-o- 


lators . . . varied clip-on 


tions . 


12, AAAA-EEE . 


ornamenta- 


. - magazine advertising, radio, 
Art Linkletter TV show. . 
. . retail $6.95 to 


. sizes to 


$12.95. Peters Shoe Company, division 
of International Shoe Company. 


VICTORIA CROSS—women’s basic 


dress footwear ... using a 


combination 


of colors and materials for spring... 


stressing punched leather 


and grains 


. . retail $7.95 to $8.95. Tober-Saifer 
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fashion ot her feet... 
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COSSACK BOOTS 
COURTESY 
GOLO OF DUNMORE 


























accented 








So-smart styling... 






4 with luxurious Borg trim. 







Soft, snug lining . . . lightweight, 
durable . . 


ie) Borg lining and trim... 


. wonderfully warm. 
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\ 
S\ 
\) 
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superb for today’s fine footwear creations. 






fabrics of the fdr ONL yound Coday 


BORG FABRIC DIVISION 


The George W. Borg Corporation * Delavan, Wisconsin 
In Canada . . . Borg Fabrics Limited * Elmira, Ontario 
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“Exciting”. “Brilliant” 
Delightfully different’’ 
‘rave notices’ everywhere, 


for stunning NEW 
kun Dew 


| SATIN 


SHEEN FINISH 


See SATIN at the SHOW 


and you'll join in the applause . . 
these sensational new rainboots 
are made only by the 

Lucky Sales Co., Inc., 

exclusive producers 


of RAIN DEARS 


SATIN CLEAR SATIN SMOKE 


SEE YOU AT THE SHOW 
National Shoe Fair. . 

BOOTH 46 

Exhibition Hall-4th Floor 


Palmer House, Chicago 


kun Deave C ATIN October 27-31 


RUC OMASSRCOMING 
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Your eyes will be 


on the magnificent NEW 
kun Dew 


REGULAR 


“= Show stopper! 


The all-time 

popular favorite. . 
America’s best selling 
plastic rainboots, now 


more popular than ever! 


REGULAR CLEAR REGULAR SMOKE 


Both Rain Dears- REGULAR 
and Rain Dears- SATIN 
are available in 


3 smooth fitting models 


SEE YOU AT THE SHOW.. 
National Shoe Fair. . 

BOOTH 46 

Exhibition Hall-4th Floor 


Palmer House, Chicago 


October 27-31 Kun Dead PECUT NP 


exclusively a product of 


NEW YORK CHICAGO LUCKY SARE CO., INC. 
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see the waterproof footwear that sells 


quality ‘;@BLERS. are at the fair! 
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A K255 CHILDREN’S FOLD-OVER FRONT C B44 CHILDREN’S ONE-STRAP BOOT. 
poor. Dual Sizes: 9-10, 11-12, Wide last, reinforced sole and 
13-1, 2-3. Colors. heel. Colors. Sizes 6-3, full. 

B L933 LADIES’ CLEAR PLASTIC BOOT. D C101 MEN'S CLOG. Rolled sole for 
Universal fit. Clear plastic boot, snug fit. Designed to fit all styles 
superior low temperature service. and widths. Colors. Sizes 6-12, full. 
Fits all heels from 3% to 11. 

Deluxe, heavy weight boots also available 
4 











The $2.00 (approximate retail price) PUDDLER line sold through jobbers. 


*See the complete PUDDLER line during the National Shoe Fair. 
Room 837A, Conrad Hilton Hotel. 





Plasti Products Corporation, Winona, Minnesota 
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Shoe Company. 


VITALITY—women’s dress and ser- 
vice shoes ... also VITALITY WAN- 
DERLUSTS—fiats, casuals, little heels 
and service footwear . . . promoting 
both color-appeal and fabric-appeal for 
spring . . . slender little toes . . . stress- 
ing the sleek look in all heel heights... 
black patent strong ... retail range 
$9.95 to $13.95 approximate, depending 
on style. Vitality Shoe Company, divi- 
sion of International Shoe Company. 


CHILDREN’S SHOES 


BABY DEER — infant gift shoes, 
soft soles, trainers, sandals and pre- 
school walkers .. . featuring new shoes 
in each type with emphasis on new 
dress patterns in BABY DEER 
CAMEOS ... sizes 0-8 infants... 
retail $1.95 to $4.95. Trimfoot Com- 
pany. 


BUSTER BROWN, GLAMOUR 
DEBS, PROPR BILTS, GIRL 
SCOUTS—dress, sport, school and play 
shoes for children ... PROPR BILTS, 
correctives ... complete size range... 
retail priced from $4.95 to $9.95, de- 
pending on size and type. Buster 
Brown division, Brown Shoe Company. 


DRESS-UPS BY ALEXIS, 
SPARKLE-TOES—high fashion ce- 
ment constructed dressy shoes for girls 

. . covered heels 5/8 to 9/8... flat 
leather heels 3/8 and 4/8... featur- 
ing a tapered square-toe last 
playing up open toe pumps and 
T-straps ... restrained ornamentation, 


| bows .. . tri-colored treatments, colored 
| appliques . . . promoting washable, du- 
| rable nylon satin . .. sizes infants 


through growing girls . . . retail $6.95 


| to $10.95. Weber Shoe Company. 


HAPPY HIKERS — infants’, chil- 


| dren’s and misses’ footwear . . . featur- 


ing open, airy sandals with buckled 


| vamp adjustment .. . new needle point 
| last, plus modified and conventional 


toes . . . stressing textured leathers, 


| punched pig, broadtail, wild rice . 





front strap sandals with cork wedge 
heel and foam cushioned insole... re- 
tail $2.95 to $7.95, based on size and 
type. Peters Shoe Company, division of 
International Shoe Company. 


HOPSCOTCH—limited line of high 
fashion tailored types . . . cement con- 
struction with mock extension edges, 
stacked leather heels . . . featuring tie 
oxfords, center gore patterns, tailored- 
type pumps for children, misses and 
growing girls ... using white and pas- 
tel pink and blue buck, along with new 
grained leathers ... sizes 8% childs 
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through 9 growing girls... retail $7.50 
to $10.95. Weber Shoe Company. 


JILLS—for young ladies of all ages 
.. sport and dress flats, all on pancake 
heels ... playing up a wide variety of 
colors in kidskin and patents for spring 
. shell cements are new spring ad- 
ditions to line .. . full page, full color 
national] advertising program .. . Bris- 
tol Shoe Corporation. 


JUMPING-JACKS ORIGINALS— 
for babies exclusively ... featuring cy- 
lindrical sole and heel . . . baby sizes 
0to6... retail $3.95 to $4.45. Vaisey- 
Bristol Shoe Company, Inc. 


JUMPING-JACKS JUNIORS— 
dress, service and sport footwear for 
children of pre-school ages . . . featur- 
ing loafers and raglan blucher ities. . 
black ... black and white combinations 
. .. infant sizes 5% to 8... retail 
$4.95 and $5.50. Vaisey-Bristol Shoe 
Company, Inc. 


JUMPING-JACKS SENIORS— 
dress, service and sport patterns for 
elementary grade children . . . promot- 
ing shell pumps and convertible pump- 
strap styles with the pivot rivet... 
continuing Ivy League saddles, classic 
loafers, raglan blucher ties . . . sizes 
from 8% to 12... retail $6.50, $6.95. 
Vaisey-Bristol Shoe Company, Inc. 


JUMPING-JACKS PARTIES— 
dress types for little girls . . . promot- 
ing the shell pump .. . also convertible 
pump-strap style with pivot rivet... 
misses’ sizes 12% to 4... retail $6.95, 
$7.95. Vaisey-Bristol Shoe Company, 
Ine. 


LADS ’N’ GRADS — footwear for 
pre-schoolers to early teen-agers . . 
moccasin type only . . . all handsewn 
true moccasin construction . . . continu- 
ing to stress black, following impor- 
tance of gray-blue prominence of boys’ 
sports wear ... Bristol Shoe Corpora- 
tion. 


LAZY-BONES JUNIORS, SE- 
NIORS, GOLF ABOUTS — Goodyear 
welts, plus Littleway construction in 
SENIORS featuring new Ivy 
League saddles and loafer patterns for 
girls .. . for boys, new line in two size 
ranges, 12%-4, 4%-8 ... retail $5.50 to 
$8.95, depending on size .. . GOLF 
ABOUTS, spike soles, $10.95. The 
Juvenile Shoe Corporation of America. 


LITTLE DEB—growing girls’ 
dressy party footwear ... all on 3/8 
flat heels . . . featuring new tapered 
last to add new style emphasis to ties 
and straps ... using patent, silk and 
satin trims and ornamentation for a 
fresh partyish look . . . retail approxi- 
mately $7.95 to $8.95. Deb Shoe Com- 


pany. 


NITIE NITES by NITE AIRES — 
children’s indoor slippers . . . featuring 


October 15, 1957 





color appeal with comfort and fabric 
appeal for spring... sizes from 9 to 3, 
children’s . . . retail $3.00 to $4.00. 
Midwest Footwear, Inc. 


POLL PARROT, POLLY DEBS, 
SCAMPEROOS, MELODY FLATS, 
FUN-SHUS—complete lines of dress, 
casual, play and school shoes for chil- 
dren from infants’ to misses’ sizes... 
featuring expanded selections in Shu- 
Loks, latches, colorful linings, textured 
leathers, ceramic ornaments, swivel 
straps, pointed toes, Ivy Leagues, 
trending toward lighter weight foot- 
wear ... retail range $2.50 babies to 
$9.50 misses. Roberts, Johnson & Rand 
division, International Shoe Company. 


RED GOOSE—school and dress shoes 
for children . . . stressing fancy pat- 
terns even in school type footwear. . 
tapered toe last as part of the chil- 
dren’s dress-shoe presentation . . . em- 
phasis on large ornaments for party- 
type pairs ... new versions of the Ivy 
League types ... national TV adver- 
tising in the planning... retail $3.95 
to $8.95. Friedman-Shelby division. In- 
ternational Shoe Company. 


TRIMFOOT—service type Bonwelts 

. stressing softer types of unlined 
shoes following “easy” trend... using 
extremely flexible construction ... new 
box toes and counters to help shape- 
holding of pairs ... sizes 84-3... 
retail $5.95 to $6.95. Trimfoot Company. 


TRIMFOOT MINIATURES — little 
girls’ dress shoes ... playing up a new 
tapered toe last, to be used in about 
half of new patterns... stressing neat 
subdued ornamentation offering 
three types of convertible straps, as 
well as pumps... sizes 3 to3... 
retail $4.95 to $6.95. Trimfoot Com- 


pany. 


TRIMFOOT SANDALS — Bonwelt 
sandals for children. . . featuring new 
cushioned insole types with buckle 
treatment borrowed from Ivy League 
..- sizes 8 to 3... retail $2.95 to 
$3.95. Trimfoot Company. 


WEATHER BIRD—shoes for boys 
and girls in infants, children’s and 
misses’ sizes .. . featuring new tapered 
toe last for little miss .. . also textured 
leathers, wild rice, broadtail . . . bril- 
liants and bows for ornamentation . 
open toe pumps ... strip sandals... 
swivel straps . . . lace mesh patterns, 
black and white . .. Shu-Loks .. . 
shantung plugs for the little gent... 
TV advertising via Mickey Mouse Club 
program, 98 stations, five days a week 

. retail $3.95 to $8.95. Peters Shoe 
Company, division International Shoe 
Company. 


WEE WALKER—SUPER DELUXE 
WEE WALKER — infant’s line from 
crib to age three . . . tailored primarily 
to variety store selling . . . conventional 











patterns, plus sandals . .. infant sizes 
0 to 8... $1.29 to $2.98, premium 
grade $1.98 to $3.98. Moran Shoe Com- 
pany. 


Downtown Shopping 
[CONTINUED FROM PAGE 139] 


urban branches. The independent shoe 
merchants who are considering sub- 
urban locations either as a branch 
or as a complete changeover are under- 
standably not as confirmed in their 
opinions. Nor are the few chain store 
operators who have not yet succumbed 
to the lure of the suburbs. 

Rather than writing off his down- 
town store or stores as doomed, the 
average shoe merchant still sees them 
as his front line of assault on the 
consumer shoe market for many years 
to come. He doesn’t attempt to decry 
or de-emphasize the place of the subur- 
ban store but he is becoming more and 
more convinced that suburban selling 
has it weaknesses and its limitations, 
many of which are already becoming 
evident. 

The why’s and wherefore’s of his 
reasoning are more than just the ob- 
servations of a businessman within his 
particular line of business. In fact, 
they contain some candid comments 
upon the American scene which may 
uncannily presage at least a partial 
reversal of the suburban trend in years 
to come. 

Perhaps the biggest factor in the 
considered optimism of shoemen for 
downtown shopping is the increasingly 
evident attempt of the city to re- 
juvenate itself, both as a business cen- 
ter and a place to live. True enough, 
the rejuvenative process has barely 
begun—but begun it has. In Boston, 
St. Louis, Chicago, Pittburgh, Phila- 
delphia, Detroit, Los Angeles, Washing- 
ton, Dallas, New York and across the 
nation in all bustling industrial cen- 
ters, there is a rebuilding movement 
underway. In many cases the movement 
is more than a simple facelifting. In 
some it amounts almost to a complete, 
albeit gradual, tearing down and start- 
ing from scratch. 

Upshot of the movement is that 
inevitably, perhaps within five years, 
a majority of big cities will be sport- 
ing brand new expressways which 
speed motorists in and out of congested 
areas, huge parking areas easy to 
reach, attractive new buildings. Al- 
ready downtown office buildings are 
being erected at a pace equal to the 
1920’s. Slum areas are being cleared 
and new apartment houses, parks, 
schools and playgrounds are taking 
their place. 

Admittedly the problem is much 
more than one of rebuilding alone. As 
the middle class, the people who make 
the wheels of business turn, moved out 
of the cities in recent years, their place 
was invariably taken by low-income 
families. It was this changeover in big 
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selection of fine quality children’s 
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Junior Arch Preservers for normal 
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@ Complete in-stock service avail- 
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EVERY children’s shoe type! 


‘ARCH PRESERVER 





ar-lalo ti latial- late Pa i 





The name for fine children’s shoes 











MEDIC SHOE MANUFACTURERS, INC. 
1212 Wood Street, Philadelphia, Pa. 
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All Shoe Lines Enjoy 
Volume in New York 


SHOE retailers in New York indicate 
that their business has continued to 
accelerate these past few weeks. The 
weather has been cooperative; the traf- 
fic has been good and consumers have 
been buying. That’s the general im- 
pression for all categories . . . men’s, 
women’s and children’s shoes. 

Some retailers of women’s shoes re- 
port an appreciable increase in sales 
in smooth leathers over suede. As for 
the color picture, black continues to 
dominate. However, navy blue has been 
selling better than is usual for this 
time of the year and there have been 
some calls for red, gray, and combina- 
tions of red with black or gray with 
black. It is expected that brown will 
increase in demand later in the season. 

Pumps—plain or with variations in 
vamp treatments—are selling very well. 
Some retailers indicate they account 
for ninety-five per cent of their sales. 
Trimming and ornamentation change 
the mood and the purpose of the pump, 
from a suit shoe to an evening slipper. 
Self-bows, buckles, ornaments are part 
of the “detail” treatment. T-straps and 
slings are next in consumer favor. The 
pointed toe is the accepted line. As one 
merchant put it: “Women have been 
buying pointed toes galore.” 

The little heel has been an important 
selling feature. Women seem to prefer 
them because they feel there is less 
chance of heel breakage with the 
“little” heel even though it is slim and 
tapered. 

Merchants are continuing to promote 
strongly and effectively and the em- 
phasis ranges from “excitement at the 
shoe level—warp printed silk, printed 
sheer wool” to “built-in comfort com- 
bine with trim styling to make this 
walking classic a season after season 
favorite in city or suburb.” 

The feeling, generally, is that busi- 
ness at the present time is good. Dollar 
volume is ahead of the same period 
last year and prospects are that it will 
maintain this edge for the balance of 
the year. 


* * 2 


Low Heeled Casuals 
Lead Boston Sales 


CASUAL and semi-casual types and 
pumps with low contoured heels con- 
tinue to be the best sellers in Boston’s 
retail stores. This applies even to 
stores which, in years past, have done 
much of their fall business on high 
heel, high style types. As of October 
1 there had been little demand for 
these. 

This has puzzled some retailers. 
Others have evolved a theory to ac- 
count for it which undoubtedly will in- 
fluence their buying when the time 
comes to place orders for spring mer- 
chandise. 

Summed up, their thinking is that 
smartly dressed women subconsciously 
have wanted lower heels for some time 
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but have not been offered them in styles 
which appealed to them. This year for 
the first time, the theory goes, stores 
have been able to offer them in ma- 
terials, colors and ornamentation which 
have a decided appeal. They are, there- 
fore, passing up the higher heels in 
favor of the lower. One merchant re- 
ports that 65 per cent of his fall busi- 
ness to date has been done on pumps 
with 12/8 heels shaped like the much 
higher, full Louis heel. 

This theory may account for the 
swing away from high heels but does 
not account, except in part, for the 
equally strong demand for casuals. It 
is true that they fulfill the wish for 
lower heels but Boston merchants feel 
that the wide variety of casual styles, 
the fact that they come in many colors, 
materials and patterns, have contrib- 
uted more to their acceptance. 
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One retailer cited the receipt of a 
letter from a traveling salesman cover- 
ing Boston and, in fact, most of New 
England, in which the writer stated 
flatly that he had taken re-orders on 
more casual types than on any other 
shoes in his line. This fall, he con- 
cluded, had broken all records for the 
sale of these shoes. 

In toe shapes, the tapered toe is still 
forging ahead, according to retailers 
in this city. Although it met with re- 
sistance when first introduced, it is 
now being accepted by more and more 
style-minded women. 

In colors, black continued in the lead 
with gray and brown jockeying for 
second place. 

Children’s shoes have not contributed 
the volume which had been hoped for. 
There was, of course, the spurt of ac- 
tivity during the back to school promo- 
tions early in September. Since that 
time, however, there has not been the 
demand for party shoes which usually 
develops. 

A few cool days during the last week 
of September helped the men’s shoe 
business out of its doldrums to some 
extent. Here the call was mostly for the 
rugged types with storm welt construc- 
tion. Scotch grain leathers in brown 
were reported to be good sellers and 
the demand for loafer types has been 


reasonably steady. 
* ok * 


Chicago Set for Fair 
With Special Displays 

CHICAGO becomes the shoe center of 
the country during the National Shoe 
Fair. As a result, shoes will steal the 
spotlight in many retail store windows 
in the downtown area. Special shoe 
displays have become traditional with 
the event. 

The importance of nationally adver- 
tised brands is always emphasized. 
Some stores devote as many as six or 
eight windows to shoes, each to a dif- 
ferent or a combination of several 
brands. Some manufacturers also co- 
operate by providing samples of newest 
styles for store “sneak” previews, These 
timely promotions, coupled with exten- 
sive fashion news in the local press, 
always stimulate retail shoe buying 
during the Fair. 

Meanwhile the area is beginning to 
hit the peak of fall retail selling. Cooler 
weather has helped spark sales, Busi- 
ness shows more spark than was pres- 
ent for the past two seasons. 

In the overall picture, children’s 
shoes remain the brightest spot. Both 
the bubble saddle and bicycle bal have 
been in strong demand. These have 

[TURN TO FOLLOWING PAGE, PLEASE] 





is? 











Review ue 


Retail Trade 


me case 
































=ieie }- 
rat OE EE RE 
= 
- 
J++ | 
2403, < S 











meant many extra pairs of shoes in ad- 
dition to regular school shoes. Most 
retailers have had excellent sales of 
little heels on pointed toe lasts in both 
teen ager and women’s shoes. Pointed 
toe shoes are gaining slowly in the vol- 
ume and middle-of-the-road stores. This 
acceptance will accelerate as the sea- 
son progresses. 

Basic women’s shoes have been mov- 
ing well, somewhat better than they did 
in the spring. Brown, in the town and 
dark versions, has been stronger than 
anticipated. The pump remains the top 
selling pattern. The high-rising ver- 
sion dominates in the top fashion cen- 
ters. But, there is still good activity in 
sandals and other open types. In fact, 


sling-backs with open toes are ex- 
tremely active in the middle price 
range. Broadtail leathers, calf and 


tweed combinations, and various fabrics 
have also been active. Calf continues 
its early demand, a trend which is ex- 
pected to carry through the season. 

Men’s business revolves chiefly around 
basics. However, a little additional life 
has been provided in light weight glove 
leather types. 

a - * 


Pointed Toe Creates 
Heavy Twin City Volume 
MINNEAPOLIS—The usual fall pick- 

up, back-to-school sales, plus the stimu- 
lus given by the new style trend, has 
made shoe business exceptionally good. 
Merchants have made an all-out effort 
to make customers aware of the new 
fashion silhouette with window display, 
newspaper advertising and sales talks, 
with excellent results. 

“Points” have been the subject of 
most newspaper copy with stress placed 
on the “out-of-fashion” appearance of 
former shoe wardrobes. The Dayton 
Company, under a heading “This is 
the Point,” used a page ad showing a 
sampling of tapered-toes, tall, slender 
heel shoes of famous makes, for every 
time of day and every type of costume. 
Suede oxfords, alligator-lizard pumps, 
suede pumps, bow pumps, were shown. 

Calf and suede are the two best sell- 
ing leathers. Reptiles are very good. 
In alligators and alligator-lizard, rus- 
set, brown, or steel-gray have been sell- 
ing well for from $26.95 to $28.95. For 
evening, a good amount of black satin 
is seen. 
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A tremendous amount of trim is used 
—bows, pleats, tiny ruffs, jewel buckles, 


: button trims, carrying out the elegant 


air of the slender design. 

In back-to-school sales, saddles were 
the best selling. Loafers also had good 
movement. Both suburban and down- 
town stores had heavy sales, reflecting 
the growth in population of the area. 
Famous names were accented for 
parents look for quality. Brown was 
the leading color, with red good and 
blue fair. 

*~ ok * 

SAINT PauL—Shoe merchants report 
excellent fall business. Back-to-school 
business was outstanding while fall 
sales in women’s shoes have been ex- 
cellent and promise to continue at a 
high level. Fashion-conscious women 
feel the need of getting entirely new 
wardrobes of footwear in the new 
slender lines. 

Many merchants have reported that 
the new fashion in women’s shoes has 
been a boon to sales, as women buy 
both street and evening shoes in the 
new pointed toe and slender heel style. 

Schuneman’s headed a newspaper 
advertisement with “Pardon us for 
making your shoe wardrobe old-fash- 
ioned but you'll love the new tapered 
toes” and followed by running a num- 
ber of illustrations with descriptions 
and prices. 

Black, brown and navy calf leathers 
have been good. A black cobble calf has 
also sold well. Field-Schlick presented 
alligators with curved high heels and 
with medium heels, pointed toes ac- 
cented with bows or buckles at $27.95, 
and black suedes in pump design, ac- 
cented with steel-cut bordered buckles 
or with rhinestones. Textured calf 
pumps for street were featured by 
Maurice L. Rothschild-Young-Quinlan. 
Besden-Kennedy featured little-heeled 
doeskins in a variety of colors. 

In children’s shoes, saddles, oxfords 
and loafers were about equal in sales. 
Boy’s glove elk with eyelet ties had 





good sale. Girls’ dress shoes in one- 
strap in red, russet, navy or black sold 
well. Brushed buck for campus was 
good for young men, selling at $10.95, 
and there was good sale of straight 
tip men’s campus shoes with double 
leather soles in black or brown, selling 
for $14.95. 


St. Louis Retailers 
Smile at Shoe Volume 


ALL FACTORS considered, retailers are 
rejoicing over the volume of shoes sold 
last month and this in St. Louis. 

Men’s buying picked up steam the 
last two weeks of September over the 
first two weeks, which were fair or 
better. Children’s buying continued, al- 
though in less volume than early Sep- 
tember. During after-school hours and 
evening hours family type outlets 
buzzed. Women’s buying gained momen- 
tum, with brisk buying of ready-to- 
wear at retail contributing to shoe 
sales. 

September weather was just what the 
retailers ordered for shoe selling. 
Bright sunny days, soft warm evenings 
combined to give stores downtown and 
in the suburbs full advantage to move 
fall stocks. Dollar sales and unit sales 
were both up in September over the 
same month last year. 

Emphasis continues to be on young 
people. School footwear needs have 
been fulfilled for the most part, but 
elementary grade pupils are still com- 
ing in for the extras. These include 
black velvet or suede party pumps for 
girls, high top canvas gym shoes for 
boys, and slippers to replace ragged 
pairs pitched out last spring. Regular 
sales are still concentrated in the sad- 
dle oxford area. 

For young men of high school age, 
main selling secret continues to be this: 
Observe what the local “heroes” are 
wearing and stock the type and color 
heavily. This age bracket follows the 
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pack, and if the football captain wears 
black loafers the retailer can be quite 
sure that seniors and underclassmen 
from that school will be around to the 
local shoe store for the same thing. 
Black loafers, slip-ons of all kinds, and 
lightweight two-eyelet black dress ties 
lead in sales for the teenagers. Black 
and white saddles with black foam 
crepe soles are moving, but heavy Au- 
gust and September buying of these 
has tapered off somewhat. 

High school girls are asking for little 
heeled pumps, plain black suede with 
tapered rather than pointed toes, Slings 
of black suede with jeweled lucite heels 
and vinyl alone or in combination are 
also requested for older girls party 
wear. 

For women, best selling shoe is still 
sleek, beautifully detailed black suede 
pump with pointed toe, needle heel. 
The well-shod woman at present feels 
conspicuous in her carry-over pairs 
from last winter. Fall social activities 
for women have switched in type from 
informal family barbecue entertaining 
to more formal functions. This normal 
switch has stepped up volume of dressy 
pumps, satin or faille trimmed, sling- 
backed, open-toed. Downtown salons re- 
port that no special increase in sales 
has resulted from the annual Veiled 
Prophet Ball in early October. 

Men’s casual slip-ons, loafers, and 
gored shoes forged ahead at the end of 
September. Fewer and fewer brogue- 
type oxfords are being picked up, 
with emphasis constantly increasing on 
lighter constructed two and three eyelet 
ties from a continental-type last. Highly 
polished black ties outsell browns and 
cordovans. Novelty closures on loafers 
and casuals are being well received by 
customers, men’s shops say. 

* * * 


Heavy Volume Creates 
Optimism In Denver Area 


“WHEN business is good and there’s 
volume in your store, you'll find you’re 
selling everything; when volume is 
light, then little of anything sells.” 
That’s the statement of a retailer op- 
erating one of the largest chains of in- 
dependent shoe stores in the mountain 
states area. It holds. Volume sales 
were heavy in September and into Oc- 
tober in not only his stores but in most 
shoe stores of the Denver area, and 
everything was selling. A brief visit 
of cool weather in mid-September 
brought a spurt of buying of fall and 
winter shoes at an earlier date than 
usual. Women’s novelty shoes in 
smooth leather closed pumps, men’s 
shoes in grains and combinations, chil- 
dren’s shoes in classic styles and girls’ 
flats sold in most stores at an all-time 
level. 


With the opening of the antelope 
hunting season, men’s hunting and 
fishing boots again were selling in vol- 
ume. Work shoes at three stores, par- 
ticularly in the $10.95 to $17.95 range, 
show a definite increase. Business men 






October 15, 1957 





were discarding the casual type of 
wear (worn here downtown through 
the summer) and, according to one 
leading men’s shoe retailer, were buy- 
ing not only one pair but two pairs of 
business and dress shoes at a time. 
Small grain leathers and three-eyelet 
ties are in the lead. Black continues a 
favorite, but browns again were creep- 
ing upward in popularity. College 
men’s back-to-school business was re- 
ported at an all-time high level. Shoe 
stores in Boulder, seat of the state 
university, reported that many stu- 
dents waited until their return to 
school to purchase shoes. Girls were 
buying novelty wear; men were asking 
for loafers, the heavier grains and soft 
two-eyelet ties. Black again was the 
leading color. 

Extreme pointed toes were selling 
well in the fashion salons, especially 
among the younger set. Business girls 
are now asking for these toes in suedes 
and smooth leathers, while the ma- 
tronly customers still seek the modified 
pointed toe. Popular is the 18/8 heel 
in the medium-priced range. Practi- 
cally every shoe requires trim, velvet 
and silk bows or metal ornaments. A 
leading women’s shoe retailer said that 
in September he sold six to ten bows 
daily on pumps and slings, using more 
bows now than he did in the spring. 
Top sellers in another store, including 
several suburban branches were black 
alligator pumps, brown and black liz- 
ard pumps with 21/8 heels, a black soft 
grain leather pump with little heel and 
tongue trim, a java brown suede closed 
pump with 21/8 heel and faille sash 
trim and a black sculptured suede 
bareback with black silkskin calf trim. 
Some slings were moving. In flats, 
black suede, tanbark leather and red 
kid are important, all with modified 
pointed toe. 

Ivy League, some with black nylon 
saddle, many in black and white and 
gray and white continued tops among 
the youngest set, with mahogany 





*L Miller.689 Fifth Ave- 450 Fifth Ave- 1552 Broadway 





We introduced Andre Perugia’s 


Forecast last March... 
As simple as an ad can be—address 
shoe tip and seven words. Perugia 
shoe. I. Miller, N. Y. (two cols.). 





Review ode 


| Retail Trade 





SUE NET IN 
Cae 











brown leather and black suede loafers 
second. Boys are wearing Windsor- 
grained five-eyelet oxfords, grained 
gore step-ins in brown and black, and 
brown smooth leather oxfords, five-eye- 
lets, with crepe soles and heels. There 
was some demand for red and brown 
one-straps for smaller girls. 

“As business points up for the first 
nine months of the year, I can not see 
how we can help but end this year of 
1957 with a flourish,” one downtown 
retailer commented. 

* * 


Cool Weather Helps 
Philadelphia Sales 


BUSINESS continues at a brisker pace 
in Philadelphia. This is more notice- 
able in the children’s sections in spite 
of the fact that intense back-to-school 
newspaper promotions have slowed 
down. Many parents are meeting their 
youngsters for after school shopping 
that will provide them with needed 
footwear that fits into the school cur- 
riculum of sports, dances, play, and 
simple wear. Prominent front space 
floor displays with representative sam- 
ples of complete stocks of children’s 
shoes are very much seen in shoe stores 
all over town. 

Cooler weather served as a more in- 
sistent demand for people to abandon 
their lighter weight footwear. The 
suedes and calfs in the heavier versions 
and fall patterns that had been adver- 
tised voluminously from early August 
have taken hold and customers are ask- 
ing regularly for the shoes that were 
advertised during warmer weather 
periods. Selling has been said to be 
good by many merchants. 

The bulkier newspaper promotions 
are now given over to women’s shoes. 
The “after five’ and semi-dress shoe 
is getting all of the preferred illus- 
trated space. The importance of these 
shoes was given further proof by way 
of two evening fashion shows. News- 
worthy were new colors, out-of-ordi- 
nary materials and combinations, and 
contours. Although these shoes are in 
the higher price brackets, results have 
made it clear right down the line that 
new ideas in shoes are what the public 
wants. 

The influence of foreign designs can- 
not be overlooked. This can be a high 
selling factor even in the mid-price 
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CONRAD HILTON HOTEL... 
Room 19...4th Floor 


SUNDAY, OCT. 27... 
2P.M.,3 P.M., 4 P.M. 


MONDAY AND TUESDAY, OCT. 28 AND 29... 


10 A. M., 11 A.M., and 12 P.M., 
also 2 P.M., 3 P.M., and 4 P.M. 


WEDNESDAY, OCT. 30... 
10 A.M., 11 A. M., and 12 P.M. 


McCall’s has prepared this film as a service to the footwear 
industry and it will be made available to 

retailers, manufacturers, and others interested in the 
profession of selling shoes. 

For special showings to your group, write 

Robert T. Primm, McCall’s, 230 Park Ave., N. Y., stating 
whether retailer or manufacturer, date of showing, 


MeCalls 


The magazine of Togetherness, reaching more than 5,000,000 families 
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ARE YOU 
A MIND 
READER? 


A good shoe salesman 
has to be. See “Are 
You This Man?” for 
useful tips on how to 
read your customer's 
mind from little things 
she says or does. 


ARE YOU 
SIR WALTER 
RALEIGH? 


You'll sell more shoes 
with the red carpet 
treatment. See “Are 
You This Man?” for 
helpful suggestions on 
putting your customer 
at ease. 


ARE YOU AN 
ARTIST? 


A good shoe salesman 
has an artist’s eye and 
understanding of fash- 
ion values. ‘“‘Are You 
This Man?” tells you 
how to cultivate these 
selling talents. 


ARE YOU 
PATERNAL? 


The good salesman con- 
jures a ‘father image” 
in the mind of his 
customers. She relies 
on his judgment. See 
“Are You This Man?” 
for details. 


ARE YOU A 
TECHNICAL 
EXPERT? 


A good shoe sales- 
man’s stockroom is his 
laboratory. “Are You 
This Man?" shows you 
how to make the most 
effective use of it. 
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CURRENT CONDITIONS 


: —— 


SHOEMAKING CENTERS 











New England 


New ENGLAND manufacturers of women’s casual type 
footwear are well satisfied with the number and size of 
reorders being received from salesmen now in their terri- 
tories. They are looking forward, furthermore, to the 
National Shoe Fair in Chicago and the regional shows 
immediately following, to provide a backlog of orders for 
spring. To date, with the exception of advance orders 
from some of the larger chains and other volume buyers, 
little spring business has been booked. This condition, 
however, is not found in at least some of the factories 
where production is confined largely to the higher style 
types of footwear. 

There seems, too, to be uncertainty as to leather colors. 
Tanners complain that while they have received blanket 
orders for the spring run, they are having difficulty in 
persuading the manufacturers to detail colors. One fash- 
ion expert, whose predictions have more than often been 
right, has picked black, blue and brown as the three 
colors which will contribute the most volume in spring 
shoes, with red, gray and beige as the best promotional 
colors. The leather business at the moment, therefore, 
cannot be said to be good although it is expected to pick 
up early in October. 

Discussions of the price trend can be heard everywhere. 
They boil down to the evident fact that everyone would 
like to get a better price but hesitates to ask for it firmly 
in the face of retailer resistance. Also, they point out, 
in view of the government’s apparent determination to 
bring inflation to a dead stop, this may not be the time to 
put across-the-board increases into effect. 


St. Louis 


PRODUCTION of shoes in St. Louis at the present time 
boils down to this: some manufacturers are operating at 
a highly satisfactory level; others are definitely feeling 
the brunt of reduced order activity teamed with heavy 
inventories. 

For most makers of women’s footwear, business is boom- 
ing. Production is at capacity or better for some, and 
shows signs of staying at that point for weeks and even 
months to come. Reorders are coming in at greater than 
anticipated rate. During the past two weeks, women’s 
ready-to-wear opened up noticeably at retail. This bustle 
has been reflected in women’s shoe departments. With 
women purchasing the pumps to accompany their new fall 
outfits, dealers are reordering with confidence. Black con- 
tinues to predominate as most reordered color, with both 
suede and textured grains important. 

Reorders in children’s footwear have been continuously 
good and continuously major in size. Manufacturers who 


make skimmer types, dressy flats, pancake heel casuals, 
school loafers and saddle oxfords express glee over the 
way the season is going. As one representative from a 
specialty house termed it, “Hat’s 


off to the Ivy League.” 








October 15, 1957 





ae M - 













Some cut-backs in production have been noted with gen- 
eral line houses. Cutting for them has been slowing down. 
With the prospects of an Asian flu epidemic here up- 
setting production schedules, at least one firm has taken 


steps to combat work stoppages. The Juvenile Shoe Cor- 
poration of America has announced that it has provided 
Asian flu immunization shots for all of its workers, with 
the shots administered by the company’s own medical staff. 

Spring shoe lines for the National Shoe Fair rate prac- 
tically undivided attention by all St. Louis manufacturers. 
Details of their presentations are well formulated. 


Chicago 


ALL activity in the Chicago area points to the National 
Shoe Fair. Lines have been completed, sales plans are 
made. Firms now await results of their showings the end 
of this month. The outlook for business at the show is 
optimistic and it is expected to be sound. Retailers will 
probably buy closer to the board, and will make shorter 
commitments. Top style and fashion outlets are expected 
to place orders from 10 to 15 per cent ahead of last year. 

The fact that there is a. greater shift to use of instock 
departments will cut down initial buys considerably. But, 
the total for the season is expected to equal or go ahead 
of sales of a year ago. Certain definite style factors are 
expected to bring extra pair sales, and thus increase vol- 
ume. In the children’s field this will likely be the con- 
tinued demand for the bubble or ivy league saddle and 
the bicycle bal. In the women’s, little heel types have 
been extra pairs, and not reduced total sales of high heel 
shoes. The men’s business always has more life in the 
spring and should be stimulated by the variety of light 
weight shoes available. 

Some advance lines have already had a sampling by 
salesmen on the road. Reaction indicates that the little 
heels may well capture the volume fashion interest of the 
show. Shortages in little heel pointed toe lasts persist, 
and have resulted in delayed deliveries. Black patent 
should also be volume. The beiges and other neutrals may 
assume sales leadership. T straps and sandal and other 
open types will account for good percentages of sales vol- 
umes. High rising pumps should gain in importance. 

Talk of price increases persists and there will be some 
in evidence throughout the Fair. Some of these may come 
in children’s lines. This may cause some shifting of re- 
sources, but it will not be general. The trade follows an 
almost universal pattern of trading up. The fact that this 
is being emphasized by some mail order houses is signifi- 
cant. This volume group frequently sets the merchandising 
pattern well in advance. 


New York State 


SHOE manufacturers in New York report production at 
a satisfactory level. Salesmen have been out on the road 
with the first spring lines and have received good reaction. 
Merchant response will be further defined and confined 
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THE NAME THAT HAS BECOME 


THE SYMBOL OF 


the leader 


IN MEN’S SHOE FASHIONS 











The influence of Stetson’s styling is everywhere. Many of 
Stetson’s fashion firsts of the past few seasons are solidly 
established trends today. . . consistent volume builders and money 
makers. Stetson’s policy is to lead the field with style ideas created 


to make men itch to buy —new, fresh stimulatingly different — 





and eminently suited to the current modes in men’s wear. 





AGAIN=~-at The Shoe Fair-Paimer House, Rm. 732 


Stetson will exhibit a group of original fashions representing an 


entirely new type of shoe with tremendous popular appeal. By all 


means—stop at Stetson’s! 


THE STETSON SHOE COMPANY, INC. 
* * SouTH WEYMOUTH 90, Mass. * * 
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Downtown Shopping 
[CONTINUED FROM PAGE 187] 


city inhabitants as much as anything 
else that led many to forecast a grim 
future for downtown business. But the 
renovation movement has already pro- 
duced at least a trickle of returning 
suburbanites, many of them older 
people with grown families who want 
no more of “do-it yourself,” morning 
caffee klatches, keeping up lawns and 
listening to their younger neighbors’ 
children. Some are younger families 
who have found the suburbs either too 
expensive, too clannish or too far re- 
moved from their daily jobs. A few 
are confirmed city-ites returning to the 
noise and crowds and excitement after 
a sojourn in suburban wilds. 

Whatever the reasons, there is a 
returning movement and it promises 
to grow. As it does, and as other prob- 
lems are solved, downtown business 
will begin to find its niche for the 
future. 

As far as shoe business is concerned, 
even the most rapidly expanding chains 
and department stores are far from 
convinced that their best market lies 
in the suburbs. The latter are important 
and must be reckoned with, undoubtedly 
as a permanent fixture, but there is 
less tendency to count out downtown 
operations. 

One large New England retail shoe 
chain operator, who has been especially 
active in opening new suburban 
branches, now feels that definite lines 
of demarcation are forming—the limi- 
tations of suburban shopping and the 
renewed prospects of downtown. 

“We're still expanding in the suburbs 
but for the first time in five years we’re 
also looking for expansion opportuni- 
ties in town,” he says. “One thing the 
shoe retailer cannot forget is that re- 
tailing shoes extends all the way down 
the line. You can’t stop at any one 
point. Suburban developments are com- 
ing to the end of their really lush 
growing period. People are getting 
used to them and they’re beginning to 
evaluate them. So are we.” 

The evaluation process has already 
turned up some interesting findings for 
the shoe store owner and manager. 
Currently, the best opportunity in sub- 
urban shoe selling lies with infants’ 
and children’s shoes. Here the impor- 
tant factors are convenience — easier 
shopping with children in tow — and 
widespread brand identification which 
enables parents to select a well-known 
brand at the suburban store. 

When it comes to women’s shoes, the 
biggest market of them all, the story 
is more complex. Suburban shopping 
has yet to prove itself fashionwise 
while downtown long ago established 
itself in this respect. The very infor- 
mality of the shopping center with blue 
jeans, casual shoes and sport skirts 
and shirts as the accepted uniform 
tends to de-emphasize high fashion. 
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Many suburban department store 
branches and chain outlets are still ex- 
perimenting with the slim heel, tapered 
toe and other high fashion angles but 
the bulk of their business still lies in 
the flats, wedges, casuals and walking 
shoes. 

The downtown store has another ad- 
vantage in this field. Suburban stores 
can’t stock as varied an assortment of 
shoes as can their intown parents. 
Since selection is so vital a part of 
selling women’s fashion shoes, shopping 
center merchants still find their cus- 
tomers heading downtown for fashion 
footwear. 

Of course, downtown stores have 
suffered widely in sales in the popular- 
priced ranges of women’s playshoes 
and casual types. These have proved 
strong in the suburbs and promise to 
grow even stronger. One of New York’s 
better-known and higher-priced re- 
tailers has conceded this and is cur- 
rently seeking a suburban location 
where he can sell his better grade 
casual shoes along with the more pop- 
ular priced end of his high style foot- 
wear. But he still feels that the city 
is the place to sell the better-grade 
style shoes. 

The facts of men’s shoe shopping 
are still unsettled. Because the male 
animal has hitherto proved a creature 
of habit in his shopping, many believe 
more than a hard core of the men’s 
market will remain faithful to a cer- 
tain brand and intown store. However, 
this holds true mainly in the medium 
and higher priced brands. Popular 
priced men’s brands can probably be 
sold as well out of town as intown. But 
here again, suburban man has shown 
a constant tendency to upgrade his 
living as well as clothing habits. The 
possibility that he will reject lower 
priced footwear, particularly in dress 
wear, has some chains concerned. 

The very fact that men’s shoe styles 
are slow to change may eventually 
favor the suburban store, say some 
merchants. As men find their brands 
more and more available at the shop- 
ping centers and since they are less 
concerned with changing styles than 
their wives, they may make the big 
switch. But it would necessarily be a 
gradual switch and downtown stores 
can be expected to increase their own 
appeal in the meantime. 

Misses’ shoes are in the same class 
with their mothers! Teen-agers tend 
to favor the suburban store for casual 
wear but downtown for the latest and 
best in style. Boys show little pref- 
erence either way although they seem 
to favor styles modelled on their elder’s 
footwear. 

A mid-western chain owner who has 
profited by the suburban movement and 
plans many new openings feels that 
suburban shopping will continue to 
surge ahead as long as it favors “fam- 
ily shopping.” However, he is convinced 
that downtown stores must meet this 
situation by competing more strongly 
for this business through more exten- 


sive night openings. 

“City stores eventually will be forced 
to match the four or five nights per 
week schedule of the suburban stores,” 
he claims. “But it won’t do any good 
until better roads and plenty of park- 
ing make city shopping almost as con- 
venient as suburban. One way or an- 
other, downtown shopping must be 
made a family affair if it is to recover 
its lost volume.” 

No matter how competitive the city 
again becomes, it will never mean the 
end of suburban business, he believes. 
In fact, the balance is still in the op- 
posite direction. However, he feels 
there will be a definite place for both 
city and suburb in tomorrow’s shopping 
picture. 

“Once roads and parking are im- 
proved intown along with other ser- 
vices, big metropolitan areas will really 
be a shopper’s paradise. With family 
shopping almost equally convenient 
both intown and out-of-town, the family 
will be able to choose between a more 
formal but also more exciting ‘night 
out’ in the big city and a less formal 
hour or two at the suburban center.” 

Most shoe merchants feel that once 
the cities are renovated, their obvious 
advantages in offering the shopper a 
wide selection of good restaurants, 
entertainment, the movies and theater 
and other stimulating sights and ac- 
tivities will more than keep them in the 
running for consumer favor. “Natur- 
ally the family won’t come downtown 
every time it wants to go shopping,” 
says one Eastern chain operator. “But 
neither will it head invariably for the 
shopping center. Downtown will un- 
doubtedly be more of a planned, dress- 
up affair. But people get tired of in- 
formality, blue jeans and Bermuda 
shorts as a steady diet. They want to 
dress up occasionally.” 

Daytime shopping will be another 
story. With bigger and better office 
buildings under construction and the 
exodus of business offices apparently 
halted, downtown shopping will find 
its daytime captive shoppers more 
numerous than ever. In the rebuilding 
cities, at least a steady trickle of re- 
turnees from the suburbs will add to 
the total. So will many suburban wives 
attracted by new expressways, im- 
proved parking and public transporta- 
tion, the excitement of a day intown, 
the hundreds of specialty and one-of- 
a-kind specialty shops, the usually bet- 
ter and more up-to-the-minute selec- 
tions and the parent one-stop depart- 
ment stores. 

But suburban shopping, especially in 
the larger centers which can meet re- 
newed competition from the cities as 
well as the traffic and parking require- 
ments of still-expanding suburbs, will 
continue to thrive. The convenience 
factor, easy informality, plus the addi- 
tion in many centers of theaters and 
medical-dental buildings, will provide 
the answer to daytime shopping for 
millions of suburban wives, particu- 

[TURN TO PAGE 237, PLEASE] 
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A WAY TO MAKE SALES 


“JUMP” 


Koroseal Juvenile Boots now on CAPTAIN 
KANGAROO over CBS-TV national network. 
One of America’s strongest kids-mothers shows! 


A SALES 
WITHA 


® 


BOOTS 


FIT PERFECTLY OVER 
POINTED TOE SHOES! 


New lasts—new reasons for selling a woman more 
than one pair of boots! Send inquiries to our near- 
est branch office. 


Made only by BFGoodrich and Hood Rubber Company 
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Around the Shoe 
World in 80 Hours 


[CONTINUED FROM PAGE 109] 


their customers that the latest in shoe 
fashions is being scouted by their home 
town shoe retailer. 

Four of Chicago’s greatest hotels 
will pool their space resources for the 
Fair. In 80 hours the American shoe 
retailer will be able to travel around 
the shoe world, viewing all that the 
giant shoe industry here and abroad is 
producing for the spring and summer 
of 1958. 

Two of the outstanding events of 
the Shoe Fair will be held at the Mon- 
day breakast meeting. The first of 
these, the annual Retailers Achieve- 
ment Awards, will be made to winning 
contestants from all sections of the na- 
tion. Enthusiasm for this contest has 
been running high. At press time the 
following men had submitted their en- 
tries: Mr. George Grapa, George’s 
Bootery, Greenville, Pa.; William 
Budny, Budny’s Shoes, Inc., Dearborn, 
Mich.; J. Tom Flippen, Pietschman’s 
Shoes, Sandusky, Ohio; Albert H. 
Manss, Nashville, Tenn.; Saul Marmer, 
Marmer’s Shoes, Cincinnati, Ohio; Jim 
Gort, The Fashion Store, Eau Claire, 
Wis.; Oscar Montano, Levy’s, Tucson, 
Ariz.; Mrs. Tressa Culbertson, Miller 
Shoe Store, Union City, Ind.; Bernard 
Green, Beyda’s Children’s Apparel, 
Chicago; Martin Shapiro, Shapiro’s 
Children Shoes, Philadelphia, Pa.; 
J. M. Hildebrandt, Dyer’s Shoe Stores, 
Madison, Wis.; Edward Sandler, Bel- 
mont, Mass.; E. H. Kushins, Tot to 
Teen, Sacramento, Calif.; Harold Coff- 
man, Rogers Shoe Company, Bloom- 
ington, Ill.; Sidney L. Kline, Lustig’s, 
Inc.; Youngstown, Ohio; Alfred Keran, 
Frank More Shoes, Inc., San Francisco, 
Calif. 

This annual contest has in the past 
produced many promotions by retailers 
that have shown great imagination, in- 
genuity and practical application to 
the science of selling shoes. 

The entries this year will be judged 
by John O’Connor, Jr., O’Connor & 
Goldberg, Chicago; J. Carl Campbell, 
Carson, Pirie & Scott, Chicago, and 
Bud Gore, promotion department Chi- 
cago Daily News. 

Classified according to population 
and including brochures and portfolios 
of advertising, photographs of window 
displays, point-of-sale and interior dis- 
plays, and other material involving 
special promotions that tell the com- 
plete story in terms of sales and dol- 
lars—the achievement exhibits will be 
on display in the foyer of the Grand 
Ballroom at the Palmer House. 

The second noteworthy event to be 
held at the breakfast meeting will be 
the Star Salesman Awards of the Na- 
tional Shoe Manufacturers Association. 
These awards are made by NSMA 
after the individual shoe manufactur- 
ers hold their own contests within their 
firms and then submit their winners to 
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Fair Program 
[CONTINUED FROM PAGE 109] 


TUESDAY—October 29: National 
Shoe Institute meeting 8:15 A.M. 
12:15 P.M. Fashion Show, luncheon 
at Conrad Hilton. 

6:30 P.M. NSMA Board of Directors 
Meeting, election of officers for 
1958. 

Registration 9 A.M. to 5 P.M. 

6:30 P.M. NSRA Board of Directors 
Meeting, Dining room 9, Palmer 
House, Election of officers for one 
year terms and announcement of 
election of directors for three year 
terms. 

WEDNESDAY—October 30: Shoe 
Fair Committees of the Association 
meeting at 8:15 P.M. 

Registration 9 A.M. to 5 P.M. 
THURSDAY—October 31; Inspec- 
tion of exhibits in forenoon and de- 
parture. 





NSMA. Star Salesmen are given an 
all-expense trip to the National Shoe 
Fair by NSMA and receive their gold 
trophies at the Monday morning break- 
fast. 

The importance of good management 
is being stressed even more this year, 
and retailers should be able to learn 
many new concepts applicable to their 
own particular businesses. 

Again the National Shoe Fair will 
offer to those attending, the services of 
experts from Northwestern University. 
Richard M. Clewett, chairman of the 
Department of Marketing, Northwest- 
ern University School of Commerce, 
will conduct a three-day store manage- 
ment clinic for shoe retailers. 

Retailers will be able to have their 
operating figures analyzed by outstand- 
ing members of Mr. Clewett’s team 
and find answers to their own fiscal 
problems. There is no limit on the 
amount of time these men will give to 
each individual problem. 

Among the firsts at the National 
Shoe Fair this year will be the pre- 
miere of the Shoe Retailers film, pro- 
duced for McCall’s magazine by Edito- 
rial Films, Inc. The film will run ap- 
proximately 20 minutes in full sound 
and color. It will depict the latest in 
sales techniques for retailing in the 
shoe industry. The film has received 
the aid of the Shoe Fair Committees 
chairman, George B. Hess, and other 
industry leaders. 

A free trip for two to Mexico City 
will also be a feature of this year’s 
National Shoe Fair. Those wishing to 
enter the contest should list their 


names while registering for the Fair 
at the official Shoe Fair desks at any 
of the four hotels. 

To be eligible, contestants register- 
ing must be bona fide shoe retailers, 
executives of National Shoe Fair, ex- 
hibitors, or wholesalers. 





Up-Grading 
vs. Up-Pricing 
[CONTINUED FROM PAGE 137] 


has been created. Despite all the talk 
of the “American middle class” prior 
to 1940, the facts proved otherwise. 
The national wealth was greatly dis- 
persed from the extreme poor to the 
extreme rich. Today the wealth is con- 
centrated in a mass middle area to 
which the great bulk of individuals or 
families belong. 

This has resulted in the most con- 
centrated mass of purchasing power 
the world has ever known. Unleashed, 
this mass purchasing power has gone 
beyond mere basic buying, but has ex- 
panded into demand for a greater va- 
riety of goods—and a better quality of 


goods. In short, a demand for up- 
graded merchandise, based upon the 
ability to pay. 

The American standard of living 


over the past 15 years has risen more 
than in the previous 50 years. What’s 
more, the pace of this rising standard 
of living is constantly accelerating. 
What might yesterday have been called 
“luxury living” has today become a 
commonplace pattern. Home ownership, 
the two-car, two-TV family may be 
found anywhere. It isn’t only a de- 
sire or demand for a greater variety 
of goods and services, but demand for 
better quality merchandise—upgraded 
goods. This has affected shoe business 
as well as many other lines of business. 
For example, note the increase in per 
capita consumption in certain types of 
footwear (playshoes, casuals, rubber- 
fabric, indoor-outdoor slipper types, 
etc.). There are relatively new types. 
This has been the actual “extra pair- 
age” sales in shoe business. In short, 
consumer seeking of a greater variety 
of footwear. 


A Substantial Increase 


If we remove this lower-priced foot- 
wear from the lists, then the average 
price of shoes would show a substantial 
rise over the past five-ten years. This 
signifies that shoes in general have 
been upgraded. What has kept the 
“average” footwear price down in the 
past decade has been the inclusion of 
the newer, low-priced types of foot- 
wear. But shoes as a whole have been 
upgraded and up-priced. The reason: 
a general demand for better quality 
footwear, backed by ability to pay. 
This is the consequence of the over-all 
public desire and movement toward a 
higher standard of living that covers 
the entire range of consumer products, 
shoes included. 

Demand for upgraded or better qual- 
ity merchandise is also motivated by 
consumer confidence in employment 
and income—that is, the ability to buy 
without extreme price-consciousness. 
The steady employment level over the 
past 15 years has established this kind 
of confidence, which translates itself 
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The Yankee Shoemakers, division of SAM SMITH SHOE CORP., Newmarket, N. H. 








Changes in Product-Mix 
[CONTINUED FROM PAGE 135] 


party and yet another when she is attending the theater. 
This appears to be the outgrowth of more leisure and 
more prosperity, resulting from more efficient produc- 
tion at the industrial and “kitchen” levels. 

In the youths’ and boys’ field, covering six to six- 
teen year olds, there is the slow but steady growth in 
importance of light-weight shoes, crepe soles, lighter 
and more flexible leathers, shoe locks and _ latches. 
There is some evidence too that the Italian influence 
is taking hold in the boys’ market. Some companies 
are producing these low-cuts for the coming season. 


The Statistics of Product-Mix 


No discussion of product-mix is complete without a 
discussion on the significant changes in the relative 
size of each division of the shoe market. Women’s 
shoes represented 37 per cent of the total pairage pro- 
duced in 1930. Since then they have increased to more 
than 46 per cent of all conventional shoes made. With- 
in this division regular women’s shoes have declined 
slightly in importance but this has been more than 
offset by increases in casual and playshoes. The men’s 
industry has dropped from one-fourth of the market 
in 1930 to its present status of 18 per cent. Misses’ 
and children’s during this period have grown from 
10.5 per cent to 12.6 per cent. Boys’ and youths’ have 
dropped from 6.1 per cent to 3.7 per cent. Infants’ 
and babies’ have held their own at slightly over 6 per 
cent of the total market. Slippers have held steady 
for the past twenty-six years at between 11 per cent 
and 12 per cent. 

In summary, then, women’s and misses’ and chil- 
dren’s segments have increased in share of total market 
at the expense of men’s and youths’ and boys’. The 
table below sets forth the detail on these trends. 

The statistics of footwear trends are not complete 
without a comparison of the shares of the market 
enjoyed by conventional footwear and rubber-bottom 
canvas-upper footwear. The latter has _ increased 
markedly its share of total footwear sales. Its share 





TABLE | 
Share of Market of Age-Sex Shoe Divisions for Selected Years 








This per cent of all conventional 
shoes produced in these years: 


1956 1950 1940 1930 











were these types: &% % % % 

WOMEN’S 46.1 45.2 37.6 37.0 
Regular 30.3 30.8 » . 
Playshoes 15.8 14.4 ™ , 

MEN’S 18.1 19.8 25.3 25.4 
Dress 13.4 14.7 18.0 e 
Work 4,7 5.1 7.3 . 

MISSES’ & 

CHILDREN’S 12.6 11.8 10.1 10.5 
Misses’ 6.9 6.3 " . 


Children’s 
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BOYS’ & 











YOUTHS’ 3.7 3.2 3.8 6.1 

INFANTS’ & 

BABIES’ 6.3 7.4 5.4 6.1 

ALL OTHER 

FOOTWEAR 13.1 12.6 17.8 14.9 
Slippers 11.4 TE 11.5 11.5 
Athletic 1.0 0.7 he 0.6 


Miscellaneous 0.7 0.8 §2 2.9 


(Millions of pairs 


conventional footwear) (588.5) (522.5) (404.2) (304.2) 


\*Not available. 








has jumped from 5 per cent in 1950 to around 9 per 
cent in 1956. This seems to support the trend towards 
lighter and more casual types of footwear. Here are 
the detailed data on this point: 





TABLE Il 
Estimated Canvas-Rubber vs. Conventional Footwear Production 
1956 1953 1950 








CANVAS UPPER- 


RUBBER BOTTOM 9.0% 86% 5.1% 
CONVENTIONAL 
FOOTWEAR 91.0 91.4 94.9 
(Millions of Pairs) (646) (582) (551) 





Also volatile in the statistical picture are changes in 
price mix. From 1953 to 1956, the low-medium price 
women’s shoe increased from 28 per cent to 30.7 per 
cent of total women’s pairage and the medium-high 
class dropped from 24.4 per cent to 22.6 per cent of 
the women’s market. 





TABLE Ill — Women’s 





% Change 
in No. of 
Pairs 
Wholesale Selling Price 1956 1953 Produced 
LOW ($1.20 or less) 5.8% 45% +47.) 
LOW-MEDIUM 
($1.21-2.40) 30.7 28.0 +25.2 
MEDIUM ($2.41-4.20) 34.4 35.2 +11.6 
MEDIUM-HIGH 
($4.21-7.20) 22.6 24.4 + 5.7 
HIGH ($7.21 and over) 6.5 739 — 6.1 





In the men’s division the medium-high price bracket 
has shown improvement, increasing from 15.4 per cent 
to 19.1 per cent of the market. In the high price 
bracket ($10.21 and over wholesale), the market has 
remained steady at between 9 per cent to 10 per cent 





TABLE IV — Men’s Dress 





% Change 
in No. of 
Pairs 
Wholesale Selling Price 1956 1953 Produced 
LOW ($3.00 or less) 3.8% 60% -—36.0 
LOW-MEDIUM 
($3.01-4.80) 20.9 23.7% —109 
MEDIUM (($4.81-7.20) 46.8 45.1 + 4.8 
MEDIUM-HIGH 
($7.21-10.20) 19.1 15.4 +25.3 
HIGH ($10.21 and over) 9.4 9.8 — 3.1 









SEE THE 
COMPLETE 
NEW LINE! 


Leading “Light’’ of 
Tomorrow's Trend 


Meet new fashions as soft and light to the touch as to the foot 
.. . acomplete new lightweight line of in-stock styles, designed 


to make a man feel right and light! 


Meet WALK-OVER’S new Franchise Plan that offers 42% + 
minimum mark-up with a profit dividend on re-orders. Styles priced 
from $14.95 to $19.95. 


Meet your WALK-OVER salesman today . . . or contact Jean Keith, 
President, or Bob Fesler, Vice-President and Sales Manager. 











See Walk-Over at the Shoe Fair, 
Paimer House, Room 783-784 











GEO. E. KEITH COMPANY 


Brockton 63, Mass. 
47 West 34th St., New York, N. Y. 
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. 


TOA TREE FU 


This theme- 
setting, sales- 
getting symbol 
appears on 
free display 
material 
available from 
LOOK 


Join America’s biggest shoe promotion! 


“The American Family Shoe Designed to sell more shoes Co-sponsored by LOOK and 
Wardrobe’’—your first for every member of the National Shoe Institute to 
industry-wide promotion! American family! UP your pre-Easter volume! 





SANNA =) eye’ a fabulous FREE promotion that will make your customers 


HN 


= 


all 


really shoe-conscious! To be launched by a giant showcase of shoe 
ads—all joined in one section of LOOK, to hit newsstands March 
18th—timed to boost pre-Easter sales! 


FREE TIE-IN KIT INCLUDES: 


Storewide display material It’s the biggest concentrated advertising force in shoe history! 


Practical window suggestions 1 out of every 5 people who buy shoes will be seeing these ads—will 
be coming to your store for shoes, shoes, more shoes—IF YOU 
TIE IN and make your store headquarters for “The American 


Family Shoe Wardrobe”! 


Give-away booklets 
you can imprint 


Tie-in newspaper ad ideas 
Ways to build traffic 


Get your FREE TIE-IN KIT now. Sign up at the National Shoe 
Fair in the Palmer House—at the National Shoe Institute Booth, 
near the Registration Desk, or LOOK Booth #72. Or, write to 
HANA Dick Malkin, LOOK Magazine, 488 Madison Avenue, New York. 


HMMA 


= 


the BIG magazine with 
the BIG promotions 


October 15, 1957 








Washington 
Newsreel 


[CONTINUED FROM PAGE 38] 


of these points listed on the agenda of 
a new small business conference. But 
this year’s conference offered only 
speeches and a series of workshop ses- 
sions on the availability of government 
marketing data and technical hand- 
outs. 


Some businessmen attending the 
meeting complained that they couldn’t 
understand the technical jargon used 
by the government men. And they 
couldn’t use the marketing data sup- 
plied, even if they understood it, they 
said. Many complained that govern- 
ment marketing and distribution data 
is unusable in the form in which it’s 
published. And smaller stores lack the 
staff to translate this data into local, 
usable terms. 

One departing small businessman 
summmed up his views on Washington 
this way: 

“This Administration has made two 
great discoveries—the Negro and the 
smal] businessman. Both are being ex- 
ploited for all they’re worth. But the 
politicians will have to get a lot smart- 
er about the way they handle each 
group. Inept handling is worse than 
being ignored.” 


Businessmen attending the recent 
White House Conference on Small 
Business here recently learned that the 


shoe industry in the United States is 
one of the best advised and best in- 
formed industries on matters of sales 
potentials. 


Frederick M. Sutter, president of the 
National Automobile Dealers Associa- 
tion, told more than 1,000 invited 
guests that small businessmen can 
greatly improve their profit positions 
by making proper use of accurate re- 
ports on sales potentials. 


The automobile industry gives much 
time and attention to surveys that 
show where potential car sales are 
taking shape, Mr. Sutter said. 

And the shoe manufacturers are the 
recipients of the all-important annual 
study on sales potentials issued by the 
National Shoe Manufacturers Associa- 
tion, he pointed out. The NSMA, he 
explained, “can tell its members how 
many shoes will be needed by the 
American people in the next 12 months 
—perhaps for a longer period. 

“This is valuable information for 
the shoe manufacturers,” he declared. 


Mr. Sutter emphasized that all busi- 
ness is local, not national, and that to 
the retailer all market research and 
aids in merchandising and advertising 
must be practical. 


Small businessmen themselves say 
financing is their major problem, and 
government and servicing industries 
agree, but big business believes their 
smaller competitors have more trouble 
with research and development and 
personnel. 


Those are the findings of a survey 
conducted recently by a firm of man- 
agement consultants. 

Small business firms listed their 
major problems in this order: Financ- 
ing, 34.5 per cent; personnel, 21.3 per 
cent; sales, 16.5 per cent; research and 
development, 12.8 per cent; govern- 
ment interference, 10.4 per cent, and 
production, 4.5 per cent. 

Among the government and servic- 
ing industries polled, financing was 
listed as the major small business 
problem by 27 per cent: personnel. 25.2 
per cent; research and development, 
19.3 per cent; sales, 17.4 per cent; 
government, 9.1 per cent, and produc- 
tion, 1.9 per cent. 

But 34.1 per cent of the large firms 
say research and development is the 
major small business problem. Some 
22.7 per cent believe it is personnel. 
Finance ran third with 20.5 per cent. 
Sales were listed by 11.4 per cent; 
production by 6.8 per cent, and gov- 
ernment by 4.5 per cent. 


The Federal Trade Commission re- 
affirms its position that manufacturers 
may not cut prices in one area at the 
same time they maintain regular prices 
in other areas. 

The ruling was issued against An- 
heuser-Busch, Inc., of St. Louis, Mo., 
brewers of Budweiser beer. The firm 
was ordered to stop selling its beer in 
any area at lower prices unless it pro- 
portionally cuts its prices in other 
areas. 

[TURN TO PAGE 206, PLEASE] 
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SHINING EXAMPLE... 
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get all the facts at 
booth 43, palmer house — 


national shoe fair 
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OF HOFFCO'S EXPANDING 


hoffco leather wax 


Sell one, sell the other . . . double your 
profits! New liquid LEATHER WAX 
gives you extra opportunities for tie-in 
sales with Hoffco quality shoe dressings. 
LEATHER WAX cleans, polishes and 
protects luggage, handbags, brief cases . . . 
all smooth leather articles, including 
alligator, lizard and other reptile finishes. 
It is non-toxic, will not alter colors — 
contains only high grade carnauba waxes, 
cleaners and quality leather conditioners. 
LEATHER WAX buffs to a mellow glow, 
weather-proofs as it beautifies. Generous 
size bottle retails for 50¢ . . . sold under 
Hoffco’s famous money back guarantee. 


LINE 


HARRI HOFFMANN COMPANY, INC. 
Milwaukee 11, Wisconsin 
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The 


Parade 


Get on the bandwagon with new BEAU-TIES 
and BEAU-TEENS for Spring-Summer 1958. 
Universally adored by Infants through Teens. 
First showing October 27 thru 31— 

Conrad Hilton — Rooms 918A, 919A, 

920A —Chicago. Also showings in Atlanta, 
Columbus, Dallas, Detroit, Kansas City, 

Los Angeles, New York, Pittsburgh. 


ROCKINGHAM 
SHOE COMPANY 


NEW MARKET, NEW HAMPSHIRE 
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AMALGAMATED LEATHER COMPANIES INC., WILMINGTON 99, DEL. 
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Amalgamated 


blacker 
blacks 

in fashion 
leathers... 
write for 





swatches 





@ everkleen suede 
@ glazed kid 

@ velooz suede 

@ scottee kid 

@ wild rice 

@ softee kid 

@ maltese kid 


NEW YORK FASHION OFFICE: 71 WEST 35TH ST., NEW YORK 1. 





Washington 
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[CONTINUED FROM PAGE 204] 


FTC commissioners said in their 
ruling they rejected the Anheuser- 
Busch contention that the price cuts 
were made in good faith to meet com- 
petition. 

There is nothing to prevent a com- 
pany from charging all customers the 
same price, the FTC notes in its opin- 
ion. 


The government may use its im- 
mense purchasing power to raise labor 
standards by setting “prevailing min- 
imum wages” in various industries, 
the U. S. Court of Appeals rules. 

The Court finds that the U. S. Labor 
Department specifically has the right to 
set minimum wages in the bituminous 
coal industry under the Walsh-Healey 
Public Contracts Act. 

The law basically permits the gov- 
ernment to set minimum wages in in- 
dustries with government supply con- 
tracts. 


The number of bankruptcy cases 
filed in federal courts jumped by 11,- 
675 cases to an all-time peak of 73,761 
cases in the fiscal year that ended last 
June 30. 

The backlog of pending bankruptcy 
cases climbed to 68,459. 

These figures were reported in late 
September by the administrative of- 
fice of the U. S. Court, which annually 
publishes statistics on the operations of 
federal courts. 

Many of the bankruptcy petitions 
filed are voluntary petitions filed by 
individuals who are not in business. 


The Army Quartermaster Corps is 
moving some of its shoe-purchasing 
offices from Washington, D. C., to Phil- 
adelphia. The move will occur during 
November. Some 155 Quartermaster 
employes will be moved from Washing- 
ton to Philadelphia. 

The move is part of an over-all pol- 
icy calling for decentralization of 
Quartermaster activities. Procurement 
of footwear and clothing thus will be 
concentrated in Philadelphia; subsis- 
tence procurement in Chicago, and 
other supply operations in Columbus, 
O., and Richmond, Va. 

This means that all questions re- 
lated to Defense Department purchas- 
ing of footwear should be referred to 
the Army Quartermaster Depot, Phila- 
delphia, Pa. 


Top U. S. military leaders are chart- 
ing a long-pull defense effort featuring 
pared-down manpower and _ reduced 
buying of conventional weapons. 

Total military forces are to be 
trimmed to 2.6 million by next June 30 
by means of another 100,000-man cut 
in personnel. The services contained 
nearly 2.8 million men at the end of 
August. 
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HOW 


IS YOUR 


VISION ? 


Last season the names of selected stores from coast to coast 
appeared in Golo’s unprecedented advertising campaign in the 
Sunday Supplements of America’s leading newspapers. 12,533,563 
customers saw the fashion-exciting shoes. noted the store names. 


and responded in overwhelming numbers. 


Now for spring Golo has planned another dynamic “supplement” 
campaign to channel the full power of national advertising to fine 


stores at the local level. 


If you are a merchant of vision we will be pleased to give you 


full details. 


See Golo’s representatives at the Chicago Shoe Fair, Conrad Hilton. 


» ¢ aed | ys | 
Rooms 533 534-530. 


October 15, 1957 











Style #3271A 


OUTSTANDING 
in QUALITY 

in DURABILITY 
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Please send New Chairmasters Catalog to: 





NAME 
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Editorial Outlook 


[CONTINUED FROM PAGE 19] 


him plague the chain store operator as well. And chains 
have a few other problems peculiar to themselves. He 
will be interested to learn, we think, that chains view the 
self-service and discount stores in very much the same 
light that he does, and that many of them have already 
embarked on similar ventures designed to meet this kind 
of competition on its own ground. 

The past 25 years have brought increasing competition 
to all forms of retailing. Some of the newer concepts in 
merchandising confront the independent retailer with chal- 
lenges that sometimes are difficult to face up to. But the 
remarkable show of strength independents display in these 
figures indicates that the philosophy of service selling in 
shoe retailing does pay off. It looks as though the inde- 
pendent will be around for many years to come. 





The Shoes Will Be Easy 


[CONTINUED FROM PAGE 121] 


ideal . . . free fitting, full measurement, proportioned 
lasts and complete size ranges. And they will hold the line 
against drastic style encroachments that would offset the 
gains made. 

We asked the manufacturers to send us models or shoes 
from their spring 1958 lines that best reflect the concept 
of the “easy” look. Here they are in the style and in the 
mood .. . in casuals, pumps, T-straps, slip-ons that give 
the suggestion of an oxford tie. Something for all ages. 
Shoes with soft counters (or no counters), soft box toes, 
and no linings will be more important than they have been 
in the past. 


Youth Fancies New Shoes 
[CONTINUED FROM PAGE 123] 


black will probably continue to be important in shoes. How- 
ever, there is a feeling that brown—cedar, walnut or others 
in the same tones—will make important inroads in the 
spring fashion picture . . . in smooth leathers, grains, 
dirty bucks, shag and glove leathers. 

There is a good opportunity for extra pairage in the 
diversity of styles illustrated here. Then, too, there are 
the new saddles, the revival of the bicycle shoe, the plain 
toe bal oxford and others—to stimulate consumer interest 
and acceptance. Manufacturers look forward to a good 
spring season ahead. 


Roadside Shoe Stores 
[CONTINUED FROM PAGE 133] 


clean, fresh merchandise at regular prices, courteous and 
efficient service . . . and a well-trained selling personnel. 

Thom McAn Stores opened their first family shoe store 
roadside operation about two years ago. They now have 
several units—Hammond, Ind.; San Antonio and Laredo, 
Texas and others. They are constantly studying and ex- 
amining real estate opportunities throughout the United 
States for suitable locations. G. R. Kinney Company and 
one or two of the other chains, as well, have already 
opened roadside stores in many states across the country. 

At present, there are approximately one hundred road- 
side stores, such as we have described, in the United States. 
Prospects for increasing this number are good, if they 
fulfill the potentials that these companies feel are inherent 
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in this type of operation . . . to sell more men’s, women’s 
and children’s shoes . . . regular merchandise, at a reason- 
able mark-up and at a fair profit. The same merchandise 
is obtainable in the city, to be sure; but offered here more 
conveniently, for more leisurely and comfortable shopping. 
Not decreasing the business that is being done by their 
present downtown or shopping center stores but rather 
creating additional avenues for selling and merchandising 
their shoes and increasing the volume of sales. 

Thom McAn and the other chains that operate their 
roadside stores on this basis fee] that they have real and 
potent advantages in their merchandising approach that 
offset the “seeming” attraction of “cancellation” and dis- 
tress merchandise inducements by their competitors. They 
feel their “ace” is SERVICE and a complete line of upto- 
date merchandise. There is a trained personnel on hand 
to take care of the customers . . . to make certain they are 
fitted correctly . . . that they get the right size, in the 
color and style they want. . . . If the customer has a legit- 
imate complaint, it is always taken care of. It is this 
courtesy and service that make and keep the customer 
satisfied . . . that build success. It is the repeat business 
that adds up to consistent profits. 


Too New to Evaluate 


This roadside store approach to shoe selling is too 
recent ... it is still too early to get a completely accurate 
evaluation of actual operating results and figures. It is 
being carefully studied and tested, however, to iron out the 
flaws and disadvantages and to enhance the profit poten- 
tials. 

Unquestionably, it is part and parcel of the new concept 
of retailing—that keeps pace with the movement and de- 
sires of people, with population increases and community 
growth; with redistribution of people, decentralization of 
factories, increasing disposable income. There is no doubt 
that shoe chains and independents can successfully get a 
larger share of the consumer’s spending dollar by being 
in the convenient location with the right merchandise, at 
the right price and giving that extra plus—SERVICE, that 
makes for satisfied, repeat customers. 

There are, of course, various operations that maintain 
all the essential factors we have mentioned and, at the 
same time, add a specific approach or two to obtain the 
maximum results for their locale, merchandising policy 
or other phases of business. We cite as an example, the 
Shoe-Per-Mart which opened December 2, 1955, on 
Route 9 in Natick, Massachusetts. This is one of a five- 
store New England chain (three are roadside stores) sell- 
ing brand name shoes and rubbers for the entire family, 
along with accessories and some apparel. Charles L. Red- 
gate, the store manager, has had 25 years of shoe selling 
experience and this is his first venture into roadside selling. 
He finds that price is a big factor in his type of location 
and says: “Practically every customer is extremely price- 
conscious from the minute he or she walks into the store. 
People expect this kind of operation to be a discount house 
or at least less expensive than in-town prices. When they 
see our self-service setup, the not-too-fancy decor and the 
comparatively few clerks, they expect a saving. But even 
if we had plenty of clerks and decor, they'd still look for 
a saving here.” 


Lower Rent, Fewer Clerks 


Because Shoe-Per-Mart’s markup is “much less” than the 
42-45 per cent averaged in town, Redgate takes advantage 
of every possible operating economy .. . lower rent, fewer 
clerks. Although giving the appearance of self-service, the 

[TURN TO FOLLOWING PAGE, PLEASE] 
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. .. $0 distinctively styled ...so 
efficient .. . so needed and 
wanted they sell on sight... to 


users ... to gift buyers. 


GOLD 
HANDLE AND 
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IN SPECIAL, 
HANDSOME 
GIFT BOX 


RETAIL $4.95 
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60 CUMBERLAND ST., ROCHESTER, N.Y. 
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want extra profits? | 


. | 
Child’s \ 4 
leotard \ 
illustrated | 


$350 


retail 


USE FREE DANSKIN 
WINDOW AND COUNTER 
DISPLAYS — identify your 
store with DANSKIN na- 
tional advertising. 


be headquarters 
in your community for 


DANSKIN’ 


full fashioned 
LEOTARDS 
TIGHTS AND 
TRUNKS 


of Helanea’ stretch nylon—finest 


action-fabric for dance, skating, 
sports. %&F lawless fit, even 

after repeated washings. % Wash 
and dry quickly. %&Knit-to-fit 

on specially designed full- 
fashioned machines. Recognized 
and recommended by dance 
schools all over America. You’re 
sure of finest quality, best 

value when you buy 


DIRECT FROM DANSKIN, Inc. 


LEOTARDS in a wide variety of styles 
for Children $3.50 to $5.00, 
for Women $4.50 to $6.50. 


tiGHts for Children $5.00, 
for Women $5.95, for Men $7.50. 


TRUNKS for Children $1.50, 
for Women $1.95. 
All prices listed are retail 


cotors: Black, White, Red, Copen 
Blue, Royal Blue, Pink, Sun Tan etc. 
Leotards, Tights and Trunks design pro- 
tected U. S. Pat. Off. 


IN STOCK IMMEDIATE DELIVERY 
for fast fill-in and repeat business 


W rite for illustrated catalog and complete information to 


437 Fifth Avenue, New York 16,N. Y 


AMERICA’S FOREMOST STYLISTS AND MAKERS OF DANCEV/EAR 


store actually provides a combination of self and clerk 
service. Individual five-foot shelves set along four-foot- 
wide aisles house a wide selection of footwear. Each shelf 
carries a separate type of shoe with a full range of sizes 
arranged within a series of prominently-marked bins. 

“People like to browse around at first,” says Redgate. 
“Once they find a shoe and price they like, they want 
personal service in fitting. We need the clerk to close the 
sale.” The self-service and clerk combination works out 
well. Allowing the customer to browse alone often leads 
to extra-pairage sales. At the same time, the system of 
“floating” clerks permits the latter to serve as many as 
four customers at a time. 

Children’s shoes are the store’s staple. Families in the 
area are impressed with the plentitude of name brands and 
feel that this assures the quality of their children’s shoes 
despite the off-price. However, Shoe-Per-Mart has found 
it advisable to have one clerk specialize in children’s shoe 
fitting. 

Another big item is rubber footwear. Name brands and 
lower price assure good seasonal volume in rubbers and 
overshoes. The store carries a large stock of both regular 
and rubber footwear. “If customers feel they don’t get 
much of a selection here, lower prices won’t keep them 
from going into town,” says Mr. Redgate. 


ide 


For window dressing, we cite another example of a 
roadside store operation that has been tested and proved 
by American Shops . . . the clothing chain with four shops 
concentrated in New Jersey. These shops carry men’s 
shoes as well as clothing for men, women and boys and 
they figure that they will gross over $8,000,000 this year 
. . . by giving the customer “atmosphere.” Max Strelsen, 
owner of these stores, believes “people are more apt to 
buy when they are relaxed and in a vacation mood.” What 
he has done is to create a vacation illusion . . . a tropical 
atmosphere complete with gardens, waterfalls, synthetic 
grass lawns, a clump of palm trees and talking birds. He 
encourages browsers and says: “I want folks to come in 
and be our guests. It is perfectly all right if they don’t buy 
a thing. They can simply relax, have a fruit drink on a 
hot day and then go on. 

These ideas were originated and put to the test some 
thirty years ago, when Mr. Strelsen opened his first store 
in Newark, New Jersey. Four years ago, he bought an 
operating clothing store on the highway at Woodbridge, 
N. J., that did an annual sales volume of $124,000. At the 
end of the year, he reported that he had increased the 
volume to $2,500,000. A third unit is located on the high- 
way at Lodi. His fourth and latest venture is the S.S. 
Am-Shops “Flagship”—a land-locked vessel] on Route 22 
near Union, New Jersey, that stands spang in the middle 
of the highway, between eastbound and westbound traffic 
lanes. 

The ship, measuring 320 feet from stem to stern, is 
equipped with a flying bridge, a pilot house, a mast with 
crow’s nest, and a rakish tilted and tapered ten-foot wide 
funnel. In the interest of realism, the prow is marked with 
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waterline depths and its hawsers, made fast to iron cleats, 
are equipped with rat guards. The only obvious depar- 
tures from marine architecture are the show windows, cut 
into the hull, well forward in the sharply tapered bow and 
also at points flanking the midship entrances. 

After crossing the canopied gangplanks and boarding 
the ship, visitors enter the vast salon—a lavish lounge. 
The deck provides 24,000 square feet of selling space. Deep 
pile carpets and dramatic modern furniture suggest the 
lounge of a luxury liner. Men’s shoes are displayed in a 
department devoted exclusively to footwear. 

A heavy schedule of radio spots supplemented by news- 
paper advertising invites motorists to break up their trip 
with a refreshing visit at one of the American Shops stores. 
The steady growth of the chain seems to indicate that this 
get-acquainted program in a vacation environment pays 
off in making friends and eventual customers. 

As Mr. Strelsen sees it: “Highway stores cater to the 
increasing trend to roadside shopping by the family as a 
unit. This tendency toward togetherness is regarded by 
us as a wholesome manifestation of American domestic 
life well worth encouraging.” 


Changes in Product-Mix 
[CONTINUED FROM PAGE 201] 


In the misses’ and children’s field the low and low- 
to-medium price lines have gained; from 17.8 per cent 
to 21 per cent of this market. 





TABLE V — Misses’ & Children’s 





% Change 
in No. of 
Pairs 
Wholesale Selling Price 1956 1953 Produced 
LOW ($1.20 or less) 2.0% 1.8% +15.2 
LOW-MEDIUM 
($1.21-1.80) 19.0 16.0 +23.2 
MEDIUM ($1.81-3.00) 38.1 38.7 + 2.1 
MEDIUM-HIGH 
($3.01-4.20) 31.8 34,2 — 3.5 
HIGH ($4.21 and over) 9.0 9.3 + 0.4 





In the boys’ and youths’ field, increases have taken 
place in the medium-high and high price lines; from 
around 20 per cent to nearly 27 per cent of the market. 





TABLE VI — Boys’ & Youths’ 





% Change 
in No. of 
Pairs 
Wholesale Selling Price 1956 1953 Produced 
LOW ($1.80 and less) 43% 7.7% — 32.5 
LOW-MEDIUM 
($1.81-3.00) 26.6 96.0 AE ANS 
MEDIUM ($3.01-4.20) 42.6 42.9 + 20.1 
MEDIUM-HIGH 
($4.21-5.40) 23.3 WI + ALG 
HIGH ($5.41 and over) 3.2 OF +4525 





In the men’s work field the pricing picture has re- 
mained fairly stable. The medium price range, how- 
ever, has dropped from about 48 per cent to 39 per 
cent of the market with the lower and high brackets 
taking up the slack. 
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THE FAMOUS ORIGINAL CORK SOLE 






@ resilient... so soft that it 


@ unbelievably lightweight! 
gives comfort underfoot 


@ flexible — for real walking and yet is long-wearing. 


comfort and_ effortless 


crouching and stooping. @ insulation that's waterproof 


and weatherproof... to 
keep you cool in summer 
@ slip resistant — with mil- and warm in the winter. 
lions of air cell suction cups 
that work for your safety for 
the life of the sole. 


@ cannot mark or mar any 
floor surface, 


for all-day comfort you can’t beat Vul-Cork soles. Their 
lightweight flexibility combined with their insulating 
qualities give your customers real day-long foot com- 
fort plus long wearing qualities for extra mileage. Vul- 
Cork is the ideal sole for any job where there is a 
danger of slipping and falling such as farming, con- 
struction work, and in the industrial field. 

When your customers see the Vul-Cork Label on your 
workshoes, half your selling job is done. 


® 
Vul-Cork Sole Division, Cambridge Rubber Company, Taneytown, Maryland. Makers of Vul-Cork 


VUL-CORK & 
VUL CORK NEOPR 


. «$0 flexible, so resilient ... you can roll them up right in the palm of your hand. 
















Kitty Kelly Shoestore, Brooklyn, N.Y., 
showing Thonet chairs 1368 and 1369. 


UNEXCELLED 


for simplicity, 


comfort 


and strength. 


For more than 
100 years, 
specialists 

in the manu- 
facture of 
chairs and 
fitting stools 


601 fitting stool, 14” h. 


seat: 12"x11" for shoe stores. 


Write us about your seating 
needs. We will send 
appropriate illustrated material. 


THONET INDUSTRIES, INC., Dept. L 
ONE PARK AVENUE, NEW YORK 16, N. Y. 


JTHONET 


SHOWROOMS: NEW YORK, CHICAGO, DALLAS, LOS ANGELES, 
MIAMI, STATESVILLE, N.C 
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TABLE Vil — Men’s Work 


% Change 
in No. of 
Pairs 
Wholesale Selling Price 1956 1953 Produced 
LOW ($3.00 and less) 7:35% 85% + 84 


LOW-MEDIUM 
($3.01-4.80) 30.5 26.0 +44.1 


MEDIUM ($4.81-7.20) 39.3 47.8 + 10 


MEDIUM-HIGH 
($7.21-8.40) 12.9 11.4 +39.0 


HIGH ($8.41-and over) 9.8 6.3 +91.1 








Stability has also characterized the price picture for 
infants’ and babies’. Here the significant increase is in 
the medium-low price range from 33 per cent to 39 
per cent. 





TABLE Vill — Infants’ & Babies’ 





% Change 
in No. of 
Pairs 
Wholesale Selling Price 1956 1953 Produced 
LOW ($1.20 and less) 10.0% 145% —32.6 


MEDIUM-LOW 
($1.21-1.80) 39.1 33.3 +14.7 


MEDIUM-HIGH 
($1.81-3.00) 35.5 36.6 — 5.2 


HIGH ($3.01-and-over) 15.4 15.6 — 3.5 





Slippers have had an increase of nearly 6 per cent 
in the lowest price class at the expense of higher cate- 
gories. 





TABLE IX — Slippers 





% Change 
in No. of 
Pairs 
Wholesale Selling Price 1956 1953 Produced 
LOW ($1.20 or less) 40.4% 348% +30.4 
MEDIUM ($1.21-2.40) 41.0 45.2 + 19 
HIGH ($2.41 and over) 18.6 20.0 + 4&5 





Perhaps the most dramatic evidence of the change 
in pricing mix that has taken place since 1947 is the 
increasing divergence of the BLS Consumer Footwear 
Price Index and the Bureau of Census Average Fac- 
tory Value of Footwear Index. The BLS Index is 
based on what was once a representative batch of 
shoes sold in retail stores. This index purports to mea- 
sure the price of shoes in retail stores. It reflects what 
the retailer pays manufacturers as well as any changes 
that take place in retailers’ margins due to increases in 
costs. It does not, however, reflect the rather massive 
changes in product-mix that have taken place in shoe 
output. These changes, on the other hand, are shown 
by the Census Average Factory Value which is the 
average selling price of total output at the wholesale 
level. This reflects both changes in price and the total 
change in product-mix. The following chart describes 
the relationship between these two curves for the past 
ten years, 
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CONSUMER PRICE INDEX COMPARED WITH INDEX OF AVERAGE FACTORY 
VALUE OF FOOTWEAR, 1947-56 
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Changes in Merchandising 


The wider variety of shoes, as well as rapid style or 
item changes, have led to new demands on merchan- 
dising strategy by both manufacturers and retailers. 

Perhaps the most significant effect of faster moving 
styles—and this holds in all divisions with special 
emphasis on men’s, women’s, and teens—is the need 
for shorter buying periods. There is considerable evi- 
dence to support the statement that buying intervals 
are more frequent. Whereas many retailers used to 
buy on an average of four times a year, now they are 
buying monthly. In both men’s and women’s stores, 
we see the promotion of a special “hot” item one 
month, and the promotion of a different “hot” item 
next month. This change in buying habits places great 
pressure on the manufacturer for shorter make-up time 
and on the retailer for forecasting his needs further 
in advance. The successful manufacturers and retailers 
are those who understand that they must adjust to this 
market situation. There is no alternative. 

Store layout and display are also affected by the 
changes in styling and construction and greater variety. 
Together with the drive for greater selling efficiency at 
the retail level, these conditions have led to greater 
emphasis on self-selection. Racks, shelves and coun- 
ters, especially in urban stores, present one of each 
style of shoe that is stocked. The customer can make 
her selection on her own time. The shoe salesman, 
then, can devote himself to the function of finding the 
right fit. Window displays are also adjusting to the 
new market. In many stores, especially the higher 
priced ones, window displays are not as prone to pre- 
sent a whole window full of shoes. Fewer shoes, 
selected for their style or occasion appeal are featured. 

Advertising, too, especially in higher priced lines 
seems to be changing. Manufacturers and stores are 
tending to present a distinctive mood or “look” in the 
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advertisement which identifies company and brand. 
[TURN TO PAGE 234, PLEASE] 
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Shoemakers in Maine Since 1876 
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EPHRATA Juvenile Shoes 
The Line with a FUTURE tor YOU! 


GENUINE GOODYEAR WELTS PURITAN WELTS 

















































































Each year hundreds of enterprising retailers join the great 
family of dealers who sell Ephrata Quality Juvenile Shoes 
under their own brand names! While at the Fair come in 










and let us tell you more about their success stories and how 
the Ephrata Quality backed by your integrity and skilled 






fitting can help build a more profitable future for your 





juvenile business. 






Visit us during the 





NATIONAL SHOE FAIR 


PALMER HOUSE 
Rooms 700 and 799 


In Attendance 


JOE MESSNER JACK CHASE 
AL ROZIER WALT PALMER 
BEN TAND ROBERT HEYDT 


EPHRATA Juvenile Shoes Retail Profitably $5.00 to $8.00 
EPHRATA SHOE COMPANY  ror'caratoc 


EPHRATA ° PENNSYLVANIA, 
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Lester R. Fallon 


[CONTINUED FROM PAGE 98] 


In 1916, W. H. McElwain Company 
(who had bought out Winch Brothers 
in 1914) selected Lester Fallon for a 
six months’ trial in the planning de- 
partment at Manchester, N. H. He did 
time studies for them in the supply di- 
vision, which included sole leather, up- 
per leather, heel, welting and tanning 
operations. 

Came 1917 and he put all this train- 
ing aside to don the uniform of Uncle 
Sam’s army. He wore it for two years. 
When the war was over, he went back 
to shoes and W. H. McElwain Com- 
pany. 

He spent the next three years doing 
warehouse layout and planning work 
for the several wholesale houses of the 
company. In Kansas City, he supervised 
the construction and the actual move 
into a new warehouse. Soon afterwards, 
he was made warehouse superintendent. 

W. H. McElwain Company was taken 
over by International Shoe Company 
in 1922 and Les Fallon returned from 
Kansas City and went to work for 
Hutchinson Winch Company. He spent 
a year as salesman for them, covering 
eastern New York state. 

In 1923, he went with E. T. Wright 
Company, makers of Men’s Arch Pre- 
server and Just Wright Shoes. He 
traveled a large section of the country, 
introducing Arch Preserver shoes. In 
fact, he was a pinch-hitter and trouble 
shooter for the company . . . covered 
any regular territory in case of emer- 
gency. This was more than a job. It 
was a first-hand education in shoe con- 
struction, lasts and fitting and, at the 
same time, through his contacts with 
his retail accounts, it was the begin- 
ning of a better understanding of re- 
tailers’ specific problems and require- 
ments. 

Three years later, he went over to 
the Milford Shoe Company in Milford, 
Mass., who were manufacturers of 
men’s medium priced style shoes at 
that time. He covered Boston, New 
York, Philadelphia, Baltimore, Norfolk 
and Richmond sales territory for them. 
As Les Fallon says: “I increased my 
knowledge of shoe construction, lasts, 
fitting and styling. Every pair of shoes 
was built to order. As salesman, I ac- 
tually bought for my customers and 
began to think more of their problems, 
particularly merchandising, turnover, 
marketing and location.” 


We have capsuled these ventures and 
experience from 1913 through 1928 to 
brief our readers on the intensive 
background that Lester Fallon brought 
with him when he joined the Melville 
Shoe Corporation in September, 1928 
(at which time they had 370 stores) 
and, at the same time, recall some of 
the important names in the shoe busi- 
ness in “the good old days.” 


From here on in, he put his flair for 
planning and organization to work in 
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the various and diverse phases of the 


retail distribution business ... sales 
promotion, selling, merchandising, per- 
sonnel training and store operation. He 


broadened his activities 


and_ subse- 


quently was made vice-president, 
elected to the board of directors and 
then executive vice-president of the 
Melville Shoe Coorporation. In 1955, 
when Thom McAn became an autono- 


mous operation, Lester 


Fallon was 


made president. At the present time 


there are 771 stores. 


Les Fallon lives in New Rochelle. He 
reads a great deal and has to crowd it 
all into whatever moments he can... 
to keep up with all the news, national 
and trade. For relaxation he plays 
week-end golf ... in the 80’s... 13 


handicap. 





Shopping Centers 


[CONTINUED FROM PAGE 129] 


can support a shoe store, fine; if not, 
then there’s no special attraction. 
Now, there are only about 75 locali- 
ties in the U. S. capable of supporting 
one or more of the big regional shop- 
ping centers or “store cities.” The ex- 
perts say it takes a population of at 
least 250,000 to support such a center 


adequately. And it also 


takes from 


three to five years to get a shopping 
center operating in full force. 

Thus we see that the term “shopping 
center” is a highly flexible one. It can 
apply to a small group of suburban 
neighborhood stores as well as to the 
gigantic centers. There are no figures 
on the number of shopping centers be- 
longing to each of the three classifica- 
tions. However, we can assume that 
n.ost of them belong to the second and 
third, or smaller, classifications. 

Experienced shoe people say that a 


shopping center location 


for a shoe 


store must bring a sales volume of 
$100,000 to prove profitable. In most 
instances the large or regional shop- 
ping centers provide such volume for 
shoe stores. But in other instances they 
fall short of the mark. Nevertheless, 
the chains are usually reluctant to give 
up these locations, even if losing propo- 
sitions, rather than let a competitive 
chain come in and pick up the option. 
Competition among the shoe chains is 
intensely competitive for these desir- 
able shopping center locations. For ex- 
ample, it’s reported that in one new, 
huge center north of Boston, four shoe 
store locations were available — but 
some 40 different bids were in for them. 
How do shoemen feel about shoe busi- 
ness in the shopping centers? They’re 
almost unanimous in their feeling that 
these locations are superb, with volume 
“above expectations” in most instances. 


Traffic And Business 


What’s the traffic-pull of a shopping 
center? It depends upon the size of the 


shopping center and the community or 
[TURN TO PAGE 226, PLEAS=] 
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Changing Concepts 
in Shoe Merchandising 
[CONTINUED FROM PAGE 125] 


more than a 300 per cent increase in 
less than two decades, an unmatched 
record of economic expansion in all his- 
tory. Such factors as national income, 
consumer spending, personal income, 
savings, etc., have also set proportion- 
ately high peaks. This fantastic growth 
has had an explosive effect upon the 
Market. It has created tremendous ex- 
pansion of production facilities to sup- 
ply this insatiable Market. And it has 
forced major changes in methods of 
selling the Market. 


Change in the Population 


Everyone is familiar with the enor- 
mous growth of our population since 
1940—an addition of 30 million people, 
twice the total population of Canada. 
But less known is where the major 
growth has occurred: in the under 18 
and over 60 age groups, with little or 
no growth in that vital middle group 
which comprises our productive popu- 
lation. Then, too, there are the chang- 
ing growth patterns geographically. 
For instance, over the past five years 
the West has had an 18.5 per cent 
population growth as against nine per 
cent for the country as a whole. The 
South and Northeast have shown the 
smallest rate of growth. The signifi- 


cance: people make markets. And 
“people” must be analyzed by age 
groups, where they live, income levels, 
etc. These bear great influence on 
where and how shoes are sold, as we 
shall see shortly. 

People are consumers, and consumers 
are the rock-base of the Market. The 
consumer has changed radically. For 
one thing, he’s much better educated 
and informed, hence a more selective 
customer. His tastes and buying habits 
have changed greatly since 1940. The 
buy-appeals of 1940 often leave him 
cold or unresponsive today. His tastes 
have become more varied and cosmo- 
politan. His interests are no longer re- 
stricted to “basics” as in pre-war, but 
today may shoot off in many directions 
beyond the basics. In shoes, for ex- 
ample, this has given birth to major 
changes in the “product mix’”—the 
boom of the casual, rubber-canvas foot- 
wear, leisure and play shoes, etc., ali 
of them so-called extra-pairage. 

Economists tell us that more than 25 
per cent of the products today were 
non-existent or barely born in 1940. 
Not only products but whole indus- 
tries. For example, plastics, TV, alu- 
minum, electronics, detergents, many 
major chemicals, atomic energy, air 
conditioning, commercial airlines, road 
building, frozen foods, natural gas, to 
name but a few. But even more impor- 
tant are the changes that have taken 
place in the products that were basic 
in 1940. These changes go far beyond 


the natural seasonal or yearly shifts in 
style. In shoes, for instance, we have 
totally new concepts in the product. 
Casual and rubber-fabric footwear, 
born and motivated out of an age of 
leisure-time and suburban living; 
men’s “dressy” low-cut work shoes, the 
consequence of modern factories and 
working environments; the light-soft- 
flexible footwear, part of a whole 
changing concept in clothing. Mind 
you, the product was not first created 
and sold to a market. The product was 
the consequence of a market that had 
changed. 


Change in Employment 


The “full-employment” pattern of 
the last 15 years has been an enormous 
factor in changing the character of the 
economy and the Market, as econo- 
mists point out. The confidence in em- 
ployment, and hence in steady incomes, 
has catapulted a tremendous and sus- 
tained wave of consumer spending. It 
has been responsible for the unprece- 
dented level of installment and credit 
buying, now an established part of the 
economy. This has had a powerful in- 
fluence on the Market. 

A sustained, bulging economy leads 
to the inevitable: a rapid rise in living 
standards. Today, 60 per cent of all 
families own their own homes, a record 
peak since the crude log-cabin Colonial 
days. The two-car family has become 
commonplace. Many a_ middle-class 





BRAVO ITALIANOS! 


AMERICA’S FINEST STORES FEATURE THESE 
SEE THEM NATIONAL SHOE FAIR 


PALMER HOUSE ROOM 646 


CALZATURIFICIO VERBANO 
Italy's Finest Men's Shoes 


VERBANO: Mark of the world's finest men's footwear. Styled for the 
Exquisitely hand-crafted of the world's 
choicest leathers with custom details rarely found in other men's 
shoes. Precision fit in every style, for every foot, because Verbano 


most discriminating men. 


lasts have been calibrated to American sizes. 


Bravo Verbano! Top flight luxury promotion 


exclusive men's stores and departments. 


TRANS-WORLD WOVEN PRODUCTS CORP. 


303 FOURTH AVENUE 


2 FINE LINES 


CALZATURIFICIO FRATELLI MARTINI di A. G. FRATELLi ROSS! 


to fit American feet. 


Italy's Largest Shoe Manufacturer 


MARTINI-ROSSI: Italy's leading producer of high fashion men's shoes 
presents a long, strong line designed expressly for the American 
market. Every wanted Italian style is constructed in sizes and widths 


Martini-Rossi, now in their second year are 


being profitably promoted by fine stores everywhere. They have 


in America's most 
comfort—for value. 


°° NEW YORK 10, 


received enthusiastic acceptance by American men for style—for 


FRATELL] MARTINI-ROSSI, INC. 


N. Y. © GR. 55-2144 
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IMPORTANT 
SHOES 


EXCLUSIVE 


Exclusive Cushionized Features 
assures instant flexibility. 


rs Riveted ‘'cormfortized" 





1. Unique LUMFLEX insole eliminates ‘'breaking-in" . . . 


For the smartness she desires . . 
she must have—fit CUSHIONIZED BELLAIRES, the 
shoes that Make Her Feet Glad to Walk. 


IN-STOCK, Retail $9.95—$11.95 


See the complete line of 


CUSHIONIZED BELLAIRES 


Hotel Conrad Hilton, Rooms 801-802 


National Shoe Fair 


FOR ACTIVE 
WOMEN! 


. for the comfort 





2. Full length soft cork cushion covers the entire foot. 


sustaining arch assures foot 
ease and support for the life of the shoe. 


CUSHIONIZED BELLAIRE SHOE CO. 


Division of Holmes Stickney, Inc. 


PORTLAND, MAINE 


“LULU” 
#1447—Black Kid 
#3447—Blue Kid 
4-10, AAA-EEE 








family now owns two TV sets, several 
radios, a small summer home, a small 
boat. We’re in an era of multiple own- 
ership. The “luxuries” of yesterday 
have today reached the budget level of 
Mr. Average. Virtually every industry 
and commodity has been affected. For 
example, per capita shoe consumption 
has risen a half pair since 1940. That 
additional half pair per capita today 
amounts to a total of 85 million pairs 
valued at over one-half billion dollars 
in retail sales. 

This no doubt is one of the most ex- 
plosive factors in our changing econ- 
omy and has created an upheaval in 
the Market to give it its gigantic size 
and fluidity of today. Granting all the 
fat and evils of inflation, the “‘real in- 
come” has shown steady expansion. 
People alone don’t make a market. 
India and China have over a billion 
people, but the consumer markets are 
relatively tiny. Markets are made by 
people plus income plus desire for 
goods and services. In the Thirties we 
had all the market essentials except the 
money or incomes. Hence the Market 
was slow and sluggish. In recent years 
we added the vital factor of money or 
incomes—and the Market boomed into 
titanic volume. It not only changed in 
size but in momentum and character. 

These, then, are the forces and tides 
that brought a new kind of Market 
onto the shores. This new Market can 
best be characterized by the terms 
“volatile” and “fluid” and “dynamic.” 


October 15, 1957 





These terms mean simply that this is a 
Market with flexing muscles, in fer- 
ment, continually changing, expanding. 
It is the same as trying to hold a writh- 
ing eel in one’s hands. One must be 
intently alert and adaptive to adjust 
to the movements in every direction. 

And this has been the most powerful 
challenge to the merchant and pro- 
ducer of today. When we speak of 
“competition” we mean simply the 
ability to adjust rapidly and effectively 
to the changes and opportunities of the 
Market. Unfortunately, the customary 
interpretation of ‘‘competition’’ is 
meant as a price-and-product combat 
with a merchant or producer selling the 
same type of goods or services. So 
much attention is paid to the incubator 
that the egg is forgotten. So much at- 
tention is paid to the “competitor” that 
the Market is forgotten. The chief 
competitor is the Market—and one’s 
ability to adapt effectively to its chal- 
lenges and opportunities. 

This means the ability to look over 
and past the head of the “competitor” 
and see the wants and needs of the con- 
sumer, the Market. Analysis of all suc- 
cessful business today reveals that this 
has been the concept—the direct servic- 
ing of the Market, with only a side 
glance at the “competitor.” For those 
whose prime attention is on the “com- 
petitor,” and whose products and busi- 
ness practices are adjusted accordingly, 
are making an open admission to the 
public that they have no confidence in 


their own products, prices, services and 


merchandising practices. This stands 
as one of the vital principles in The 
Changing Concepts in Shoe Merchan- 
dising today. 

What have been the factors, specifi- 
cally, that represent the Changing 
Concepts in Shoe Merchandising? Here 
is the list—and a brief commentary on 
each: 

THE PRODUCT. Drastic changes 
have come into the product, the “prod- 
uct-mix.” The entry of “fashion” into 
children’s footwear, for example, has 
raised per capita consumption from a 
traditional three pairs to five pairs. 
The major entry of the playshoe and 
casual into the women’s field has raised 
per capita consumption of women’s 
shoes from 3% to 4% pairs in little 
more than a decade. We have the post- 
war entry of rubber-fabric casuals, up 
from almost zero in 1945 to 55 million 
pairs today. We have the low-cut 
“dressy” work shoe—a new product 
that is becoming a basic. The slipper 
industry has expanded into a new 
product: indoor-outdoor footwear, a 
casual-type item which today comprises 
10 per cent of all “slipper” output. A 
“shoe” today is much more difficult to 
define, for the product-mix has become 
so jumbled and varied as to add greatly 
to the complexity of doing shoe busi- 
ness today. 

SHOE BUYING. Not many years 
ago the pattern of shoe buying was rel- 

[TURN TO FOLLOWING PAGE, PLEASE] 
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atively simple. Not today—and even less 
tomorrow. The merchant used to make 
most of his buy much in advance of 
season. Today he buys much closer to 
season; he splits his season’s buy into 
several parts: initial buy; second buy, 
and third or fourth buy. His buying 
has become more fluid and sensitive be- 
cause he must be much more selective 
from a style standpoint, more alert to 
price opportunities. Then there’s the 
open-to-buy situation, far more impor- 
tant today than in years past. This 
again is fluid buying. Also, there’s 
“item” buying, vital to the quick-turn- 
over promotion, the “hot” shoe so im- 
portant to the profit picture. As the 
whole pace of shoe business has quick- 
ened, buying pace has stepped up 
sharply, shifting in character, in tim- 
ing. Today, for instance, there’s the 
common practice of buying on a small 
order but frequent purchase basis. 
Summed up: merchants must be in a 
much more fluid position at all times— 
and hence their buying practices are 
adjusted to keep them liquid. 
PRICING. Today the policy is up- 
grading, not up-pricing as has been 
traditional. The simple expedient of 
raising prices to match upped costs is 
almost taboo with many merchants. 
But upgrading achieves the same end 
results, though much more subtly. If a 
line is priced at $6.95 and $8.95, and 
the inventory is divided 50-50 between 
these two brackets, now the shift is 
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made, with 75 per cent of the inventory 
in the $8.95 group. In the window and 
advertising the store is still carrying 
the same two price lines. But empha- 
sis is on the upper bracket line. Pricing 
practices thus become more complex 
and difficult to pin-point. 

MARKUP. Gone, apparently, is the 
traditional 35 and 40 per cent markup, 
except for a few basics. Not only has 
average markon increased, but the per- 
centage of markon has become much 
more flexible. “Standardization” of 
markon is losing popularity. Markon 
is based more on the individual shoe 
rather than on an across-the-board pat- 
tern. Yet there are those claiming that 
40 per cent is enough—that the answer 
lies in better operating efficiency and 
“retailing productivity,” and not in the 
more obvious path of simply taking 
more markon. We know only that 
markon today is in a state of flux be- 
cause of the volatile condition of costs 
and the economy in general. 

IMPULSE BUYING. Pre-war, this 
was an almost unknown term. Today 
it’s an essential part of the merchant’s 
vocabulary. Rising incomes and steady 
employment, plus desire for a higher 
standard of living, have brought im- 
pulse buying into sharp focus. In 
short, the ability to pay has resulted in 
many “extra” or unplanned purchases. 
It has motivated much of our extra- 
pairage shoe sales. But impulse buying 
doesn’t affect basics, but rather the 
“fringe” or semi-luxury items. This 


RAVENNA,” 


OHIO 


applies to shoes, too. This has meant 
expansion of shoe inventories—to in- 
clude a few fringe items along with 
the basics, to attract impulse-buying 
sales. 

CREDIT BUYING. As_ everyone 
knows, installment or credit buying 
has been one of the most explosive fac- 
tors in our post-war economy. How- 
ever, until just recently shoe business 
paid little heed to it as applying to shoe 
selling. But now the pattern is chang- 
ing. Shoe stores know that some busi- 
ness is being lost to department and 
other stores where credit buying is 
available. So more shoe stores are now 
employing credit systems, or are con- 
sidering such. This has added another 
cost and operating problem, has added 
to the complexity of doing business to- 
day. 

PROFITS. It’s axiomatic that no 
businessman is ever really satisfied 
with his profits. It’s simply a matter 
that in some years he cries in his beer 
and in other years he cries in his cham- 
pagne. Nevertheless, shoe business has 
always been a low-profit business. In a 
stable economy a low-profit operation 
can survive adequately. But in an in- 
flationary economy the process is far 
more difficult. The fluctuation of costs 
must be matched by adjusting fluctua- 
tions in prices to maintain a margin of 
profit. Failing to make these adjust- 
ments as required, many a merchant 
has been shocked to learn that he has 
done ample volume but at no profit. 
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This volatile profit situation will con- 
tinue, requiring merchants to be far 
more alert to cost-price shifts. 

NEW OUTLETS. Shoe business 
once belonged largely to shoe business. 
But far less so today. An increasing 
number of newcomers want to get into 
the act. We now have the supermar- 
ket, the discount store, the variety 
store, new types of specialty stores, 
even drug stores, creeping into the 
fringes of shoe business. On an over- 
all basis their volume is small. But in 
certain types of footwear their volume 
is—and can be—appreciable. We also 
have the shopping center and suburban 
areas, many now considered ideal loca- 
tions for shoe stores. This, of course, 
has been the consequence of population 
shifts and new shopping habits. We 
also have the roadside shoe store, a new 
development that bears watching. But 
most significant is the reason behind 
these developments: a seeking of new 
kinds of outlets, and new locations of 
outlets, through which shoes can be 
sold. The shoe store is no longer the 
sacred possession of shoe _ business. 
Hence the “new outlets” become a chal- 
lenge to the shoe stronghold that was 
once the shoe store. 

SHOPPING HOURS. The traditional 
9-to-5 shopping day may shortly join the 
buggy whip and high button shoes in 
the museum of a dead past. Night shop- 
ping is now a national pattern—any- 
where from three to six nights a week, 
and downtown as well as in the shop- 
ping or suburban centers. With this 
has come a shift in daytime hours—the 
later opening and closing. And with 
good reason: nearly five times more 
business is done between 5 and 6 P.M. 
than between 9 and 10 A.M. New shop- 
ping hours—especially night shopping 
—bring with them personnel problems, 
and cost problems. This has become 
another required adjustment for shoe 
business. 

INVENTORIES AND IN-STOCK. 
Despite all the higher costs, it’s said 
that today’s shoe store can operate with 
proportionately smaller cost than the 
same store in pre-war. This is due pri- 
marily to the change in inventory prac- 
tices. In short, the retailer needs to tie 
up less cash in inventory today than in 
the past. As is commonly said, the 
manufacturer, with his in-stock depart- 
ment, has become the “banker” for the 
retailer. Much of what was formerly 
the retailer’s in-store stock, is now the 
manufacturer’s in-stock inventory be- 
ing “held” for the retailer, awaiting 
order for delivery. While this has 
raised problems for the manufacturer, 
it has also been an asset. It has en- 
abled him to sell more shoes because he 
can deliver out of in-stock in time for 
seasonal selling. While it has in- 
creased his required investment, it has 
also lessened his investment in the re- 
tailer’s stock—especially on slow-pay 
or no-pay accounts. 

PERSONNEL. This is a universal 
problem in U. S. business today. The 

[TURN TO FOLLOWING PAGE, PLEASE] 
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manufacturer finds his own skilled la- 
bor pool dwindling in many areas; the 
average age of his workers increasing 
as fewer young replacements come in; 
the increasing number of fringe bene- 
fits and personnel “problems.” The re- 
tailer is likewise confronted with prob- 
lems of attracting and retaining desir- 
able floor personnel; he also faces turn- 
over problems, and training require- 
ments. In perhaps most instances he 
finds this too much to cope with—and 
he resignedly makes the best of what 
he has, which he knows is below the de- 
sired standard he seeks. He can count 
on this probiem getting worse before it 
gets better. With a fat economy such 
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as we have today, it’s no longer an em- 
ployer’s market but an employe’s mar- 
ket. 

POPULATION. Despite the great 
over-all growth in our population, 
some merchants have been hurt by it. 
For example, there’s been a steady flow 
of people and business out of the cities. 
This has cut into downtown shopping, 
but has been a boon to the suburban 
and shopping centers. The baby boom 
has proved a bonanza for infants’ and 
children’s shoe business. But there’s 
been little or no population growth in 
the 25-45 group. In the past 10 years 
some 25 per cent of our total population 
has been “on the move”’—from one 







state or county to another. This has 
created a great increase in transient 
shoe business—in customer turnover. It 
has required more cost and effort to 
supplant “lost” business by “new” busi- 
ness. 

Numerous other influential factors— 
all involved in The Changing Concept 
of Shoe Merchandising—could be dis- 
cussed here if space permitted. For ex- 
ample, the new distribution of incomes 
to create, for the first time, a genuine 
middle class market; the problem of 
shoe business costs—the changing 
character of costs; the radical changes 
in concepts of fashion that have al- 
tered the face of footwear styling; the 
influence of increased leisure time and 
its effect on shoe types; the changing 
patterns in shoe promotions and adver- 
tising. 

Here we make an obvious statement: 
shoe business today is more complex 
and challenging than ever in history. 
We have seen some or many of the rea- 
sons why. There are no one or two or 
even several forces responsible for the 
current and forthcoming upheavals in 
business operations. There are many 
forces, each contributing its share to 
the over-all change. There are several 
big undercurrents, as we have seen, and 
a multitude of eddies and surface cur- 
rents. A boat left to float unmanned 
would be carried every which way. To- 
day the need to have a strong hand at 
the oars and rudder is greater than 
ever. 

These, then, are the shaping trends 
and developments which are giving a 
new “selling look” to shoe business in 
America. Because the Market has 
changed, and is changing, so drasti- 
cally, the adjustment of shoe merchan- 
dising to this Market requires more ap- 
plication of business ingenuity, intui- 
tion and hard work than ever before. 

But these facts are at the same time 
highly encouraging to those shoemen 
prepared to accept the challenge. For 
with it all there is more epportunity 
for expansion and profitable return and 
creative pioneering than shoe business 
has ever before known. 

In the pages to follow we will now 
take you into several of these major 
areas to show in detail The Changing 
Concepts in Shoe Merchandising. 





Henry I. Cohen 


AUBURN, ME.—Henry I. Cohen, an 
executive of Maine Shoes, Inc., died at 
his home in nearby Lewiston at the age 
of 53. 

Mr. Cohen, who was born in Chelsea, 
Mass., received his early education at 
the Chelsea High School and, four 
years later graduated from the Boston 
University School of Business Admin- 
istration. He was a 32nd degree Mason, 
president of the Fathers’ Club of Bow- 
doin College and a past president of 
B’nai B’rith in Lewiston. 

Surviving are his widow, mother, 
two sons and a sister. 
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Shoe Chain Stores 
[CONTINUED FROM PAGE 127] 


© What kind of growth may we expect 
in shoe chains in the future? 

© How do chain store profits compare 
with those earned by independents? 

These are all $64 questions and the 
information required to answer them 
even with reasonable accuracy is difficult 
to obtain. The enigma of the chain store 
market starts with a lack of precise defi- 
nition for chain stores and is further con- 
founded by the fact that the Bureau of 
Census has periodically changed its con- 
cept of the number of units required to 
qualify as a chain store. 

This lack of definition has afforded 
the opportunity for writers on the sub- 
ject to define their terms to suit immedi- 
ate purposes. The changing policy of 
the Census Bureau has produced figures, 
in four Censuses of Business, which are 
not readily comparable. Consequently, 
the true size and importance of chain 
store retailing is a matter of conjecture 
and will probably remain so until such 
time as a precise definition of a “chain 
store” is written and a sufficient number 
of censuses have been taken using it, to 
make reasonable comparisons possible. 

For its 1948 count the Census Bureau 
abandoned the use of the term “chain 
stores” entirely and instituted specific 
categories of “single units,’ “two or 
more,” “four or more,” “eleven or more 
multi-units.” Then, for its 1954 count, 
the Bureau adopted still another system 
which counted “single units,” “two to 
three,” “four to five,” “six to ten,” 
“eleven to twenty-five,” “twenty-six to 
fifty,” “fifty-one to a hundred,” “a hun- 
dred and one or more establishment 
multi-units.” 

Obviously, a comparison of the °48 
and °54 figures with those of the previ- 
ous censuses becomes extremely difficult 
and any conclusions which can be drawn 
are open to question. Such a comparison 
becomes even more difficult when the 
test of “characteristics” is applied. On 
the other hand, the only reasonably com- 
plete figures in existence are those which 
have been compiled by the Bureau in the 
four Censuses of Business. 

The 1954 Census of Business shows 
that the total retail sales in shoe stores 
ran $1,895 million. This figure is far 
below others generally used by the in- 
dustry. Shoe volume is estimated at $3,- 
750 million at the present time. 

BOOT AND SHOE RECORDER uses the $3,- 
750 million figure for the shoe market, 
excluding rubber and miscellaneous foot- 
wear, and breaks it down as follows: 
Independent Stores; $1,414,700,000 or 
32.9 per cent, Chain Stores; $1,419,000,- 
000 or 33 per cent, Department Stores; 
$662,200,000 or 15.4 per cent; other re- 
tail stores such as general merchandise, 
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apparel and specialty shops; $679,400,- 
000 or 15.8 per cent, and a further mis- 
cellaneous classification of $114,700,000 
or 2.9 per cent of the market. 

The retail shoe figures in the °54 cen- 
sus included figures from some of the 
smaller mail-order operations. Figures 
for other mail-order operations are in- 
cluded in the Bureau’s Department Store 
classification. The ’48 and °54 census 
retail shoe figures included leased shoe 
departments. It is presently preparing 
figures on sales in leased departments 
by kind of business. Another serious 
shortcoming of the Census Bureau’s shoe 
figures lies in the fact that it bulks foot- 
wear sales volume with that done by 


shoe stores in accessories, handbags, ho- 
siery, polishes and other items. 
However, despite these shortcomings 
the Bureau of Census figures must be 
accepted for purposes of comparison and 
will be used hereinafter for such com- 
parisons unless otherwise indicated. 
Since 1951 the National Shoe Manufac- 
turers Association has used the “11 or 
more unit” basis in compiling its sta- 
tistics. The shoe industry has generally 
accepted this figure and it would seem 
to be a logical one. Studies made by 
BOOT AND SHOE RECORDER with indepen- 
dent retailers and chain store operators 
[TURN TO FOLLOWING PAGE, PLEASE] 
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find general agreement that it is a 
reasonable figure and that it is the point 
at which decisions leave the immediate 
control of the manager and become dele- 
gated to a head office or management 
committee. Accordingly in this discus- 
sion, we will apply the “11 or more” 
definition to our various analyses and all 
figures attributed to the Bureau of Cen- 
sus are based on that definition. 


Chains’ Share Static '48-'54 


The 1948 census shows that shoe chain 
units numbered 3,391. They represented 
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17.3 per cent of a total of 19,551 retail 
shoe stores. 

By 1954 shoe chain units had doubled, 
numbering, 6.412 or 26.8 per cent of a 
total retail shoe store count of 23,847. 
Despite this remarkable growth in units 
the shoe chain stores’ share of the mar- 
ket remained static. In ’48 shoe chain 
stores received 583 million dollars or 
39.7 per cent of a total volume of $1,467,- 
000 dollars done in retail shoe stores. 
In °54 they wrote $751 million or 39.6 
per cent of a total of $1,895 million. 

A comparison of the ’48 and ’54 cen- 
suses shows that the rate of shoe chain 








growth was much more rapid than that 
of all chain stores. In °48 there were 
80,959 chain units or 4.5 per cent of a 
total of 1,769,540 retail stores. By 1954 
the chain stores’ count had increased to 
83,331 or 4.8 per cent of the total retail 
units, despite the fact that the total num- 
ber of retail stores declined to 1,721,650 
during that period. 


Areas of Chain Store Growth 


A comparison of the 48 and °54 cen- 
suses tells an interesting story of the 
areas in which shoe chains are growing. 
Here again, shoe chain growth is in 
sharp contrast to the pattern which all 
chain store retailing has taken. 

The growth pattern of all chains, 
doubtless, was influenced by the fact 
that the years between °48 and ’54 saw 
the giant food chains undergoing a pe- 
riod of consolidation, closing their neigh- 
borhood stores and opening supermar- 
kets. Chain shoe stores followed this 
same procedure, too, but not with the 
same speed nor to the same extent. 

Greatest growth in shoe chains was 
in the “26-50” and “101 or more multi- 
units” categories. The “26-50” group 
jumped from 245 to 563 units. The “101 
or more” group catapulted from 2,158 
to 4,295 units. The “11-25” group de- 
clined from 708 to 671 units and the “51- 
100” group dropped from 1,280 to 883 
units. 

Thus, shoe chain store growth has 
been concentrated in the medium-small 
bracket “26-50” and the largest bracket 
“101 or more” areas. Logically, this 
would seem to be the result of consolida- 
tion of the small “11-25,” group and the 
medium large, “51-100,” group with big- 
ger units and the rapid rate at which the 
very large chains were opening new 
units. 

The growth area pattern in shoe chain 
stores does not follow that of the broad 
base chain store retailing, which was 
much more gradual and more evenly 
distributed. All multi-units showed in- 
creases in the general chain store pic- 
ture except the “11-25” group which 
dropped from 15,021 in °48 to 14,199 
units in °54. The “26-50” group in- 
creased from 10,347 in °48 to 12,652 
units in 54. The “51-100” group rose 
from 11,371 to 12,239 and the “101 or 
more” group remained static at 44,220 
for °48 and 44,241 units for °54. 

It is interesting to note the expansion 
in shoe chain stores has been more 
rapid and far greater than the growth 
in the chain store movement as a whole. 
The increase of the shoe chains’ share 
of the volume, however was less than 
the 0.5% increase that all chain store 
retailing enjoyed between °48 and ’54. 

In °48 shoe chain stores represented 
17.3 per cent of all retail shoe outlets 
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and accounted for 39.7 per cent of all 
retail shoe store sales. In °54 despite 
the fact that they rose to 26.8 per cent 
of all retail shoe stores, the shoe chains’ 

uf share of the sales volume decreased by 
0.1 per cent. 


Accessories Sales Distort 
Figures 


The fact that the Bureau of Census 
bulks accessories and other miscellane- 
ous items sold in shoe stores with foot- 
wear distorts the picture of the true shoe 
volume done by chain stores and inde- 
pendents. Chain stores are much more 
vigorous and accomplished in the pro- 
motion of specialty items, such as ho- 
siery, handbags, polishes and rainwear, 
than independent retailers. According- 
ly, the volume shoe chain stores do in 
these items should be substantially 
greater than that written by indepen- 
dents. For example, a successful family 
chain will do nine per cent in hosiery 
and five per cent in handbags alone. An 
efficient men’s chain will do five per 
cent in polishes, two and one-half per 
cent in hosiery and another two and one- 
half per cent in miscellaneous items. 
The August 30th issue of Printers’ Ink, 
in a story on shoe polish merchandising, 
observes that one major chain raised its 
volume in polishes from $30 thousand 
to a sensational $250 thousand in five 
short years. 


Chain Shoe Earnings 


Chain stores have established reputa- 
tions for efficiency in buying and the 
contro] of expenses and inventories, and 
for their earning records how does their 
ratio of sales to profits stack up against 
the average shoe store? 

The New England Shoe and Leather 
Association, each year, makes an anal- 
ysis of the financial reports of the first 
shoe chains which publish their sales 
and profit figures. NESLA’S analysis of 
the 1955 figures of 13 shoe chains, all of 
which did a volume of more than $5 
million, shows that the upper quarter 
earned 3.03 plus per cent net profit on 
net sales. The middle half was 2.75 per 
cent. The lower quarter showed one 
per cent net profit on net sales. 

Dun and Bradstreet studied 84 inde- 
pendent retail shoe store operations for 
1955, and published the results of their 
study in “Twenty-five Years of the 14 
Important Ratios.” This analysis shows 
that the upper quarter of these opera- 
tions earned 4.21 per cent net profit on 
net sales, the middle half earned 1.83 
per cent and the lower quarter 1 per 
cent. The retail stores studied generally 
had a tangible net worth of $75,000 or 
more, that is, they come from the top 
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8.4 per cent of commercial concerns 
measured for size of investment. 

The discount house, which is creating 
such comment in retailing circles today 
finds itself very much in the same posi- 
tion the shoe chain was in 35 years ago. 
The chains then were low markup, in- 
expensively decorated and limited ser- 
vice stores. In their evolution they have 
assumed expenses which have necessi- 
tated raising their markup. The more 
elaborately decorated, more comfortable 
stores, the prime locations which a 
chain store operation requires today all 
have imposed their burdens of expense. 
While the basic appeal of the chain store 


continues to be price there has been a 
growing tendency by chain store opera- 
tions to grade up and to broaden price 
brackets. 

The progress which discount houses 
have made in shoe retailing has been so 
slight to date that it would be dangerous 
to venture more than a guess what their 
ultimate effect on chain shoe retailing 
may be. However, it would seem logical 
that if the public eventually buys the 
serviceless “price and price alone” 
philosophy, those customers which the 
discounter will attract should come out 
of the chain store traffic, particularly 
that of those chain stores whose mer- 
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chandise carries lower price tags. 
Whether or not the low priced chains 
will stand by and allow the discounters 
to stea] their thunder is anybody’s guess. 
Perhaps they will be forced to meet this 
new competition by de-emphasizing the 
importance of attractive stores and 
choice locations and by eliminating some 
of the services they are presently ren- 
dering. 

Chains are examining closely self- 
service and pre-packaging techniques 
with a view to adopting some of them 
in certain parts of their operations. 

Several chain operations have opened 
leased departments in discount houses 
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with reported success. They sell, at a 
substantially lower markup, unbranded 
shoes of the same style and quality as 
those sold through their regular stores. 
A spokesman for one such operation says 
“We are interested in every retailing 
technique which will enable us to bring 
value to our customers at the lowest pos- 
sible prices, to increase our outlets and 
to build more volume.” 

The increasing competition which the 
future is sure to bring to all forms of 
retailing will force chains to take full 
advantage of the management and mer- 
chandising skills which have made them 
such a powerful arm of shoe retailing. 


They will press hard to squeeze to the 
last decimal point their share of the 
growing shoe market. 

If they are able to hold only their 
present momentum, and their present 
share of the market, our rapidly expand- 
ing economy assures them of tremen- 
dous growth and volume in the years 
ahead. The amazing rate at which new 
units are being opened, particularly by 
the large operations, indicates that the 
chains will be able to preserve that 
momentum. By the end of 1957, Melville 
Shoe Company will have opened 75 new 
units. A. S. Beck and National Shoes 
will each have opened ten units. Shoe 
Corporation of America will open 21 
units between September 1 and Decem- 
ber 31. Shoe Corporation and its sub- 
sidiaries, excluding A. S. Beck, had 648 
units as of August 31 against 616 as of 
September 1, 1956. 

Chain store operators are finding good 
locations increasingly more difficult to 
obtain and the bidding for them has 
become frantic. Choice locations start 
at $20,000 a year even in smaller cities. 
On the basis of three per cent for wo- 
men’s operations and six per cent for 
men’s stores, it often takes the chain 
several years to build sufficient volume 
to justify this minimum rental. Much 
of the chain expansion is going into 
shopping centers and the competition 
for locations has not only made it most 
difficult for independent retailers to open 
in shopping centers but it has closed 
them to all but the strongest of the 
chains. A further discussion of the 
chains’ search for new outlets will be 
found in several other articles in this 
issue. 

Chain stores are faced with many of 
the same problems which confront the 
independents and have a few more of 
their own. A chain store executive points 
out that a chain should be enjoying a 
greater markup than an independent, 
particularly the smaller independent. 
He points to the high wage scale which 
chain stores must pay to their unionized 
sales people and to the pensions, paid 
vacations and other benefits which chain 
store help enjoys. He stresses the fact, 
too, that the chain store usually has a 
larger investment in both the physical 
properties of the store and in its loca- 
tion. 

All these factors and the substantially 
larger investment which the chain has 
in its overall operation indicate a grow- 
ing need for a higher mark-up by the 
chains than that required by indepen- 
dents, particularly smaller independents. 


New Thom McAn in Ohio 


New YorkK—Thom McAn opened a 
family shoe store October 10 in Great 
Southern Shoppers City, located about 
five miles from downtown Columbus, 
O. Rufus Logan is manager. 
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Shopping Centers 


[CONTINUED FROM PAGE 215] 


area it serves. The smaller ones draw 
upon a community of 20,000 to 100,000; 
the medium-size ones will draw from 
communities of 100,000 to 500,000 pop- 
ulation—usually from one or two small- 
er cities and surrounding towns. The 
large ones draw from a metropolitan 
area with a minimum population of 
1,000,000 within 30 minutes driving dis- 
tance. 

A recent survey showed that most 
customers come from within a 10-min- 
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ute driving distance of the shopping 
center, but the next largest group come 
from a driving-time distance of 30 
minutes or more. 

These shoppers made an average of 
one to five trips a month to the center. 
The average shopper stays at the cen- 
ter an hour or longer; three-fifths stay 
one to two hours; 18 per cent stay two 
to four hours; four per cent stay more 
than four horrs; and 16 per cent stay 
less than an hour. All shoppers visit 
more than one store, and purchase ar- 
ticles from more than one store. 

Average car turnover per day in a 
6,000-car lot is four to five times daily, 
with heaviest traffic on Friday evening. 


Over 90 per cent of the shopping cen- 
ter customers arrive by car—an aver- 
age of three persons per car. They 
spend above $3 per person average, the 
survey shows. Most shoppers are wo- 
men, and they come accompanied usu- 
ally by a friend. Next most frequent 
combination is husband and wife, fol- 
lowed by a family of three or more. 
Almost every shopping center has 
evening shopping hours, usually a mini- 
mum of three evenings, some of them 
more. The convenience of evening shop- 
ping, without downtown traffic and 
parking problems, has been one of the 
potent appeals of the shopping center. 
The fact that the shopper can go into 
stores a mere 500 feet from where the 
car is parked, is a strong attraction. 


Shift In Consumer Buying 


Surveys show that today’s shopping 
centers serve some 70 million people, 
or about 40 per cent of the total popu- 
lation. Professor Eugene J. Kelley of 
Harvard Business School estimates 
that more than 15 per cent of all re- 
tail sales volume today is done by the 
shopping centers. It is much higher 
than that in certain types of consumer 
goods. What’s more, the over-all per- 
centage is constantly rising. 

The suburban and shopping centers 
have been steadily draining business 
from downtown areas. For example, a 
study of the New England area, by the 
Federal Reserve Bank of Boston, shows 
that downtown Boston retail sales in- 
creased 3.5 per cent, from 1948 to 1956. 
But retail sales in the metropolitan or 
suburban areas rose by 47 per cent in 
the same period. The same situation has 
occurred in the St. Louis area. In 1939, 
retail sales in suburban St. Louis 
amounted to 31 per cent of the whole 
St. Louis metropolitan area. By 1948 
this had risen to 37 per cent. And by 
1956 it was up to 44 per cent. 

Business simply follows people. The 
number of retail stores in the down- 
town Boston area showed a four per 
cent drop between 1948 and 1956. At 
the same time, a substantial increase 
was shown in the number of suburban 
retail establishments. This pattern has 
taken hold throughout most of the 
metropolitan centers. 

It’s interesting to note that among 
the largest declines in retail stores 
downtown have been the apparel and 
accessories stores, including shoe stores, 
according to the Federal Reserve Bank 
study. This is indicated by a signifi- 
cant statistic. In 1948, downtown Bos- 
ton accounted for 20 per cent of all re- 
tail sales in the Boston metropolitan 
area. But in 1956 this had fallen to only 
13 per cent of all sales. What has been 
lost to downtown has been gained by 
out-of-town shopping areas. 

What about shoe sales? There are no 
reliable figures yet on a breakdown of 
retail shoe sales, downtown versus out- 
of-town (suburban and shopping cen- 
ter). However, it’s generally well 
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known that the substantial gains in 
suburban and shopping center shoe 
business has been at the expense of 
downtown shoe business. 

This is particularly true in certain 
types of footwear. For example, studies 
show that an increasing share of chil- 
dren’s shoe business is being done in 
the suburban and shopping center 
stores. Also in women’s casual, loafer- 
type and playshoes. A rise is also being 
shown in some women’s popular-priced 
dress shoes, and medium priced men’s 
dress and casual and work shoes. This 
is an obvious consequence of the con- 
centration of new shoe chain stores in 
the shopping centers. 

At first, it was thought that women’s 
dress and novelty shoes might not sell 
well in the shopping centers, but that 
the emphasis instead would be on cas- 
uals and basics. But it has proved 
otherwise. Attractive shoe store win- 
dows, along with national brands or 
store names, have resulted in good 
traffic and sales. Again, the rise in 
husband-and-wife evening shopping has 
resulted in more purchase of men’s 
dress and casual shoes, with the woman 
often the influence in this impulse buy- 
ing which is developing into more reg- 
ular repeat buying in those areas. 

However, certain other types of foot- 
wear continue to be concentrated in 
down-town stores. For example, high- 
grade and high-fashion women’s shoes, 
where the influence of down town’s 
“fashion authority” plays a role. Also, 
men’s better grade dress shoes—because 
executives and other higher-income 
male groups work in downtown office 
buildings and make their shoe pur- 
chases in the area. Corrective or ortho- 
pedic footwear is also concentrated 
downtown, again because the “special- 
ists” are there. A great deal of popular- 
priced women’s dress and novelty shoes 
are bought downtown—by the office 
girls who do most of their shopping 
downtown. 

So we are seeing divisions of shoe 
shopping, some downtown, some out of 
town, based on shifts in consumer shop- 
ping habits, local conveniences, etc. But 
also significant is the fact that families 
in the better income groups have moved 
out of the city, tending to leave a 
heavier concentration of lower income 
groups in the city. This has been an 
important influence on downtown and 
out-of-town retail sales. 


What's The Future? 


It’s generally conceded that the shop- 
ping center and suburban area will con- 
tinue to grow. However, the growth— 
at least over the next few years—may 
not be as spectacular as in the past few 
years. There are several reasons for 
this. 

The number of virgin areas for 
major shopping centers is declining. A 
large share of the ideal locations now 
have shopping centers or have them 
in the planning stage. This may slow 
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the pace of growth somewhat. How- 
ever, with the continued growth of 
population we can expect a correspond- 
ing expansion of shopping centers. 

Second, the tremendous financing re- 
quired for shopping center construction 
is less easy to come by today. 

Third, downtown areas in many 
m_tropolitan centers have now girded 
for a real comeback fight by eliminating 
or diminishing the number and degree 
of shopping hazards such as limited 
parking space, traffic congestion, etc. 
Many cities are in the process of re- 
building programs. Night shopping has 
become competitive with the shopping 
center. Other techniques, such as spe- 
cial-appeal sales and prices, will in- 
tensify pulling power. Department 
stores, while many have branches in 
shopping centers, are participating 
vigorously in bringing more business 





back to downtown, even in competition 
with their suburban branches. 

Fourth, not a few stores in shop- 
ping centers — even the better ones — 
aren’t finding it consistently easy to 
maintain the sales volume required for 
a profitable operation. A shopping cen- 
ter location is not necessarily synon- 
ymous with automatic prosperity. Rent 
and costs are often proportionately 
higher, and hence volume must be sus- 
tained to cover these costs and render 
a profit. 

Another significant development has 
entered the picture as it applies to 
shoes (as well as other commodities.) 
Thus far, shopping center landlords 
have given open preference to national 
chains and larger firms in the bidding 
for locations. The independent, even 
when his name is locally well known, 
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has found it difficult to obtain a store 
lecation in a shopping center. The 
landlords have admitted that their 
preference for the chains has been 
based on (1) their ability to attract 
traffic as nationally known names, and 
(2) their “good risk” value in living 
up to long-term lease agreements. 
This has brought charges of 
favoritism from many local independ- 
ents. It has also attracted the attention 
of government agencies equipped with 
legislative or legal power to enforce 
changes. However, among the land- 
lords themselves is a growing change 
of attitude. More of them now believe 
that the independent store which is 
well known locally can be an even 
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greater asset — or at least an equal 
asset—as compared with the national 
name. So we can expect a greater in- 
crease in the representation of shoe 
store independents in the shopping 
centers. 

In the over-all outlook, however, the 
authorities feel that the shopping cen- 
ter is now a firmly established institu- 
tion in American retailing. Over the 
next few years there will be a “shake- 
down” between downtown and out-of- 
town, to see how the share of total 
retail business will be distributed; and 
also, what types of merchandise will 
be purchased in each area. 

Consumers obviously like many 
things about the shopping centers. Also, 


we cannot overlook the influence of the 
new distribution of the population; and 
people tend to shop in the vicinity of 
their homes—especially when shopping 
is made attractive. The traffic and 
parking situations will also play an 
influential role in the future of the 
shopping center, particularly as the 
number of cars, and hence the traffic 
problems, increase. 

This poses one final problem — ac- 
tually a challenge—for shoe business. 
It is natural for all enterprises, 
whether the one-store independent to 
the largest shoe chain, to want to grow. 
But the intensifying challenge of shoe 
business growth today is to find de- 
sirable locations—and to anticipate the 
trend of consumer buying or shopping 
habits. Very few new shoe stores are 
now being opened in downtown loca- 
tions. At the same time, the number 
of desirable shopping center locations 
is rapidly declining. 

So this brings the question: In what 
areas is shoe business to expand? No- 
body seems certain of any “trend” yet. 
But a few significant movements are 
on the way, admittedly experimental 
for the present. One, for example, is 
the roadside shoe store. Another is the 
mill-ends stores, more of them carrying 
shoes. We see “feelers” being made by 
supermarkets, the discount stores, and 
other types of “outside” establish- 
ments, probing into the possibilities of 
shoe business. 

All this is something to watch 
closely. The shopping center is here 
to stay. But it by no means represents 
the final destination of shoe business. 
The economy is too dynamic, and we 
are still feeling the effects of mass 
migrations of the population, along 
with new trends in consumer shopping 
habits. All of these factors are in- 
fluencing the movement of shoe busi- 
ness—that is, where and how people 
will buy their shoes. 

But to the shopping center belongs 
one major distinction: it has been the 
most influential single force in the 
changing merchandising pattern of 
shoe business in the postwar era. 





Because of the extra promotion done 
in observance of the firm’s 50th anni- 
versary this year, Huston’s Shore Store 
in Berkeley, Calif., has realized a 10 
per cent increase in business, according 
to G. H. Romine, manager, who says 
the pickup has been very noticeable in 
men’s shoes. L. B. Houston, founder of 
the store, is still active in the business. 

* * a 


Don Pedersen, formerly manager of 
the basement shoe department of the 
H. C. Capwell Company in Oakland, 
has been promoted to buyer-manager 
of the women’s shoe department on the 
main floor, Robert Sievwright, formerly 
in the firm’s shoe department here, has 
been made manager of the shoe de- 
partment in the new branch store 
opened recently in Hayward. 


Boot and Shoe Recorder 





Mail Order 
Shoe Business 
[CONTINUED FROM PAGE 131] 


merchandising. Since the twenties, wo- 
men’s ready-to-wear fashions and ac- 
cessories have been given the choice 
first spot in the catalog. Women’s shoes 
follow in second position. They have 
maintained this same position over a 
number of years. The number of pages 
devoted to all types of shoes has varied 
only slightly, and this has been both 
up and down. Shoes have maintained 
their expected percentage of house busi- 
ness. There is no breakdown of figures 
available showing the volume of shoes 
sold. But their importance in relation 
to sales can be judged by the percent- 
age of pages they are accorded. This 
runs close to six per cent throughout 
the industry. 

Shopping by mail goes back to Colo- 
nial days, when colonists had to order 
from England. After the Revolution 
buying shifted to France and continued 
until this country developed its own 
industries. It was carried on in a 
small way in New England as early as 
1830. By the close of the Civil War, 
many farm magazines carried mail 
order advertising almost exclusively. 

The first mail order business of any 
consequence came in 1872 with Mont- 
gomery Ward & Co. Shoes appeared in 
an eight page catalog as early as 1874. 
Sears, destined to become the mail 
order giant, came along 20 years later. 
Meanwhile, large department stores, 
such as Macy’s and Wanamaker’s ex- 
perimented briefly with mail order cat- 
alogs. 

However, it was the exclusive mail 
order houses that went after and cap- 
tured the market out of reach of city 
stores. Their grewth paralleled that of 
the postal system. Low postal rates, 
rural free delivery in 1896, and parcel 
post in 1913 were all a boon. The mar- 
ket was infinite sinee the farmer’s only 
source for shees or any merchandise 
was the local general store. This in 
turn was dependent on the intermittent 
Yankee peddler. It was hardly an effi- 
cient or aggressive distributive system. 
This was also the beginning of a rising 
tide of agricultural prosperity. 

Shoes were obviously major items 
from the very beginning. Early cata- 
logs offered a wide variety for women 
at $2.95 and for men at $3.45. Shoes 
frequently merited better paper stock 
in catalogs. In 1910, some shoes were 
shown in four colors on 60 pound enam- 
el paper, expensive advertising, even 
then. They have followed the economy 
of the times. Catalogs of 1919 show 
shoes priced as high as $18.50 even 
though the best selling shoe was listed 
at $5.95. 

The period from 1908 to 1925 was the 
golden age of mail order. Dominance of 
the rural field began to decline with the 
use of the automobile and spread of the 
telephone system. Retail competition 
appeared in general merchandise chain 
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stores in county seats. This marked the 
entrance of Sears, followed by others, 
into the over-the-counter retail field. 
Today there are some 400 firms in the 
mail order business. It is estimated that 
they account for one per cent of the 
total retail trade volume. The bulk of 
that is done by the “Big Four”—Sears, 
Ward’s, Spiegel, Inc., and Alden’s—in 
that order. All are located in Chicago, 
the rail head of the country. All follow 
much the same pattern of operation. 
Merchandise is ordered from the cata- 
log either by mail, phone, or in per- 
son. A departure is John Plain & Co., a 
wholesale mail order house that sells by 
catalog through general stores. This is 
an operation that has grown steadily 


since 1915. A John Plain dealership 
consists solely of a catalog and is 
awarded only in towns of 7,500 popu- 
lation and less. The dealer uses the 
catalog as inventory, takes the usual 
mark-up between wholesale and retail 
price list. Customers order nationally 
advertised brands from the catalog and 
pick up their merchandise in the store. 
The tremendous volume and extent 
of distribution in mail order selling is 
seen in the size of Sears. The firm 
claims a catalog distribution of eight 
million. In addition to the headquarters 
in Chicago, there are eleven mail order 
houses throughout the country, each 
serving its particular region. The retail 
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mail order operation has been extended 
to Mexico, South America and Canada 
and there is export service to more 
than 100 countries. 

In a talk before the Security An- 
alysts of New York, F. B. McConnell, 
president of Sears, reported that in 
1954 in the Chicago Metropolitan area, 
even with good retail coverage, Sears 
obtained nearly $16,000,000 of sales 
from customers who bought from the 
catalog by telephone. He also reported 
that although all merchandise sold in 
New York has to be shipped from the 
Philadelphia mail order plant, more 
than $6,000,000 in sales were obtained 
over the telephone alone. 

Sears has over 800 catalog stores, 
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in addition to 717 retail stores. 

Here’s what the mail order houses 
have to offer in the volume market for 
shoes. The average customer finds a 
tremendous selection in shoe styles, one 
that would be difficult to duplicate any- 
where. This includes a complete depart- 
ment store or three or four specialty 
shoe stores. Thus, the catalog offers a 
complete shoe store under one roof— 
with shopping at a single, leisurely sit- 
ting. 

An average major season catalog for 
either spring or fall may carry well 
over 200 styles of women’s shoes. This 
is exclusive of the 40 to 50 styles of 
slippers, and 18 to 20 styles of rubber 
footwear. Featured shoes are shown in 


three heel heights. Emphasis is on style 
shoes, but the mature woman is not 
neglected. A large section is devoted to 
comfort shoes, nurses’ shoes, and fea- 
ture types—probably as large a selec- 
tion as can be found anywhere. One 
gypsy tie is offered in 79 sizes. 

Children’s sections offer over a hun- 
dred styles, including slippers and rub- 
ber footwear. Men’s dress types run up 
to some 80 styles. Mail order houses 
make their strongest bid for men’s busi- 
ness in work shoes. In some houses they 
comprise 40 per cent of men’s volume. 
Success and dominance in the field has 
come from serving practically every 
need with styles of work and service 
shoes and boots ranging all the way 
from 50 to 100 styles, depending on the 
size of the operation. Obviously once 
established, this is a repeat business. 

Rubber footwear is a long established 
mail order natural, based on price and 
selection. Mail order houses are able 
to carry a tremendous stock, a problem 
to the average retailer. However, in 
keeping with the national trend, this 
phase of the business has shown a 
marked decline in recent years. 

The mail order shoe customer knows 
exactly what he or she will receive. 
The catalog gives information that the 
average shoe clerk does not possess. 
Each shoe is shown, either by photo- 
graph or drawing. Many are in exact 
color. Description tells what the shoe 
is made off, how it will look, what to 
expect of it, how much it costs. Take 
this exact description for instance, 
“Soft-feeling Gypsy Oxford, gives you 
wonderful comfort. Better-fitting the 
short back last tends to hold yeur foot 
to the back of the shoe. Clinging heel, 
wide toe, snug at the instep. Smooth 
kid quarter lining. Pliant steel shank. 
Heel-to-toe cork cushions, an extra met- 
atarsal pad, make walking a pleasure. 
Leather sole, 1% inch heel.” The fact 
that all merchandise is guaranteed ex- 
actly as described, or money refunded, 
is convincing. 

Some of the promotion is on a com- 
parative basis. Thus, one catalog lists, 
item by item, construction features of 
the firm’s work shoes as compared to 
“other” brands. There are numerous 
comparisons drawn price-wise also. 

Except for very high fashion salons, 
the mail order houses meet style com- 
petition. They do so despite the time 
lag in catalog preparation. There is no 
differential in style preference and ac- 
ceptance between the rural and small 
towns and the big cities. Mail order 
catalogs are as in tune with the fashion 
trends as any other retail outlet. Some 
houses consider themselves fast fash- 
ion houses with shoes. As such they 
compete closely with low end chains. 
All have departed from their long es- 
tablished limited association with mid- 
dle of the road fashions. All show a 
certain number of shoes, in color, co- 
ordinated with the latest apparel. 
Ward’s stages style shows for the 
fashion press. Last year Sears formed 
a fashion board. Composed of four 
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full-time members and several associ- 
ates, fashion research is its prime func- 
tion. The purpose is to make Sears a 
fashion leader, which establishes rather 
than follows trends. Publication of the 
spring edition of the Spiegel catalog, 
marked what is believed to be the first 
time in mail order history that a com- 
plete selection of Paris designs in pop- 
ular price ranges has been offered to 
catalog customers. The fall catalog car- 
ries 21 original American designs by 
Charles Le Maire, Hollywood designer, 
together with properly coordinated 
shoes. 

The mail order business is aimed at 
the volume and middle-of-the-road mar- 
ket. Therefore, price is obviously a 
selling factor. Based on the tremendous 
volume of mail order distributors, it is 
also obviously a strong competitive fac- 
tor—for the chains, the department 
stores, and the average independent 
retailer. 

Average price ranges on women’s 
shoes run from $2.83 on casuals up to 
$12.98. One house carried alligator 
shoes at $16.95 and $18.95. Children’s 
shoes range in price from $1.97 to $6.77. 
One catalog leads off with men’s dress 
shoes at $19 and the selection goes 
down to $5. Work shoes run the gamut 
from $3.97 to $21.90. 


There has been a general trend 
throughout the field during the past 
two years to trade up. In some houses 
this has run as much as an increase of 
$5 in featured shoes. The average runs 
from 10 to 20 per cent all across the 
board. Some houses have their own 
brand for shoes, some carry a few na- 
tionally advertised brands in addition 
to their own. Others distinguish be- 
tween quality brackets with designa- 
tions of “good, better, and best.’’ There 
has also been a general reduction in 
the number of price brackets. 

Fit is probably the greatest problem 
in ordering shoes by mail. Shoe men in 
the field claim that the number of re- 
turns is no greater percentage-wise 
than for the average retail store. This 
may be due to the fact that returns in 
any mail order house are regarded far 
more philosophically. All merchandise 
is guaranteed and returns are an ac- 
cepted part of the business. 

However, they also point out that 
they have worked out fitting charts and 
methods that have proved scientifically 
correct and accurate. One firm devotes 
a half page to explanation of measur- 
ing methods. The explanation carries 
this statement, “You’re guaranteed a 
proper shoe fit by ordering one of 
these two ways.” One of these is to send 
the exact size, if known. A four point 
measuring system requires a blank 
sheet of paper large enough to fit under 
the foot, an ordinary kitchen knife, 
and a pencil. The foot is marked at 
four points—the toe, the joint of the 
inside of the foot, the back of the heel, 
and the widest part of the outside of 
the foot. The knife is held against the 
foot and used as a measuring aid. The 
paper with the four marks is all that 
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is needed. Customers are advised to use 
this method each time children’s shoes 
are ordered. Other houses use size 
charts. Specific instructions are pro- 
vided for rubber footwear, slippers, 
and heel heights. 

Selling by mail follows the general 
retail pattern. Biggest seasons can be 
judged by the size of the catalogs. The 
major ones are published for spring 
and fall, there are smaller summer and 
Christmas issues supplemented by oc- 
casional flyers. Easter, back-to-school, 
fall and pre-Christmas represent the 
peaks in shoe sales. 

The business is not without the cus- 
tomary problems of the trade. Some 


mark-downs and sale merchandise go 
into mid-season catalogs. Other mark- 
downs usually are disposed of in job 
lots through regular jobbing outlets. 
Due to the extreme time lag between 
the buying seasons for mail order and 
regular retail outlets, the “gamble” 
with mark-downs is an ever-present 
one and far more hazardous than in the 
rest of the trade. 

Mail order buying for the trade op- 
erates on a basic buying or specifica- 
tion plan. All firms do their own prod- 
uct planning and this includes shoes. 
Practically all shoes are made up to 
rigid specifications. Thus, the buyer 
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establishes the style, pattern, and con- 
tent, rather than the manufacturer or 
producer. Even when buying in the 
open market, shoes must meet the 
firm’s established specifications. 
Buying is timed on an entirely ciffer- 
ent schedule. The average manufac- 
turing schedule is not geared to mail 
order buying. This buying runs from 
six to nine months ahead of the regu- 
lar retail market. This demand is im- 
posed by the mechanics of the catalog 
which goes into the works seven months 
before it is mailed to customers. Thus, 
the fall catalog, which went into the 
mails July 1, closed on January 1. 
That meant all shoe buying for this 
current fall season was completed well 
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before that period. 

September 15 was the deadline for 
the spring catalog, so all spring buying 
is completed. Mail order buyers will 
use the National Shoe Fair for a guide 
for the summer shoe catalog. They will 
also seek trends that apply to next 
fall’s purchases. 

Today, resources are well spread 
about the country. This facilitates dis- 
tribution to major regional warehouses. 
A good portion of the purchases are 
from factories which specialize in pro- 
ducing for the volume markets. How- 
ever, at one time major mail order 
houses owned or controlled as many as 
a dozen shoe factories. The number of 
factories thus operated has varied 


through the years. 

Specification buying is closely linked 
with the testing laboratories. These 
laboratories set merchandise standards 
and are important divisions in all mail 
order houses. Their standards establish 
and maintain the firm guarantee of 
all merchandise. Their set specifica- 
tions for each item go to manufac- 
turers. Laboratory technicians test the 
first shipment of each order. Shoes are 
examined for quality, workmanship, 
material, and fit. They may even call 
for the last. The laboratories take the 
position of the customer and demand 
that each pair of shoes be as described 
in advertising copy. This guarantee 
policy appeared early in mail order de- 
velopment and has persisted. 

Mail order houses have an additional 
economic policy. They usually offer 
customers a variety of financing 
methods. They can pay cash. They can 
pay $10 down, followed by easy monthly 
payments. They are offered a variety 
of charge account plans. Until just 
recently some of the houses operated 
almost entirely on credit. “Send no 
money” was once synonymous with mail 
order buying. 

It is interesting to note that while 
mail order houses have over-the-counter 
selling and service, regular retail stores 
have expanded their mail order selling. 
Practically every large department 
store and specialty shop produces 
several catalogs a year. All of these 
contain at least one or two pairs of 
shoes and often more. There are firms 
that specialize in catalog production on 
a mass basis as a store service. 

Mail order selling then, is not a 
dying trend. I+ is obviously a changing 
one that may well become more im- 
portant in our trend to decentraliza- 
tion. The aggressive merchandisers 
have already opened new markets in 
the catalog order stores and centers. 
They may be on the way to an answer 
to problems of parking, congestion, 
time, distance, and high rental costs. 

Mail order houses have established 
many of our now accepted traditional 
merchandising patterns. Present 
volume purchases already highlighted 
in catalogs indicate markets they ex- 
pect to invade. Most obvious in shoes 
is the teen age group for both boys 
and girls, and young adults. The grow- 
ing number of styles in seasonal cata- 
logs for this market is indeed a sign 
of the times, 


Up-Grading vs. Up-Pricing 
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into full spending, and demand for up- 
graded merchandise. 

An important consequence of this 
deep “consumer confidence” is the tre- 
mendous amount of installment or 
credit buying. This is almost a new 
phenomenon in the economy of the 
world. There has always been credit 
buying, of course. But never has it 
taken such a large share of over-all 
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consumer buying at it has in the past 
decade. And only in America has this 
been possible. Why? Because only here 
is there such positive confidence in the 
economic future—in the consumer’s 
confidence in employment and incomes, 
and the seller’s willingness to bank on 
the same kind of assurance. The fact 
that goods can be paid for on tomor- 
row’s income has been another influ- 
ence in the purchase of upgraded 
goods. In short, if merchandise had to 
be purchased only with cash on hand, 
then customer selections might be more 
limited from a price standpoint. Credit 
permits more leeway on price selections 
—more buying of what one really de- 
sires rather than only what one can 
afford with the cash on hand at the 
moment, 

Credit buying, as many shoemen 
know, is already affecting shoe busi- 
ness. Despite the general reluctance 
of many shoemen to open credit ac- 
counts, some see it as inevitable if 
they’re to prevent some of this shoe 
business transferring to stores where 
such accounts are available. It’s also 
noted, significantly, that in many shoe 
stores where credit is available, con- 
sumers tend to buy better quality foot- 
wear than when cash is paid. There- 
fore, credit buying has been another 
force in upgrading. 


Need vs. Desire 


Another tremendous influence on con- 
sumer buying practices — particularly 
in upgraded purchases—is a post-war 
economic phenomenon. It might be 
called “need buying versus desire buy- 
ing.” This movement has given a new 
impetus and character to consumer 
spending habits. It means simply this: 
the average consumer or family now 
has sufficient income to take care of all 
basic needs. Thus, unlike in the past, 
all emphasis is no longer on the neces- 
sities of life. Now, with ample in- 
comes, steady employment and confi- 
dence in the future, “desire buying” 
has risen to greater importance. That 
is, purchases over and beyond neces- 
sities. 

Out of this has come consumer pur- 
chasing not only of more things and a 
greater variety of things—but an up- 
grading of merchandise purchased. For 
example, in the pre-war and earlier pe- 
riods, consumer philosophy operated on 
the plan of taking care of all necessi- 
ties (buying of basic needs), and put- 
ting the rest in savings. There were 
two reasons for this: lower income and 
purchasing power; and less confidence 
in the economic future. This tended to 
subdue spending on even moderate lux- 
uries for the bulk of consumers. It held 
down any important mass buying above 
basic or moderate needs. And it cre- 
ated a highly price-conscious consumer 
and merchant. The end result often 
was an actual down-grading of mer- 
chandise to fit to this consumer price- 
consciousness and limited budgets. 
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Now, however, we have been in the 
full swing of a “desire buying” econ- 
omy. While price-consciousness is still 
an important factor, it isn’t as domi- 
nant as before. People now have desire 
for better merchandise, for quality 
items. But they are still price-selective. 
In short, price is important—but the 
consumer often seeks upgraded mer- 
chandise with a certain price in mind. 

Again, today’s consumer is distinctly 
different from the consumer of 15 or 
20 years ago. Very importantly, she is 
better educated, more informed, hence 
more selective. She is just as ready to 
respond to a good buy. But she’s a bet- 
ter appraiser of a good buy than was 


her sister of less than a generation 
ago. 

However, most significant of all is 
that this better educated and better in- 
formed consumer has more refined 
tastes. This always results in demand 
for better grade merchandise. This 
has been a powerful motivating force 
behind the upgrading movement —a 
force not fully understood by many 
merchants. Also, better educated people 
tend to have better jobs and corre- 
spondingly better incomes. This means 
that the taste for better grade mer- 
chandise is backed by the ability to pay 
for it. 

[TURN TO PAGE 236, PLEASE] 
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Changes in Product-Mix 
[CONTINUED FROM PAGE 213] 


New ideas in product packaging are being applied 
here and there. The carry-out package, more color- 
ful boxes, brand imprints on box tissues are examples. 

There has been a tendency for the size of the average 
line of men’s and women’s shoes to increase. 
facturers and retailers alike in almost all price cate- 


Manu- 


gories are interested in offering as complete a variety 
as possible. This seems to be happening in spite of the 
tendency to feature at any one time only a single or 
selected item or family of shoes for promotion. 

Emphasis on more effective and speedier inventory 
control methods has consequently become very impor- 
tant. Office managements of shoe manufacturers are 
continually challenged by the demand for better and 
faster and more accurate inventory control accounting. 

In the men’s field there is an even more marked 
trend than in the women’s towards increases in the 
size of the average line. In the last ten years, some 
companies’ lines have jumped from 10 to 25 basic 
styles; in others, from as much as 50 to 200 lines. 
Perhaps this is due to the more recent entry of style 
consciousness in contrast to the 
women’s division where style has played an important 
role for many more years. 

Probably the greatest need for conquering the battle 
of inventories is to find a pre-testing method for styles. 
Piloting and market tests could probably go a long 
way to this end. Also more careful analysis of product 
saleability, both before, during and after the introduc- 
tion of a season’s lines, would help manufacturers and 
retailers prune their product trees more effectively. 
Such an instrument of control would require close 
understanding and teamwork. Manufacturers would 
have to acknowledge regional differences in needs of 
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retailers. Retailers would have to appreciate that a 
more selective stock of shoes, tailored to their local 
markets, would increase overall profits. Smaller inven- 
tories and quicker deliveries and faster turn-over would 
be the goals sought. 

The breadth of lines has also forced manufacturers 
to be selective in their promotions. Many companies, 
therefore, feature certain families of shoes rather than 
scatter their promotional budget ineffectually over the 
whole line. 

Accompanying the growth in size of lines is the 
increasingly acute challenge of keeping liquid both at 
the manufacturer and retailer level. Small to medium- 
sized manufacturers are faced with the problem of 
maintaining adequate stocks on the one hand and 
having enough cash on hand to pay end-of-the-month 
bills, 

Among branded manufacturers, the problem of 
identification has become increasingly important. Some 
manufacturers are conducting experiments to deter- 
mine which brand marks or names are most acceptable 
to the consumer. To find a name which is not con- 
fused with a competitor’s and which is appropriate, 
suggestive, distinctive and has memory value, are the 
goals of such testing. 

Part of the merchandising problem is to have the 
right organization setup and service strategy so as to 
maximize the effect of the total marketing effort. Nota- 
ble in this area is the increase in planned merchan- 
dising assistance to the retailer. Watching his opera- 
tions and advising him on buying and advertising are 
part of this planned help. More and more, retailers 
are becoming insistent on receiving this type of retail 
management cooperation. To meet this demand, some 
progressive manufacturers are supplying a greater 
quantity of sales promotion aids in the form of more 
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cooperative advertising and better designed internal 
and external displays. With respect to their own sales- 
men, manufacturers must devote more time to training 
their salesmen on how to lead their customers into 
more effective buying. With rapid fashion changes, 
especially in the men’s field, retail salesmen must be 
alerted to fashion trends. This is a very real and new 
problem in the men’s industry. 

In some companies, there appears to be a more con- 
scious effort to stimulate factory salesmen. More con- 
tests are being used and new types of incentive com- 
pensation plans are emerging. In a recent survey 
among 6] sales managers, it was found that compen- 
sation plans in many companies vary from the straight 
commission plan. Although more than half used a 
straight commission plan, another quarter were using 
drawing accounts and commissions and variations of 
salary, commission and bonus. 

In order to fill the demands of retailers for more 
planned help, some manufacturers are revising their 
territories and adding more sales representatives. At 
least twelve manufacturers, known to the writer, have 
during the past year undertaken to study or revamp 
their territories, or both, so that each retail account 
would be assured of an adequate amount of retail mer- 
chandising service. Already some of these manufac- 
turers have earned gratifying sales gains as a result 
of these efforts. 

Some of the trends mentioned in this article have 
not taken full hold throughout the industry. They are 
reported here because the writer feels they are sig- 
nificant. They are things that have already occurred 
on a larger scale in many other industries. They are 
signs that raise hopes that the industry will increase 


the size of its total business in the years immediately 
ahead. 





Manufacturing and Markets 


[CONTINUED FROM PAGE 195] 


at the National Shoe Fair in Chicago at the end of this 
month. Manufacturers look forward to active interest, 
sampling and good ordering. 

Concerning upstate shoe manufacturers, their activities 
have been divided between handling reorders for fall and 
readying spring lines for the National Shoe Fair. From 
scattered reports it appears that production of fall shoes 
will approximate last year’s and perhaps exceed it by a 
small amount. 

In September several makers of women’s medium and 
high-quality shoes were one to two weeks late in making 
shipments, mainly due to delays in obtaining lasts and 
components entering into tapered styles. 

At the manufacturing level there have been few sur- 
prises as reorders have confirmed retailers’ first choice of 
pumps, suedes and blacks. 


The John Foote Shoe Company, 144 Field St., Brockton, 
Mass., has introduced a new shoe style, the Yucca Boof, 
which features lightweight, great flexibility and impervi- 
ousness to perspiration. It is available in Desert Tan only. 
Features are a ripple sole, ripproof moulded back, chrome 
tanned glove lining and chrome tanned inner sole. Another 
new model with similar characteristics is the John Foote 
Skeet Boot. 
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Up-Grading vs. Up-Pricing 
[CONTINUED FROM PAGE 233] 


One of the phenomena of the post- 
war decade has been the disappearance 
of the one-price shoe store that was a 
standard fixture in earlier years. The 
reasons for the changeover from the 
single to multiple price store have been 
(1) an inflationary post-war economy 
which prevented one-price stability; 
(2) a volatile post-war economy of con- 
stantly fluctuating costs and hence 
prices; (3) recognition that the con- 
sumer was now upgrade-minded and 
wanted wider price and quality selec- 
tions; (4) the gradual disappearance 


of the one-price-bracket consumer or 
customer. 

The disappearance of the one-price- 
bracket customer is particularly impor- 
tant. Almost traditionally, shoe con- 
sumers have tended to fall into fairly 
specific shoe-price brackets, with rigid 
limitations as to the stretch of the 
price they could or would pay. In the 
post-war years, with constantly rising 
incomes and a firming sense of eco- 
nomic security, the consumer’s range of 
price flexibility has increased greatly. 
The pre-war customer who fell into a 
limited $5-$6 shoe-price range, today 
might fall into a $6-$10 range. Where 
previously a $1 difference in price 
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would prevent the purchase or lose the 
sale, today it rarely does—provided the 
item is what the customer wants. 

This has been a strong factor in the 
whole upgrading process in shoe busi- 
ness. A customer comes in for an $8 
shoe. But she sees nothing in that 
price range that appeals to her needs 
or wants of the moment. But she’s 
shown a $10.95 shoe which she likes. 
Though this isn’t the price she planned 
to spend, it nevertheless isn’t prohibi- 
tive. She buys the shoe. She has simply 
upgraded her purchase. And she is re- 
ceptive to an upgraded product pro- 
vided it’s what she likes or wants. 


Pathological Fear 


Many shoe retailers have still failed 
to realize the full significance of this 
development in consumer attitudes and 
buying habits. Among many of them 
there is still a pathological fear of the 
higher price—even when accompanied 
by upgraded merchandise. There is 
still much of the hangover of the pre- 
war psychology, when selling of all 
merchandise was almost wholly a price 
proposition. Hence price continues to 
assume an out-of-proportion impor- 
tance in today’s far more flexible con- 
sumer market. This “price hangover” 
has been another of the motivating 
forces behind one of the methods of 
price-upgrading—that is, placing more 
emphasis on the higher priced items 
within a given price range, without a 
change in the over-all price range. 

However, if we take a look at the in- 
dustry statistics we see what appear to 
be some contradictory facts and figures 
which point to a trend of down-grading 
rather than upgrading. For example, 
between 1953 and 1956 the average re- 
tail price per pair of shoes remained 
the same: $6. This “stability” took 
place in a period of over-all rising 
costs and prices and an expanding, in- 
flationary economy. In short, if shoe 
prices were standing still while all 
other prices, costs and the economy 
were rapidly moving upward—then 
shoe prices were actually declining by 
comparison. 

The same story has taken place in 
average factory or wholesale shoe 
prices: $3.61 in 1953, and $3.62 in 1956, 
virtually no change. 

An outsider might be quick to inter- 
pret this as “stability” of shoe prices 
—or a movement toward down-grading 
rather than upgrading. But analysis 
shows this isn’t actually so. Reason for 
the apparent “stability” of shoe prices 
is due wholly to the change in the 
“product mix.” In short, we have had 
an increasing number of lower-priced 
types of shoes—the playshoes, casuals, 
slipper-shoe footwear, sandals, etc. 
Production and sale of these has been 
at a much greater pace and amoun‘ 
than for conventional shoes. Hence, 
when the products and prices are all 
tossed into the same pot they “thin 
out” the contents. In short, they bring 
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down the over-all “average” for all 
shoes combined. 

However, if we momentarily elim- 
inate this low-priced footwear and take 
only conventional shoes, we find that 
there has been an upgrading as well 
as an up-pricing. A pair of conven- 
tional men’s black straight-tip calf ox- 
fords would cost more, and sell for 
more today than in 1953, simply on 
the basis of increased costs alone. 


Extra Pairage 


But if there has been such a heavy 
production and demand for the lower 
priced footwear, doesn’t this indicate 
a rising demand or trend toward down- 
graded rather than up-graded foot- 
wear? No. A large share of this lower 
priced footwear has been purchased as 
extra-pairage. The figures show this 
impressively. The classifications where 
the lower priced footwear has shown 
major increases are women’s, misses’ 
and children’s slippers, and “miscel- 
laneous.” 

Now note what has happened in pro- 
duction in these classifications, 1950 to 
1956: women’s shoes, up 14 per cent; 
misses’ and children’s, up 23 per cent; 
slippers, up 11 per cent; and the catch- 
all miscellaneous group, up 22 per cent. 

On the other hand, almost none of 
the “newer” low-priced types of foot- 
wear have come into the men’s and 
infants’ fields. And see what has hap- 
pened in these groups in production, 
1950 to 1956: men’s shoes, up only three 
per cent; infants’ and babies’ shoes, no 
change. 

This indicates clearly that this lower 
priced footwear—the so-called newer 
types—have been extra pairage, as 
shown by the percentage increases in 
production. Thus, when we look at the 
“average” retail and wholesale shoe 
prices and see no change over the past 
several years, it doesn’t mean that there 
has been a down-grading of shoes or 
their prices. Conventional shoes have 
been upgraded—by the industry as well 
as the consumer. And the new-type 
lower-priced footwear has been pur- 
chased as additional pairage. It has 
not been a transfer from better grade 
to lower grade shoes. 

Thus, looking at the trend over-all, 
it seems quite clear that the develop- 
ment in upgrading of shoes has been 
positive and steady. There are no in- 
dications that this will change in the 
foreseeable future. So long as we’re in 
a rising economy, with increasing in- 
comes and purchasing power and em- 
ployment, with consumer confidence 
strong, and with consumer attitudes 
changing, we have a combination of 
economic and social forces that make 
continuation toward upgrading almost 
inevitable. 

However, as many shoemen, as well 
as other merchants, have pointed out, 
there is a danger that the trend can 
be damaged by merchants taking ad- 
vantage of it. For example, the use of 
up-pricing without accompanying up- 
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grading, thus giving the consumer less 
value for more money. Today’s more 
alert and perceptive consumer will soon 
uncover such a deception. Upgrading, 
therefore, will remain popular so long 
as such deceptions aren’t commonly 
practiced. 





Downtown Shopping 
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larly those with children. 

How such centers have already eaten 
into downtown business and what the 
latter must contend with in their battle 
to recover the market, is graphically 
illustrated in a study by the Federal 
Reserve Bank of Boston of Retailing 
Sales Shifts from 1948-1954 in Metro- 
politan Boston. Although the central 
business district of Boston is still the 
major concentration point for retail 
sales, suburban communities showed 
a much greater sales increase in the 
six-year period. 

While retail sales in downtown Bos- 
ton during 1954 showed a 2.7 per cent 
increase over 1948, sales in the rest of 
the metropolitan area soared 43.2 per 
cent. Some 30 suburban towns had an 
average gain of 67.9 per cent. And 
Framingham, the site of a major shop- 
ping center, showed sales up 102.6 per 
cent. Total central business district 
sales, 20 per cent of the entire metro- 
politan area total in 1948, were only 
15.2 per cent in 1954. Today they are 
about 13 per cent. 

A significant finding was the in- 
creased share of sales going to down- 
town stores selling furniture, home 
furnishings and appliances, indicating 
a downtown shopping preference for 
“big-ticket” items. Sales per store 
downtown in this category were almost 
three times as large as those of subur- 
ban competitors. Most affected down- 
town were the apparel and accessory 
stores, liquor stores, book and station- 
ery stores, sporting-goods and bicycle 
stores and music stores. 

Although the Boston Standard Met- 
ropolitan Area has the largest retail 
sales volume of any in New England 
and is the seventh largest in the coun- 
try, its relatively few shopping centers 
(to date) may have prevented down- 
town stores from feeling the effects of 
suburban shopping as much as other 
cities. For example in Los Angeles 
which abounds in suburban centers, 
downtown department stores accounted 
last year for less than a third of the 
area’s total department store volume. 

But the cities are finally making ac- 
tive plans for comebacks and this must 
be reckoned on in the future. The 
stampede to the suburbs has not slowed 
appreciably as yet but it will un- 
doubtedly have reached and passed its 
peak within the next five years. In that 
time the cities will have reshaped their 
own approach to retailing. It may be 
another case of “too late and too little” 
but many downtown merchants feel the 
big battle still lies ahead. 





Review of the 
Retail Trade 
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selling group as is evidenced by one 
prominent shoe store. One shop ad- 
vertised its American made shoes as 
representing high fashion from Paris 
to Rome. 

Casuals for the housewife have 
picked up in sales. Demands have been 
for wedgie types with foam cushioned 
insoles that provide for comfort and 
flexibility. Punched calf and suede, and 
pigskin are very good in the natural 
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Top Sales Create 
Optimism in Milwaukee 


MILWAUKEE retailers, on all levels, 
reported gratifying early fall volume. 
Sales hit totals slightly above those of 
last year, and in a number of instances, 
the cash registers were considerably 
busier than they were last year at this 
time. A cursory review of sales ac- 
tivities covering the first three-quarters 
of 1957 indicates that shoe retailers 
feel they are running slightly ahead 
of last year. 

It is hard to locate a dealer who 
doesn’t seem genuinely convinced that 
barring unforeseen bad breaks he can 
wind up a bit better than he did last 
year. Early fall weather conditions 
have been very favorable. But, as one 
veteran outlying retailer put it: “Bad 
weather from now on can only help us.” 

High style needle shoes are gaining 
acceptance here. Major specialty shops 
in the downtown sector report con- 
tinually lessened resistance to extreme 
pointed toes and heels. Department 
store buyers also claim that their early 
apprehensions about the public’s willing- 
ness to buy the high style numbers 
have vanished. However, the modified 
tapered numbers still account for a big 
share of the total volume. An added 
note from one of the top volume store 
buyers doing an outstanding job on 
high style shoes: “You’ve got to have 
a faille bow on the shoe, however.” 

Black is the predominant favorite 
for the feminine trade. Brown shoes 
are selling “just fair”; but there is a 
surprisingly solid interest in grays. 

Vinyls continue to mark steady sales 
gains. But, top spot on the sales graph 
has been taken over by grain leathers 
which have made added inroads into the 
sales of suede. 

Back-to-college promotions were uni- 
formly successful throughout town. 
The continental, Italian-type shoes cut 
into the sales of ladies’ loafers and 
casual shoes, buyers claimed. Interest 
continued strong in the lighter weight 
footwear. 

Peering into the prospects for the 
balance of the year, several key buyers 
predicted that there would be a marked 
trend in ladies’ footwear sales towards 
the textured leathers and fabrics. Con- 
siderable confidence exists in the ex- 
panding sales potential for color in the 
style parade. 
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How to Increase 
Shoe Tree Sales 


To help you sell — to help you build 
store profits with Miller shoe trees — 
these sales promotion materials illus- 
trated below are offered to you. 
Each item is designed and carefully 
planned to provide you with basic in-store mer- 


chandising help . . . tested selling ideas . 


. . proven 


selling tools. Fill out and return the coupon below — 


send us a trial order for 24 pairs . . 


. find out the 


whole story on what Miller is doing to help you sell. 

And don’t forget . . . Miller exclusively handles 
Cordo-Hyde the aristocrat of shoe laces. Check shelf 
stocks now and order today for selling season ahead. 


O. A. MILLER CO. 


New Miller “profit builder” 


floor display stand. 


PLYMOUTH, N. H. 


Free sales promotion kit . . . 
most complete set of merchan- 
dising helps ever developed to 
promote and sell shoe trees. 





Free counter and window dis- 
player . . . mahogany finish. 
Takes all types of trees. Packs 
a lot of sell. 


Free holiday packaging . . . 
adds eye appeal, buy appeal 
for special day promotions. 





Free knob identification . . . 
your store name or trade mark 
identification “private 
branded”’ on Bete or spring ex- 
tension trees. 





Free “‘Tips on Proper 
Shoe Care” .. . in- 
store give away fold- 
ers. One of the most 
successful sales aids 
in the history of shoe 
tree selling. 





See us ait the show . . 


. National Shoe Fair, Booths 84B-85, 


Exhibition Hall, Palmer House, Chicago. 


O. A. MILLER COMPANY, Plymouth, New Hampshire 


Gentlemen: Please send full information on how to in- 
crease shoe tree sales, including prices and catalog. [1] 


Send me trial order for 24 pairs (we'll send you the fast- 


est moving men’s sizes). [_| 








Letters to the Recorder 


Shoe Buyer Backs Enlistee in PX Hassle 


GEORGE H, BAKER, WASHINGTON NEWSREEL, c/o BOOT AND 
SHOE RECORDER 

In the issue of BOOT AND SHOE RECORDER, August 1, 
your article indicates that you wish merchants to protest 
the encroachment of PXs in the retail business. 

I would like to inquire who is representing the Army 
and Air Force personnel. It seems to me that the small 
amounts that the soldier is paid, he should have some 
benefits and if he can’t purchase in the commissary and 
PX—especially if he has a family—he’s a dead duck. 

It seems that 12 years after the war because of 
apathy, the benefits of veterans and the military active 
groups are being encroached upon more and more. Let’s 
give the poor soldier a break. I am the shoe buyer at 
the Marbro’s specialty shops in Santa Monica and Ingle- 
wood. 





MAX GOLDRING, MARBRO’S, SANTA MONICA, CALIF. 


Recorder Washington Editor Replies 


MAX GOLDRING, MARBRO’S, SANTA MONICA 

Thank you for your very timely comments on the Post 
Exchange situation. 

As you no doubt know, Post Exchanges (Army) and 
Base Exchanges (Air Force) have added enormously to 
their sales volumes since 1945. In 1949, the exchanges 
sought and received permission to add lines of apparel, 
housewares, jewelry, luggages and other items. Last 
month, the list again was expanded to include children’s 
footwear, children’s clothing, civilian sweaters, type- 
writers, infants’ wear, brassieres, girdles, garter belts, 
maternity dresses, men’s civilian shirts, rings, bedding, 
baby furniture dinnerware, electrical appliances, flat- 
ware, radios, record players, cameras, projectors, tires, 
batteries, automotive accessories, and other items. 

Both the expansion program of 1949 and the expansion 
program of July, 1957, were protested by a number of 
merchants whose places of business are located near or 
adjacent to Army or Air Force bases. These merchants 
have learned by experience that they cannot meet the 
Army or Air Force prices and remain in business, for 
the Army and Air Force are not burdened with normal 
overhead such as taxes, light, heat, fuel, power, decora- 
tion, modernization, or the wages of uniformed help. 

There is general agreement that the exchanges can 
and should provide the Army and Air Force with items 
of convenience and necessity. But many retailers believe 
that expensive men’s shirts, de luxe golf carts, $100 
rings and expensive dinnerware are not “items of con- 
venience and necessity.” 

There is also a growing suspicion among retailers 
(particularly those retailers located near military instal- 
lations) that the Army and Air Force expansion plans 
are by no means completed. The exchanges are now 
pressing for authority to sell men’s sport jackets and 
casual jackets. In addition, they seek authority to ex- 
tend credit and offer charge accounts. Expansion plans 
beyond this point have not yet been made public. 

The military men who command the Army and Air 
Force exchange system have consistently shown an arro- 
gant disregard for taxpaying retailers. In some areas, 
where vengeful boycotts have been ordered into effect 
by the military, merchants have been driven from their 
places of business and from their communities. (From 
testimony before a congressional committee.) 

No one questions the sale of items of convenience and 
necessity to the soldier and to the airman. As you 


[TURN TO PAGE 252, PLEASE] 
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Medical Student Reports on Fluoroscopes 


By HOWARD S. SILBER 


OMAHA—At least nine states and two 
major cities are currently contemplat- 
ing laws and ordinances to restrict the 
use of shoe-fitting fluoroscopes. 

This would be in addition to the at 
least 17 states and 24 large cities with 
previously-legislated restrictions. 

The data is contained in a report on 
a comprehensive survey on the use of 
the devices by the Omaha-Douglas 
County, Nebraska, Health Department. 

Working through a grant supplied by 
the National Foundation for Infantile 
Paralysis, Richard L. Brennan, a medi- 
cal student at Omaha’s Creighton Uni- 
versity, conducted the survey for the 
health department. 

He queried every state and 50 cities. 

States listed as contemplating restric- 
tions were Colorado, Illinois, Iowa, 
Michigan, Missouri, Montana, North 
Carolina, Washington and Wyoming. 
Cities which reported they are consid- 
ering restrictive legislation were Los 
Angeles and Seattle. 

Survey replies showed restrictions 
are in force in the following states: 

Arkansas, Connecticut, Kansas, Ken- 
tucky, Massachusetts, Mississippi, New 
Jersey, New York, North Dakota, 
Oregon, Pennsylvania, South Carolina, 
South Dakota, Tennessee, Texas, Ver- 
mont and West Virginia. 

Replies were not received from Dela- 
ware, Indiana, Louisiana, Maine, Ohio 
and Rhode Island. 

Pennsylvania, North Dakota and 
South Dakota passed regulatory laws 
this year. 

Arkansas enacted its statute in 1947, 
the earliest listed. The cities reporting 
restrictive ordinances were New York, 
Philadelphia, Detroit, Milwaukee, Cin- 
cinnati, Kansas City (Mo.), Louisville, 
Atlanta, Dayton (Ohio) and Worcester. 

In his survey, Mr. Brennan made a 
detailed examination of the use of the 
fluoroscopes in Omaha, where there are 
no legislated restrictions. 

Thirteen of the city’s 74 footwear 
retailers had fluoroscopes. Two had dis- 
continued using them. In both instances 
the managers said the machines failed 
to give an adequate fit, Mr. Brennan 
reported, 

Most of the remaining store owners 
and managers “felt that the possibility 
of misfitting was the biggest problem 
with which they had to contend,” the 
researcher said. 

The next reason from the standpoint 
of number was the amount of extra 
time required to satisfy the customer. 
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Other reasons for not using the de- 
vices included lack of space, relatively 
high financial outlay, high operating 
costs. 

Commented Mr. Brennan: 

“Only two people recognized the in- 
herent danger of the units and gave 
this as the reason for not using them. 

“Others mentioned the possibility of 
radiation danger but were either un- 
informed or indifferent to this possi- 
bility. Few thought that the machines 
ever caused any actual damage.” 


-—— ; irl nh ee Si 


| Cancer Society Branch Asks 
|For Safe Fluoroscopic Law 


The Los Angeles County Branch 
of the American Cancer Society 
has just offered its support to the 
City Department of Public Health 
to control the use of fluoroscopic 
shoe-fitting devices in shoe stores. 

The Health Department has pro- 
posed changes in the city’s Toxic 
Chemical Ordinance to set safe 
standards for operating such ma- 
chines. 

Dr. Charles J. Miller, chairman 
of the medical and scientific advisory 
committee of the society, wrote to 
the City Council that “Our organiza- 
tion believes that X-ray, in the hands 
of competent medical men and scien- 
tists, is of great value to society but 
that in the hands of those untrained 
in its uses and unaware of its dan- | 

gers it can be extremely hazardous.” 








Radiation was measured by Mr. 
Brennan and a Health Department 
technician. 

Of the 13 units in Omaha, the survey 
report said, only four “would comply 
with the minimum standards set up by 
many states which have such stand- 
ards.” 

Store personnel reported between 25 
and 50 per cent of their customers used 
the machine to have shoes fitted. 

“Mothers accompanying their chil- 
dren, however, were felt to be the 
worst offenders, apparently feeling that 
a proper fit could be better accom- 
plished if they could see it on the 
fluoroscope,” Mr. Brennan noted. 

Checked for radiation leakage for 
comparison purposes were X-ray units 
in four dental offices and one at an 
Omaha hospital. One was 30 years old. 

The leakage was lower than for shoe- 


fitting fluoroscopes, Mr. Brennan re- 
ported. He found that the fluoroscopes 
“no longer have the great merchandis- 
ing value which they once possessed.” 
He predicted they would die out. 





Heart of America Shoe Show 
Expects Over 600 Buyers 


Kansas City, Mo.—The Spring and 
Summer Heart of America Shoe Show, 
sponsored by the Central States Shoe 
Travelers Association will be held at 
the Hotels Muehlebach and Phillips 
here on November 17-19. 

Plans have been announced for a spe- 
cial dinner-dance to be held at the 
Hotel Muehlebach on Monday evening, 
November 18, at which time valuable 
awards will be given away. First prize 
will be a five-day expense-paid trip to 
Las Vegas, Nev., with accommodations 
at the Hotel Riviera for two. 

A meeting of the Central States 
Shoe Travelers will be held November 
18 at an 8 A.M. breakfast when elec- 
tions of new officers will be held. 

About 90 exhibitors will display lines 
of women’s, men’s and children’s foot- 
wear for the spring and summer and 
more than 600 buyers are expected to 
attend from the six state area of Mis- 
souri, Kansas, Iowa, Arkansas, Ne- 
braska and Oklahoma. 





New Thom MeAn in Ohio 


NEw YorK—Thom McAn opened its 
61st store in Mansfield, O., in the 
Johnny Appleseed Village Shopping 
Center. Manager is Robert Pritchard. 
He has been with Thom McAn since 
1947, and most recently has been man- 
ager of another Mansfield Thom McAn 
family shoe store at 75 North Main. 





Capezio’s Scandinavian Boot 
Features Felt Inside and Out 





The shoes above, ankle high, are from 
Capezio's fall collection, and are for 
lounging. The soft Scandinavion boots 
are in red felt, are lined in black felt 
which turns over in a cuff. The leotite, 
in gray and black heavy knit, is calf 
length and an outgrowth of leotards. 
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New Unit’s Features Include a Trick Mirror 


A view of Health Footwear, Inc., Warwick, R. I., new suburban store. The three- 

armed arrangement in the center group of chairs and display shelves gives 

privacy and faces display of seasonal shoes. Note the large white square in the 

background, under the pennants. This is a two-way mirror which allows clerks in 
the back to watch the sales floor, yet it looks like an ordinary mirror. 


Warwick, R. I.—Recently Health 
Footwear, Inc., Providence, R. I., 
opened its first suburban store at 2432 
Warwick Avenue, in the brand new 
Meadowbrook shopping center in this 
city. This 65 by 25-foot store has sev- 
eral unusual features. 

One is a three-angled modernistic 
fixture, designed to provide a substan- 
tial degree of privacy for each family 
group while it places each group before 
a display of shoes. 

Located in the central fitting area of 
the store, this fixture is built around a 
triangular center. Emerging from each 
side of this triangle is a six-foot case. 
Each case forms a two-shelf open dis- 
play. The back of this display case pro- 
vides space for three individual chairs. 

This makes each group of chairs 
face the open shoe display in the next 
case. No matter where people sit in 
this center section, they are exposed to 
close-up display of the season’s top 
selling shoes. 

In addition, this center-floor arrange- 
ment provides that “something differ- 
ent” look. People like it. Some, who 
take other chairs when they first enter 
the store soon change over to this cen- 
ter section, where they can see the 
shoe displays and where they have 
more privacy. 

Another unusual feature is a two- 
way mirror at the rear of the sales- 
room. To the customers it is a mirror 
about three feet wide, two and a half 
feet high. 

To the store staff, it is a transpar- 
ent window through which they can 
observe the salesroom from the office 
and stockroom. This enables the staff 
to keep a close check on the floor op- 
eration without upsetting the attrac- 
tive store design. 

This mirror-window is part of a 14- 
foot floor-to-ceiling decorative barrier 
which separates the sales floor from the 
office and stockroom. In fact, the back 
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part of the barrier is used for the 
more commonly used stock. The front 
of the barrier has a 12-foot recessed 
display devoted to men’s shoes. 

Another unusual feature of this 
store is the window display arrange- 
ment. There are two removable win- 
dow stands, each four feet wide, ex- 
tending the entire length of the win- 
dows. These stands detach from the 
wall so that the trimmer can easily and 
quickly walk around the entire display. 

This has not only reduced the time 
necessary to put in a good window trim 
but it makes it possible to detach the 
stand to reach any pair of shoes in the 
window, without upsetting other items 
in the display. 

The store has an eight-foot wrapping 
counter which was custom-built to pro- 
vide two recessed seven-foot areas, the 
upper one for showing polishes, the 
lower for showing style shoes. 

The store has 23 individual wood- 
frame chairs with six-inch brass-tipped 
legs. Coverings are of varied colors— 
pastel pink, blue and gray. 

Walls are covered with washable 
walltex in an attractive brush-swath 
design in green-gold-gray on one side 
and gray-rose on the opposite side. The 
color scheme on each side wall is car- 
ried to the background of the open 
window boxes on the opposite wall. 

The store is brilliantly but softly 
lighted with fluorescent tubes over the 
central floor and with 32 spotlights, 
each angled to reach a specific display. 

There are eight pegboard boxes, in- 
cluding a Sock Bar, and two eight-foot 
wood-frame mirrors trimmed with 
wrought iron. 

The two-day grand opening drew 
1000 persons. Give-aways included two 
bicycles plus souvenirs for men, wo- 
men and children. 

This store sells women’s casuals in 
the $9.95 to $12.95 group, women’s 
walking and style shoes in the $12.95 to 


$20.95 bracket, men’s shoes from $12.95 
to $21.95, boys’ and girls’ shoes from 
$8.95 to $12.95, and infants’ and chil- 
dren’s shoes from $5.75 up. 

This suburban store has been in the 
planning process for two or three years, 
awaiting the decision as to the area in 
which to locate. The Warwick area 
was chosen because there have been 
6000 new homes built since 1950. 

Manager of the store is Martin J. 
Cullen, who has been with Health 
Footwear for the past five years. His 
assistant and display man is William 
Maymon. 

Health Footwear was started in 1938 
and has grown from a three-man com- 
pany to one employing 13 persons. 
Frank Barratt is president; George 
Cook, treasurer, and Warren Mowry, 
vice-president. 


Desco Aide Shows Suburban 
Look in New Shoe Fashions 


PHILADELPHIA — “Fall, 1957, Subur- 
bia, U. S. A.,” was the theme of a re- 
cent fashion presentation by the Desco 
Shoe Corporation at Snellenburg’s in 
Philadelphia. Mary Lynn Wagner, 
Desco fashion and publicity director, 
serving as commentator for the three 
showings, summarized the new trend 
in ready-to-wear as a silhouette 
“looser, easier, softer and much less 
fitted—truly a suburban look.” With 
hemlines going up, heels will go lower, 
“all adapted to the casual American 
way of life.” 

“The colors in clothes are few, but 
distinctive,” Miss Wagner noted, and 
listed a neutral beige, a clear or deep 
red, a bright cobalt blue, a medium 
gray, a golden brown and black, black 
and more black . . . still the most im- 
portant color in any woman’s ward- 
robe. Colors in shoes, she noted, fol- 
low the ready-to-wear trend. 

Discussing the “complete change in 
silhouette” of the shoes, she listed the 
tapered toe, the straighter sides, the 
long look. “The shoe for autumn is 
subtle, uncomplicated and most often 
free of ornamentation. 

“The oxford, the tie, the spectator, 
the pump, are all important silhouettes. 

“For the first time, this season the 
shoe industry has produced fashion in 
shoes for Suburbia . . . wonderful new 
shapes, leathers and colors .. . the low- 
heeled shoes with a dignified look, so 
completely right for our daytime sepa- 
rates, Bermuda shorts and slacks.” 


Paris Shoe Stores Uses TV 


ALBUQUERQUE, N. M.—Paris Shoe 
Stores, with two locations in Albu- 
querque, has undertaken sponsorship 
of the “Crusader Rabbit” television 
series. The program appears Monday 
through Friday and was started re- 
cently in coordination with back-to- 
school newspaper advertising. Sponsor- 
ship will continue through April 30, 
1958, supplemented by Paris Shoe 
Stores’ regular newspaper publicity. 
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Sears Stocks 30,000 Pairs in Center Unit 



















Attractive displays flank the walls in the women's dress shoe section. Special 
spots light up the open displays which feature white pegboard, for varying dis- 
play effects. Door at center leads to stock area. 


CLEVELAND—The new six-million-dol- 
lar Sears, Roebuck and Company store 
at the Southgate Shopping Center is an 
ultra-modern brick and granite build- 
ing covering a gross area of 191,000 
square feet and features 47 merchan- 
dise departments, ranking it among 
the largest in the entire Sears chain. 

The shoe department, which stocks 
30,000 pairs, offers complete lines of 


men’s, women’s and children’s shoes 
for sports, dress and work. The shoe 
department offers a family arrange- 
ment with all shoes located in one area. 

The department is attractively car- 
peted throughout and features long 
pegboard displays along most of the 
walls. Non-glare lighting is used 
throughout with special spots over the 
display boxes. 


Colors harmonize with chair cover- 
ings to distinguish between the men’s, 
women’s and children’s shoe sections. 
Furnishings include overstuffed metal 
base chairs, upholstered in a sturdy 
fabric, and harmonizing display tables. 
The seat covers are in pastels, creating 
a striking contrast to the rich mahog- 
any wood paneling used on the walls. 

Manager of the new Southgate shoe 
department is Joseph Alfonso who 
came to Cleveland from Painesville 
where he managed Sear’s shoe depart- 
ment. He will be assisted by Stanley 
Horowitz, one of Sear’s trainees. Man- 
ager of the new Sear’s store is Alfred 
C. Ernst, a veteran of 22 years with 
Sears and a native of Cleveland. Until 
recently he managed Sear’s Southland 
store. 


Buyer Israel in Nebraska 
LINCOLN, NEB. — Leon Israel, 


for- 
merly a buyer in women’s, men’s and 
children’s shoes at Boggs and Buhl’s, 


Pittsburgh, Pa., has joined Gold & 
Company department store here as 
head buyer in women’s and children’s 
shoes and supervisor of the men’s shoe 
department, it was reported by Wil- 
liam Gold, president. Mr. Israel has 
had 10 years of footwear retailing ex- 
perience in the eastern states. 

Charles O’Gara remains with Gold’s 
as assistant buyer of women’s and 
children’s shoes. Conrad Schleiger re- 
mains as buyer of men’s shoes. 
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Introducing NORTH- 
AMPTON Shoes, by ILES. 


Men's & women's casuals. 


Flats and little heels. 
Emphasizing lightness and 
flexibility. Gorgeous ve- 
lour suedes and calfskins. 
American lasts, Brannock 
sizing. (Look for extra 
good salesmen.) 





TERRY ILES. LASSIE SLIPPERS INC., 155 Riverside Dr., NY 24, WY 


Baby Lambskins Fully Lined Gen- 


uine Shearling Natural Crepe- 


Full Welted Sole 
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IN ATTENDANCE: 
At National Shoe Fair 


Room 639 


Conrad Hilton Hotel 


BILL PODOS 
BERT GREENHOUSE 





yond 








TWO GREAT LINES 


Yat? Salamander of Germany 


Manufacturers of Ladies’, Men's 
and Children's fine Shoes. Daily 
Output 40,000 Pairs. * 


Calzaturificio di Varese, Italy 


Makers of Ladies’ and Men's fine 
Shoes. World's distinguished Style 
Leaders. 


Sole Agent: Herman L. Atlas 
47 West 34th St., Room 862, New York City 


NATIONAL SHOE FAIR, October 27 to 31: Conrad Hilton, Room 704 
POPULAR PRICE SHOE SHOW, December 1 to 5: Sheraton McAlpin, Room 656 





pers’ 





Guild Moccasin Corporation 


219 SO. CENTRAL AVE., LOS ANGELES 12, CALIFORNIA 


letterhead. 





SNOW-PROOF 


W ater-proofs, Softens 
and Preserves Leather 


SNOW-PROOF was originally developed fifty 
years ago for snow-proofing hunters’ and trap- 
boots—now used everywhere for water- 
proofing, softening and preserving shoes and 
leather goods. Stops dry rot. Prevents mildew. 
Oacrless, colorless, not sticky; takes a shine. 
Moke extra profits water-proofing shoes and 
als. selling Snow-Proof to customers. 
| Ib., and 3% oz. cans. Write for descriptive 
folder and free sample can on your business 


Dept. 22, THE SNOW-PROOF CO.., Livonia, N. Y. 





ALL THE YEAR 
AROUND 


5 Ib., 


anil Sd oe 














McDonald Shoe Chain Geared to Speed Distribution 


Hastincs, Nes.— The handling of 
men’s, women’s and children’s footwear 
at the new warehouse of the J. M. Mc- 
Donald Company, a 100-store chain, 
will be speeded up as a result of the 
installation of a new conveyor system, 
it was reported by D. W. Austin, ware- 
house manager. 

In the past, McDonald warehouse 
packers worked with several boxes of 
shoes or other merchandise stacked on 
the floor around them. They received 
the merchandise off a cart, removed it 
to check it, packed it in boxes which 
remained in the stack around them, 
took them to the scales, and then put 
them on a cart and thence to the load- 
ing area. Considerable heavy lifting 
was involved at times, thus making it 
unfeasible to employ women. 

The new process eliminates unneces- 
sary handling of the boxes of shoes, 
thereby saving a great deal of time. 
A new set of scales also was added so 
that the warehouse now has one set 
for incoming merchandise and one for 
outgoing, which also saves times and 
handling. 

Ivan Arnst, traffic manager, said a 
new stock control system will be used 
in the warehouse in a further effort to 
maintain an adequate stock of all 
wanted styles and sizes in footwear at 
all times. 

A preprinted transfer and invoice 
form is being printed. It will contain 
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all the merchandise available from the 
warehouse, along with the cost of the 
merchandise. These prices now are en- 
tered by the men in the warehouse as 
they fill the orders. Managers will thus 
have a more thorough knowledge of the 
items that are available. 

The long-range goal set up for the 
McDonald warehouse, according to 
C. E. Blair, vice-president and secre- 
tary-treasurer, is that orders will be 
shipped within 48 hours after they are 
received in the warehouse. Since the 
firm operates family shoe departments 
as far away as Sacramento, Calif. 
(first West Coast McDonald unit was 
added last summer), and extensively 
throughout Texas, Oklahoma, Kansas, 
New Mexico, Colorado, Wyoming, Mon- 
tana, Iowa and Nebraska, fast delivery 
is very important to proper sizing in 
footwear. 


‘Inside USA’ Tickets on Sale 


NEw York—The answers to prob- 
lems in shoe fashion and merchandising 
will be given at the National Shoe Fair, 
says Marion Marsh, executive vice- 
president of Shoe Women Executives, 
whose members will pool their talents 
and resources for the presentation of 
“Inside Shoes, U.S.A.,” at a luncheon 
meeting at the Conrad Hilton Hotel, 
Tuesday, October 29. 

The cost of luncheon tickets, includ- 


ing “Inside Shoes, U.S.A.,” are $3.75. 
Tables of 10 may be taken, and checks 
should be drawn to “National Shoe 
Fair,” and orders mailed to George 
Gayou, manager, National Shoe Fair, 
Palmer House, Chicago 90, IIl. 


Ad Woman Writing Series 
On Shoes in NSRA Bulletin 


New YorK—A series of articles link- 
ing advertising and the shoe industry 
as a “dynamic approach” will appear, 
beginning this month, in the member- 
ship bulletin of the National Shoe Re- 
tailers Association, according to Ed- 
ward J. McDonald, executive vice-presi- 
dent. 

The series is by advertising woman 
Bernice Fitz-Gibbon. The first article 
deals with the children’s segment of 
the industry. 

Miss Fitz-Gibbon is a graduate of 
the University of Wisconsin, was a 
newspaper reporter and is credited with 
the Macy slogan, “It’s Smart to be 
Thrifty.” 

In 1955 Miss Fitz-Gibbon was named 
“Woman of the Year” in business. The 
poll was conducted among women’s 
editors of Associated Press Newspapers 
throughout the country. In 1956 she 
became the second person elected to 
the Retail Advertising Conference Hall 
of Fame. Fortune Magazine that year 
listed her among seven leading Ameri- 
can career women. 
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Redden Elected President 
Of Austin Retail Shoe Chain 


DALLAS—J. R. Redden was elected 
president of Austin Shoe Stores at a 
called recent meeting of the directors. 
F. A. Brown, chairman of the board, 
and Frank H. Kidd, Jr., chairman of 
the executive committee made the an- 
® nouncement. 

The new president of the Dallas re- 


































J. R. REDDEN 


tail shoe firm is a veteran shoe retail 
executive of 35 years in the industry. 
Mr. Redden joined Austin Shoe Stores 
in 1935, as footwear buyer, coming 
here from Birmingham, Ala. He was 
elected vice-president in November, 
1953, and appointed as general man- 
ager in October, 1955. In February, 
1956, Mr. Redden was elected execu- 
tive vice-president and general man- 
ager. 

In addition to the election of the new 
president, the directors discussed plans 
for expansion of the retail shoe chain 
that now operates 34 family shoe stores 
in Texas and Louisiana. 

Officers in addition to those above 
are A. R. Jensen, vice-president; E. V. 
Fulkerson, secretary, and A. M. Vrla, 
treasurer. 
























N. J. Shopping Center Unit 
Opened by National Shoes 


New York — A three-day opening 
celebration recently marked the coming 
of a new and modern National Shoes, 

’ Inc., store to 89 Bassett Highway in 
the Dover Shopping Center, Dover, 
N. J. 
No newcomer to the area, National 
’ Shoes formerly operated its Dover 
store on Blackwell Street for the past 
21 years. 

The new store is contemporary in 
design and decorated in_ sprightly 
pastel colors. It features all-seasons 
air-conditioning. 

According to Fred K. Siegel, vice- 
president of the 138-store National 
chain, both the 3,500-square-foot in- 
terior of the new location and its five 
windows were planned and arranged 
with customer convenience and ease-of- 
shopping in mind. 

Three big windows in front of the 
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store and two facing the Dover Shop- 
ping Center’s large parking grounds 
provide for a display of more than 500 
styles in the National line. These will 
be departmentalized according to men’s, 
women’s, girls’ and boys’ fashions. 

Inside, seats are similarly arranged 
by women’s, men’s, and children’s 
shoes sections. Interior displays, show 
cases, self-selection bars, pickup tables 
and accessory counters add to the ease 
of self-selection. 

Manager of the new store will be 
George Siani, who held the same posi- 
tion in the former location. He has 
been associated with National since 
1946. He will be assisted by William 
Ormsby. 

National Shoes, Inc. has independent 


chain stores in New York, New Jersey, 
Connecticut, Maryland, Massachusetts 
and Pennsylvania. 





Film on Shoe Salesmanship 
Set for Shoe Fair Showings 


New YorK—A film on shoe sales- 
manship, under the direction of film- 
maker Babette Doniger and her firm, 
Editorial Films, Inc., will have its pre- 
miere as one of the major events at 
this year’s National Shoe Fair in Chi- 
cago, October 27-31. 

Produced for the National Shoe Fair 
by McCall’s magazine, the film, titled 
“Are You This Man?” runs 20 minutes. 
Showings will be in Room 19, fourth 
floor of the Conrad Hilton Hotel. 
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NorFoLtk, Nes.—Orville H. Carlisle, 
partner in a shoe store here with his 
brother Robert, is turning a hobby into 
what appears will be a lucrative source 
of outside income. He has developed a 
scale model rocket, called the Rock-A- 
Chute, which a Clinton, Mo., manu- 
facturer will turn out in quantity to 
sell at about $8 on the Christmas mar- 
ket this year. 

Mr. Carlisle’s hobby has been chem- 
istry and rockets. The Rock-A-Chute 
which he has perfected is a small, easy 
to shoot affair that can be sold as a 
toy. Scientific uses are possible, he has 
been advised. 

Robert Carlisle, the other member of 
the shoe store operation, inspired the 
idea of the rocket. His hobby is model 
planes, and he wanted a rocket to show 
the modern developments. He asked his 
brother to make one, and Orville started 
working at it about four years ago. 

The rocket is made of ordinary paper 
tubing about an inch in diameter, balsa 
wood fins and plastic or wood nose 
cones. The rocket engine is pushed 
into a ring-shaped socket in the tail. 
A small square of thin plastic is folded 
and rolled into a cylinder, then wrapped 
in paper and inserted into the front 
tip of the rocket to serve as a para- 
chute which lowers the spent rocket 
safely to earth so it can be re-used. 

The engine case is of flame-resistant 
paper tubing. The motor has three 
parts. Included are the propellant 



















Shoe Retailer Turns Rocket Hobby into Christmas Profit 


which provides the thrust, the time 
element which is activated by the pro- 
pellant, and the expelling charge which 
is activated in turn by the time ele- 
ment. When ready to fire, the Rock-A- 
Chute is placed on a launching rail and 
the engine ignited by means of an 
ordinary fuse or by an electrical igniter. 
The missile takes off with a loud whoosh 
but there is no explosion. 





Privately-Owned Schiff 
Store Opens in St. Louis 


St. Louis — Schiff’s shoe chain 
opened its first privately-owned store 
in the St. Louis area in September. 

Located in the new Olivette Shop- 
ping Center, 9614 Olive Street Road, 
in northwest St. Louis County, the 
store is the twelfth shop to open in 
the new center. A subsidiary of Shoe 
Corporation of America, Schiff’s is one 
of the largest family shoe chains in the 
nation, operating more than 600 stores 
“from coast to coast. 

Arden Widman, district manager, 
has appointed Harry Cohen as man- 
ager of the new store, which is sit- 
uated between the W. T. Grant variety 
store and the Montgomery Ward store, 
both of which opened in October. 
Schiff’s has approximately 3,000 square 
feet of area, designed to carry 10,000 
pairs of shoes. 

Among the brands carried are Buster 


Brown, Roblee, Madison Square, Ped- 
win, Yorkshire, Lo-Lo, Dreamstep, 
Fashion-Bilt, Friskies and Sport Pals. 
A price range of $2.99 to $14.95 is 
featured. 





Delman Shoe’s Newest 
Salon Open in Los Angeles 


Los ANGELES — The mid - September 
opening of the Delman Shoe Salon at 
9704 Wilshire Boulevard, Los Angeles, 
brought from New York Rubin Adler, 
president of the firm; Donald Selig- 
man, vice-president; Robert Lasky, 
buyer and nephew of the company’s 
founder; and William Blackie, execu- 
tive vice-president of the General Shoe 
Corporation. 

Other Delman stores are in London, 
Paris, New York, Palm Beach, Miami 
Beach, Southampton, Philadelphia, Chi- 
cago and San Francisco. 

The interior of the new Wilshire 
Boulevard prestige store is luxuriously 
Edwardian, with tones of taupe and 
heliotrope prevailing, and with accents 
of acid green as highlights. 

The focal point of the store is a 
seven-foot spread chandelier of crystal 
and frosted glass. The room has walls 
of silk panels. Furniture includes 
French handcarved chairs and tufted 
sofas of handloom silk, calculated to 
provide a charming and relaxing at- 
mosphere for the store’s exclusive cli- 
entele of women. 





Now 32 


the fabulous 
Dunham's 



























TYROLEANS 


MORE PROFITABLE! 


It all started with the 7420, the now- 
famous 6” TYROLEAN boot devel- 
oped by Dunham's . . 
“Success Story" of 
TYROLEANS is spread 
over 32 profitable styles and colors 
for men, women, and children! The 
demand for genuine TYROLEANS is 
greater than ever .. 


The most aggressive advertising 
and merchandising compaign 
in our history is now underway 
to increase even further the 
demand for Dunham's Tyroleans! 
Ads in leading national 
magazines are pre-selling 
millions of consumers — 

free merchandising material 

is available to bring these 
prospects into your store! 


DUNHAM BROTHERS COMPANY 


Brattleboro, Vermont 












TIMES 


. and today, 














SPORT KING 
BOWLING 
SHOES 


A top value at popular 
prices. Littleway stitched 
Men's: Black or Smoke 
Sizes 6-12, $4.00 




















Women's: : 
Red or Smoke | 
Sizes 4-9, $3.60 











Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 














; ¢ 
of this still-growing otet by ont The Famous HOLLYWOOD ‘The Oniginal HOLLYWOOD 
ing today for complete information sani-white $KUF SHINE 















SHOE POLISH 


HOLLYWOOD SHOE POLISH, Inc. 
RICHMOND HILL 19, NEW YORK 








covers WITHOUT BRUSHING 





WAALS, 
re ao 


they must come 
back to 
buy! 


Boot and Shoe Recorder 








STOCK 


Retail about 9.95 
SEE US 
NATIONAL SHOE FAIR 
HOTEL MORRISON 
ROOMS 1170-71 










British Classics, inc. 


146 DUANE ST., NEW 


YORK 13, N. Y 


another 







crowds 







item, too! 








Cushions the meta- 
tarsal arch. Prevents 
foot slippage. Never 
shoe. 
stick, instantly ap- 
plied. Swell resale 


For FREE sample & catalog mail us this ad. 
STOCKED BY LEADING FINDINGS JOBBERS 


MODERN ORTHOPEDIC APPLIANCE N 
584 BROADWAY, NEW YORK 12, N.Y. CA 6-4723 






TO WALKING PLEASURE 


PEDI-PA 


PATENT PENDING 


Our latest 
contribution to feminine 
foot comfort... 





SHOE 
CUSHION 


Self- 








co., INC. 





Shoe Bar Feature of Boyd’s Second Unit Near St. Louis 


St. Louis—Boyd’s, men’s and wo- 
men’s specialty store, St. Louis, has 
opened its second branch, this one in 
the new Crestwood Plaza Shopping 
Center in southwest St. Louis County. 

At the new store, women’s shoes are 
sold via a shoe bar. A 12-foot counter 
on the main shopping floor displays 
samples of each pattern in stock. Inven- 
tory is stored out of sight behind the 
selling area. According to a spokes- 
man for the department, this informal 
merchandising of pairs has met with 
excellent response from customers. 

Four fitting chairs are placed at ran- 
dom adjoining the shoe bar. When a 
customer makes a selection of pattern 
or patterns, the clerk gets her size 
from the stock room. At the Boyd’s 
Shoe Bar, it is never a case of “out of 
sight, out of mind.” Footwear is 
clearly visible for women to pick up, 
inspect and try on. Clerks stand ready 
to give fitting help. 

Harold Foens is buyer for the shoe 
bar. Brands handled include Accent, 
Spalding, Show-Offs, Johansen, Smash 
Hits, California Cobblers, Bass Wee- 
juns, Maine Aires and Pappagallo. 

The men’s shoe department adjoins 
the men’s clothing area on the new 
store’s lower shopping level. William 


Strake, who manages the department, 
formerly was connected with Boyd’s 
suburban Clayton branch. Brands car- 
include 


ried Bostonian, Winthrop, 
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Threadneedle Street, Bass Weejuns, 
Spalding, and Johnston and Murphy. 

Boyd’s new Crestwood Plaza Shop- 
ping Center branch is open three 
nights each week at present, Monday, 
Thursday and Friday. A giant park- 
ing lot surrounds the center, serving 
the stores which include Sears Roe- 
buck, Kroger, Pam’s Shoe Store, Thom 
McAn, Baker’s and others. 





Christmas Promotion Studied 


NEw YorK — The National Retail 
Dry Goods Association is polling local 
merchants associations in more than 
1,000 communities throughout the 
country to determine the scope of com- 
munity wide promotional programs 
being planned by merchants for the 
coming Christmas season. The study is 
being conducted by NRDGA’s Sales 
Promotion division. 





U. S. Self Service Unit Opens 


BALTIMORE, Mp.—Charles R. Arnold 
has opened his first unit in what will 
be a chain of 11 additional stores known 
as U. S. Self Service Stores, at 3833 
Liberty Heights Avenue, a suburban 
business area, here. 

Two additional leases have been 
signed and nine are in the offing. The 
establishments will be in Pennsylvania, 
Maryland, Virginia, Delaware and New 





Jersey. The store handles sample and 
name brand shoes at reduced prices. 

Mr. Arnold was an assistant to the 
president of Abraham & Straus in 
Brooklyn, N. Y. Before that, he was 
an executive with the Hecht Company, 
Washington, D. C., in charge of the 
shoe division. 


Football, Shoes, Tie-In Well 


CHEYENNE, Wyo.—Flory’s, swank 
family shoe store here, is building traf- 
fic and considerable good will among 
customers by serving as a football 
ticket agency for the University of 
Wyoming. 

The university is located at Lara- 
mie, more than 40 miles from Chey- 
enne. Hundreds of Flory’s customers 
are devoted Wyoming football fans. 
They appreciate the opportunity to 
visit the shoe store, look over the sta- 
dium chart and buy their tickets on the 
spot from the shoe store. A number 
of the ticket purchasers also have lin- 
gered to buy new footwear. 








Remodeling Profitable 


A store overhaul consisting of 
painting and papering inside and new 
wall-to-wall carpeting and a paint job 
on the outside has brought a five per 
cent increase in business over a six- 
month period, says Tom O’Connor, 
manager of the Chandler Shoe Store 
in Oakland. 
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Uses Mirrors to Create Illusion of ay. Seehr Suey Sine Mating 
—_— To Be Shown at Shoe Fair 


CuHicaGo—Shoe retailers will have 
another opportunity to brush up on 
how shoes are made by visiting the 
“Tell and Sell” exhibit at the National 
Shoe Fair, October 27-31 in Chicago. 
The display will be located in the lower 
level lobby of the Conrad Hilton Hotel. 

Prepared especially for the shoe in- 
dustry the “Tell and Sell” display 
starts with the cutting of shoe upper 
parts and goes right through to the 
finished shoe in a_ step-by-step se- 
quence. 

Each operation is illustrated by the 
actual shoe as it appears at the stage 
and is further described by an ex- 
planatory caption. As an additional 
aid to the visitor without enough time 
for close examination, the exhibit is 
also equipped with colored pointers 
which indicate which part of the shoe 
is being worked on at each step. 

Key operations are also illustrated 
by photographs of operators and ma- 
chines at work in the shoe factories 

A completely mirrored wall in the rear of the Manufacturers’ Shoe Store in Hono- where the exhibit shoes were made. 
lulu helps create an illusion of depth. This mirrored wall is one of the features First presented in the Exhibition 
added during the store's recent remodeling at a cost of $60,000. Separate depart- Hall of the Palmer House during the 
ments were created for men and women. The lighting system was modernized. National Shoe Fair last fall, the ex- 
Selling space was enlarged and window display space increased. Officers of the Fong : a 
company operating the store are Lawrence Santos, president; H. W. B. White, ibit is being shown again in order 
that retailers who missed it last year 


vice-president; C. Y. Dyke, treasurer; Mrs. Rose Sills, secretary; and Mrs. Irmgard 
Santos, director. may have another opportunity to see it. 
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By VIVIAN C. ANDERSON 


DENVER—F or the most original shoe 
design the past year, internationally, 
Roger Vivier, Paris shoe designer for 
Christian Dior the past three years, 
was awarded an annual creativity 
plaque by Daniels & Fisher, famed old 
department store here, at the second 
annual International Symphony Fash- 
ion Show presented by Daniels & 
Fisher under the sponsorship of the 
Denver Symphony Guild. Benefits from 
the show, attended by 2,600 persons, 
were for the Denver Symphony Or- 
chestra. 

“Like the women of London and 
Paris, the American women are de- 
manding more and more fashion in 
shoes,” Mr. Vivier said, in accepting 
the award and in an interview follow- 
ing. Mr. Vivier, who had been Delman 
designer for 20 years prior to his Dior 
service, showed his own shoes at the 
show along with original costumes of 
Luis Estavez, Dior, Ceil Chapman, Leo 
Ritter, Ben Reig, Antonio del Castillo, 
Galanos, and Pierre Balmains. Joseph 
Ross, retiring president of Daniels & 
Fisher, presented the award “for cre- 
ative achievement in the field of fash- 
ion.” 

Mr. Vivier showed slightly lower 
heels on most shoes—with several ex- 
ceptions, all with extremely pointed 
toes. Not too low, but 22/8’s and 
23/8’s, the heels were no wider at the 
base than one’s little finger, usually 
about one-eighth of an inch in diame- 
ter, and were all-metal. He showed 
45 different styles of shoes at the show 
and later in Daniels & Fisher Corin- 
thian Salon, both a French collection 
and American collection, the latter 
made on American lasts and retailing 
from $25 to $30 and upwards. 

“Asymmetric lines or off-side like 
back in 1925 are very important,” Mr. 
Vivier said, pointing to delicately cut 
pumps, stripping sandals and, in par- 
ticular, a soft antelope “Bootee,” its 
scalloped buttoned side reaching above 
the ankle. 

Two shoes especially applauded by 
the audience were a black satin pump, 
with extremely pointed toe and stiletto 
heel, four round rhinestone buttons 
“closing” the pump in the rear from 
heel to top of shoe, and a leopard print 
velvet pump with delicate rhinestone 
heel and extremely pointed toe. 

“Pointed toes will last at least three 
more years but the toe of tomorrow 
will be softly squared,” he said, dis- 
playing such toes on antelope pumps 
for tailored wear and on velvet and 
satin pumps with jewel trim for dressy 
wear. 

“Fabric and material and trim will 
be exciting the next few years—soft 
antelopes, satins, silken brocades, vel- 
vet. In my custom-made shoes I have 
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Designer Receives ‘Creative Fashion’ Award 





Roger Vivier, French shoe designer, re- 

ceives award "for creative achievement 

in the field of fashion" from Joseph 

Ross, president of Daniels & Fisher, 

Denver, at 1957 International Symphony 
Fashion Exposition. 


exquisite handwork in embroidery and 
jewels, lots of tulle and lace, on satin 
and brocade. Gold hook and chain trim 
are important on softest kids in suit 
wear. New, too, is the rhinestone toe 
clip which can be put on a simple pump 
to dress up the shoe for cocktail and 
evening wear.” 


Northwest Fair Eyes Record 


St. PauL—At least 250 lines of foot- 
wear, representing major U. S. manu- 
facturing and distributing centers are 
expected at the Northwest Shoe Travel- 


ers Association’s 1958 Spring Shoe 
Fair, November 2-5. 

Edward J. McDonald, executive vice- 
president of National Shoe Retailers 
Association, will be the principal 
speaker at the 8 A.M. retailers’ break- 
fast, November 4 at the St. Paul Hotel. 
His talk is titled, “The Glory Road.” 

Advance reservations indicate a rec- 
ord number of buyers will attend the 
show. 

Retailers at this show are expected 
from Minnesota, Wisconsin, northern 
Michigan, Iowa, Nebraska, Wyoming, 
Montana, the Dakotas and Canada. 





Review ‘Dress Right’ Drive 


New YorkK-——A report on the prog- 
ress of the “Dress Right, You Can’t 
Afford Not To” campaign, sponsored 
by the American Institute of Men’s 
and Boys’ Wear, was detailed at the 
membership dinner meeting held at 
Waldorf-Astoria on October 2, 1957. 
More than 600 leaders, from all seg- 
ments of the industry attended. 

Francis DeW. Pratt, president of the 
institute, and various other executives 
reviewed the program. A booklet has 
been prepared for distribution by the 
USO to millions of servicemen. 
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That’s the story of Levy’s Shoery, Monticello, New York! 
Year after year increases, with a $3,000 spurt in 1956! 

Want to build steady, sizeable increases with children’s shoes? 
Write, call or wire for complete information about 

a Dr. Posner franchise in your trading area. 


DON'T MISS THE DR. POSNER SPRING AND SUMMER LINE 
ON DISPLAY AT THE NATIONAL SHOE FAIR, OCTOBER 27-31, 
ROOM 897-898, PALMER HOUSE, CHICAGO. 
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WELLCO SHOE CORP., Waynesville, N. C. 











About Shoe People 





Maxwell Field, executive vice-presi- 
dent of New England Shoe and Leather 
Association, participated in an all-day 
briefing at the Pentagon in Washing- 
ton on current military developments 
in the Department of Defense. The con- 
ference was held in connection with 
the 5th Annual Meeting of the Defense 
Orientation Conference Association, of 
which Mr. Field is a charter member. 

= * * 

A new children’s shoe store has been 
opened in the exclusive district of San 
Gabriel, Calif., at 307 North San Ma- 
rino Avenue. Lou Simmonds, who owns 
the store, also owns Lou’s Shoe Outlet 
at 4874 Huntington Drive, Los Angeles. 
The new store is managed by his wife, 
Iris Simmonds. 

* * * 

Ben Byrd, for many years manager 
of Wetherby Keyster Shoe Company in 
Pasadena, Calif., has been made man- 
ager and buyer of shoes at Hinshaws 
Department Store, 1201 Baldwin Ave- 
nue, Arcadia. The shoe department is 
a concession owned by Sbicca Shoe 
Manufacturing Company, of Los An- 
geles. 

* * * 

Fred N. Wells, senior member of 
Wells & Frost, Inc., independent fam- 
ily shoe store at Lincoln, Neb., has 
been named chairman of a committee 
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to handle University of Nebraska Band 
Day which will be staged in connection 
with the Nebraska-Syracuse football 
game at Lincoln on October 19. Sixty- 
five high school bands from over Ne- 
braska will parade through the city 
prior to the game and present the half- 
time program at the ball game, Mr. 
Wells said. 


* * * 


Jerry Stark, who owned and oper- 
ated The Bootery, a women’s shoe 
store in Cheyenne, Wyo., until 1951, 
when he sold out and moved to Albu- 
querque, N. M., to set up a similar 
business, has returned to Cheyenne 
where he has joined the Tom Sear] 
Realty Company. 

* * * 


Charles Keef has been named man- 
ager of Baker’s Shoe Store, Lincoln, 
Neb., succeeding Fred Worth, who has 
been transferred to Milwaukee. Mr. 
Keef began working for the retail shoe 
chain in Lincoln in 1945. Since then he 
has been with Baker’s in Omaha, Osh- 
kosh, Wis., and Chicago. 


* * * 


Irving Alcalay, who is observing the 
tenth anniversary of his store, Danon’s 
Fine Shoes in Long Beach, Long Island, 
N. Y., is completing modernization. He 
has also added six new lines. 








Charles M. Campion, manager of 
footwear sales of Hood Rubber Com- 
pany in Watertown, Mass., has been 
named chairman of the “Distinguished 
Salesman’s Award” program sponsored 
by the Boston Sales Executives Club, of 
which he is also a member of the ex- 
ecutive committee. The awards will be 
presented during the 19th New England 
Sales Management Conference sched- 
uled to be held January 11 in Boston’s 
Hotel Statler. 

* OK * 

Albert L. Girard has been made vice- 
president and general manager of the 
Modern Shoe Stores Company, head- 
quarters of which are in Fall River, 
Mass. Since 1952, he has been district 
manager. Announcement of his promo- 
tion was made by Robert H. Beekman, 
president. 

+ * 

Frank Starr has opened a new wo- 
men’s shoe store at 1556 Hancock, 
Mass., under the management of David 
Goldstein. Mr. Starr owns two other 
shoe stores, one in Woburn, Mass., and 
the other in Wellesley. Mr. Goldstein 
was formerly with Kays-Newport. 

ee ee 


Joe R. Valdes, veteran Tampa foot- 
wear specialist, has been named man- 
ager of Dale Shoes, 223 East Davis 
Boulevard, according to announcement 
by Mrs. Paulette M. Paul, store owner. 

* * * 

William Shields, former manager of 

the Marsh Shoe Store in downtown 
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Youngstown, O., is now manager of 
the chain’s new store in the Lincoln 
Knolls Shopping Plaza. B. J. Baker, 
district supervisor, has transferred his 
headquarters to Youngstown and is 
managing the downtown store for the 
firm, which has headquarters in Akron. 
* * Ok 

The former Little Joe’s Shoe Store 
at 4653 South Beech-Daly Road in the 
west side suburb of Dearborn, Mich., 
has been taken over by Albert Simon, 
a newcomer to the shoe business, and 
rechristened the Family Shoe Store. 

ca * * 

Tadeusz Jaranowski has taken over 
the north end W. K. Custom Shoe Shop 
at 5212 East McNichols Road, Detroit. 
The former owner, Walter Kanigowski, 
has retired from active business. The 
store specializes in custom orthopedic 
shoes. 

* * * 

The Pott’s Boot Shop in Hugo, Okla., 
has been purchased by L. D. Armes. 
The business will continue under the 
same name for the present, the new 
owner announced. Mr. and Mrs. W. H. 
Potts, who have operated the business 
for the last eleven years, will continue 
to work at the shop. Mr. Potts will 
specialize in new boots, saddle repair 
and handmade individually fitted arch 
supports. Mrs. Potts will assist with 
shop repair and will help Mr. Potts. 
Mr. Armes, 31, is an experienced shoe 
repair man, having worked in that 
profession for a number of years both 
in Hugo and in Lawton, Okla. 

s * * ok 

Peter Sbicca, co-partner with his 
brothers in Sbicca of California, pro- 
ducers of women’s casual shoes, is en 
route to Australia and New Zealand 
for an extensive business tour. Sbicca 
leases its name to plants there which 
produce shoes under the Sbicca label. 
None of this production is imported 
into the U. S. A member of the Sbicca 
firm makes an inspection trip to these 
plants annually. 

* * * 

Ruben Valdez, formerly a juvenile 
probation officer with the Kern County 
probation department, has entered into 
partnership with Donald K. Rhodes 
and H. Blair Collins in the well-estab- 

j lished business known as The Shoe 
Horn, featuring infants’, children’s and 
teenage shoes and ladies’ casuals. The 
original Shoe Horn is at 948 Baker 

’ Street, in East Bakersfield, Calif., but 

a Shoe Horn No. 2 store has just been 

opened in the heart of the shopping 
district of larger Bakersfield. 
* * * 


Milt Cornish has been appointed man- 
ager of Peter Brothers Men’s Shoe 
Store, Oakland, Calif., succeeding Paul 
Smith. Mr. Cornish was formerly with 
I, Magnin & Company. Although he 
has been in the shoe business 20 years, 
this is his first venture into the men’s 
field. Since assuming his new post he 
has added two new salesmen to the 
staff: Walt LeRoy and H. Page, who 
have had many years experience. 


; October 15, 1957 








Financial 
News 





Godman Declares Dividend 


CoLumBus, O.—The board of direc- 
tors of The H. C. Godman Company, at 
a meeting on September 26, 1957, de- 
clared a dividend of 1% per cent or 
87% cents per share on preferred $25 
par capital stock. The dividend is 
payable on October 10, 1957 to share- 
holders of preferred stock of record at 
the close of business October 7, 1957. 





Schiff Corporation Sales Up 
Almost 8 Per Cent for Year 


CoLtumsus, O.—The Schiff Shoe Cor- 
poration, with 648 retail units nation- 
ally, including six Schiff Shoe Stores 
in Columbus as of Sept. 1, 1957, has 
announced plans to add 21 new stores 
before year-end. However, three will 
be replacements of existing stores, 
making a year-end total of 666. 

The company said sales amounting 
to $52,085,457 for the calendar year 
period ending August 31, 1957, were 
7.81 per cent greater than the $48,310,- 
493 in sales for the comparable 35 
weeks ended September 1, 1956. 

Sales for the most recent five-weeks 
period, ended August 31, 1957, showed 
a 7.58 per cent gain—$8,443,476 com- 
pared to $7,848,698 for the same period 
last year. 





U. S. Shoe Corporation Sales 
Reported Up 12 Per Cent 


CINCINNATI—The United States Shoe 
Corporation and Subsidiaries reported 
today that the unaudited consolidated 
net income after provision for federal 
income taxes for the nine-month period 
ended August 31, 1957 amounted to $2,- 
037,286.16 as compared with $1,950,- 
720.44 for the corresponding period 
1956. ‘This is equivalent to $1.82 and 
$1.74 respectively per share of com- 
mon stock on 1,119,388 common $1.00 
par value shares outstanding. 

Consolidated net sales for the period 
totaled $32,587,457.88 compared to $28,- 
963,799.62 for 1956 representing an in- 
crease of approximately 12% per cent. 

During the last quarter the United 
States Box Company, a wholly owned 
subsidiary, began manufacturing shoe 
boxes for the Red Cross Shoe division 
of the parent company and will soon 
begin production for the other brand 
names, Cobbie, Joyce, and Selby Arch 
Preserver. A wood heel covering plant 
newly completed, began operation Octo- 
ber 1. Orders being received continue 
to surpass the comparable period of last 
year, the company said. 
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A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 
| with a full mark-up for you. 



























Write today for free 
full-color catalogue of the 
entire Goding line. 
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You get fast 
IN-STOCK SERVICE 
TOP QUALITY and 


LONG MARK-UP 
hen you switch to.. 










































EXTRA LONG WEAR 
WITH COMFORT TO SPARE 
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Write to: Cedar-Crest Shoe Company, Dept. 1015 
A Division of General Shoe Corporation 
Nashville, Tennessee 


























HIS HEART 
TOMORROW 












NEEDS YOUR HELP 
TODAY 


More than 500,000 chil- 
dren with damaged hearts 
look to medical research... 
supported by the Heart 
Fund...for a brighter 
tomorrow. 






























Their hearts need your help 
today. Give generously. 
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s New 





Daughter Feels Grown Up 
With Nite-Aires’ Slippers 





These pink satin slippers offer feminine 

fashion to gladden ladies of all ages. 

Designed to make daughter feel “grown- 

up," the Nite-Aires are adorned with 

lace, through which a pink velvet rib- 
bon is threaded. 





‘Curon’ Insulating Material 
Shown by Curtiss-Wright Unit 


New YorK —Curon, a non-woven, 
spongy material produced by the Plas- 
tic division of Curtiss-Wright Corpo- 


ration, was exhibited here recently, 
showing the wide variety of uses to 
which this material can be put. Of spe- 
cial interest to the shoe industry were 
lined shoes and skating boots. 

It was also shown as an interlining 
in men’s, women’s and children’s gar- 
ments, blankets and sleeping bags, pro- 
viding warmth without weight. It is 
used to line neckties, gloves, sports 
caps and hats, where light weight, 
warmth, permanent shape and lack of 
bulk are highly desirable. 

Properties that provide insulation 
against both sound and temperature 
changes make Curon valuable in many 
applications, including an acoustical 
sound screen, acoustical tester and 
thermal tester. It comes in a variety 
of types: as a sheeting which can be 
laminated with many materials; as 
tiles, blocks and molded forms. It can 
be either hard or soft. The fact that 
it is constructed to “breathe” makes it 
specially practical in cushioning and 
clothing where quick drying is particu- 
larly desirable. 

Roy T. Hurley, chairman and presi- 
dent of the company, pointed to future 
developments and enlargements in the 
production of Curon. Assistance in the 
designing and construction of the ex- 
hibits was credited to Strauss Displays, 
Inc. Hallowell Shoe Company received 
credit among apparel manufacturers. 





Left, mesh with rick rack overlay is the material in this Pretty bag matched to 

the Red Cross shoe. Right, the tapered silhouette is carried out in this Pretty bag 

with tapered flap to match tapered toe pump by Paradise. Both are made of 
half patent and half patent stripe. 


Close coordination of bags with shoes 
is the distinctive feature of the Pretty 
Bags operation. Working with leading 
women’s style manufacturers, the firm 
repeats the materials and detailing of 
the specific shoe. Even the shoe silhou- 
ette is duplicated at times, as shown 
here in the bag with tapered flap co- 
ordinated with the tapered toe shoe. 


Firm Details Shoe, Handbag Co- 


ordinates 


‘es 





The bags are made to retail at $7.95 
to $10.95, a price that brings them 
under the retail prices of the shoes 
with which they are coordinated. The 
usual ratio of bags sold to match shoes 
is six to one, according to Mr. B. Mills, 
company executive. However, when un- 
usual materials are used, the ratio may 
be three, or even two, to one. 
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October 24th to 31st. 





Shoe Technician 


Outstanding opportunity exists for shoe 
technician with thorough knowledge of all 
phases in leather and fabric footwear 
manufacture, with special ability for estab- 
lishing lasts and last patterns at Wellco 
Rosearch, Waynesville, North Carolina, 
situated in the beautiful Smoky Mountains. 
This position is permanent. The salary is 
commensurate with the responsibility, and 
offers outstanding possibilities for the right 
man. Interested applicant can write direct 
to Waynesville or be interviewed by David 
C. Ling, Booths 27 and 28, Palmer House, 
Chicago, during National Shoe Fair from 
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around heel. 


RIPPLE SOLE® SHOES WITH 
ADDED FEATURES! © 
That's Why Foot Kings Outsell all others. 
FOOT KING® 


Goodyear Welts 


LIFE TIME counters. SILICONE treated uppers. NYLON fitting. 
PURATIZED drill linings. FULL QUARTER linings. WELT all 


SEE THE COMPLETE FOOT KING LINE—including SHU- 
LOKS®, WELLINGTON Boots, IVY LEAGUE Buckle Backs, 
REG-E-STURD®. Boys’ shoes, CHUKKER Boots, and shoes for 
WORK, DRESS, LEISURE. 


#99010 
Widths A, B, C, 
D, E. Men's 6/12. 
Price $7.95 net. 








NATIONAL SHOE FAIR, 
OCT 27-30 


PALMER HOUSE, 
ROOM 909, CHICAGO 


Atlanta, Ga. Nov. 10-13 


SOUTHEASTERN SHOE 
TRAVELERS 


Henry Grady Hotel 























FOOT KING means BUSINESS! 
Dept. 1015, A. S. Kreider & Son Co., PALMYRA, PA. 











Obituaries 





Herman J. Sunness 


SCRANTON, Pa.—Herman J. Sunness, 
63, founder of the Sunny’s Shoe Stores 
in this city, died recently after a long 
illness in Mount Sinai Hospital, Miami. 

He was a brother of Benjamin Sun- 
ness, this city, who operates two 
Sunny’s Shoe Stores here; Harry, who 
operates Harry’s Shoe Store, Pittston, 
and Samuel, of Binghamton, N. Y., 
and Beverly Hills, Calif., who operates 
several shoe stores on the West Coast 
and two motion picture theaters in 
Binghamton. 

Moving to Florida in 1949, Mr. Sun- 
ness founded and operated the PIX 
chain of 23 stores which introduced 
self-service technique of merchandis- 
ing shoes in the South. His stores 
concentrate on women’s footwear. 

Born in Europe, Mr. Sunness came 
to this city in infancy and was edu- 
cated in the Scranton schools. Before 
World War I he worked in this city, 
Binghamton, Buffalo and Williamsport 
for the Newark Shoe Company, which 
operated a chain of stores. 

After serving in the Army in World 
War I he launched his own retail busi- 
ness and opened Sunny’s Shoe Store 
at 106 North Main Avenue in 1921. 
The store, one of two still operated by 
the chain in Scranton, is one of nine 
Sunny’s Shoe Stores. 
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A. J. Giese 


CINCINNATI—A. J. Giese, chairman 
of the board of the Vulcan Corpora- 
tion, designers and manufacturers 
here of shoe lasts and wood heels, died 
recently at St. Luke Hospital, Fort 
Thomas. 

A native of Cincinnati, Mr. Giese 
was associated with the Cincinnati ac- 
counting firm of Murphy, Lanier & 
Quinn. Later he was secretary-trea- 
surer of the Hotel Gibson and comp- 
troller for the Wurlitzer Company. 


Samuel Springer 


MEMPHIS, TENN.—Samuel Springer, 
of 338 North McNeil, died after a heart 
attack at his home here. He was 65. 

Mr. Springer had worked as a travel- 
ing shoe salesman in the Mid-South for 
more than 30 years. He sold shoes for 
the Charles Meis Shoe Company of 
Cincinnati, and the Modern Shoe Com- 
pany of St. Louis. 

Born in St. Joseph, Mo., Mr. 
Springer moved to Memphis as a child 
and had lived here since. 

He was a Mason, a life member of 
Al Chymia Shrine Temple, the Shrine 
Patrol, and a charter member of the 
Shrine Musketeers. He was a member 
of the Temple Israel congregation. 

He leaves his widow, Mrs. Sari 


Schwartz Springer; a son, William L. 
Springer of Chattanooga; a daughter, 
Miss Eunice Springer of New York 
City; four sisters, Mrs. E. M. Jaffee 
of Somerset, Ky., Mrs. S. J. Seligman, 
Miss Helen Springer and Miss Esther 
Springer, all of Memphis, and a 
brother, Harry Springer, also of Mem- 
phis. 


W. Burke Lotspeich 


KNOXVILLE, TENN.—W. Burke Lot- 
speich, long associated with the whole- 
sale and retail shoe business here, died 
at St. Mary’s Hospital September 23. 

Mr. Lotspeich had been in declining 
health for some time and was forced 
to retire from his last position with 
the Spence Shoe Company about a year 
ago. He lived at 912 Eleanor Street. 

He is survived by his widow, Mrs. 
Catherine Davis Lotspeich. 


Yoland M. D’Alessandro 


HAVERHILL, Mass.—Miss Yoland M. 
D’Alessandro, treasurer of the Le- 
sande Company here, died September 
16 at the Hale Hospital. With her fa- 
ther, Augusto, and a brother, Elmo A., 
Miss D’Alessandro organized the com- 
pany ten years ago to make women’s 
high style shoes. Her father is presi- 
dent and her brother is vice-president. 

Miss D’Alessandro was born in 
Lynn, Mass., on September 23, 1907 
and lived there for 20 years. 

Surviving are her parents, 
brother and three sisters. 
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WOLVERINE 


man-ctyled SPORT SHOES 


Wolve e Shoe and Ic 
Rockford, Michigar 





Sidney B. Meserve 


CAMBRIDGE, Mass. — Sidney B. Me- 
serve, 62, chemist in the Shoe Adhe- 
sives Laboratory, Dewey and Almy 
Chemical Company division of W. R. 
Grace & Company, died September 29. 

A graduate of Pratt Institute, he 
had been with Dewey and Almy for 29 
years. He was instrumental in the de- 
velopment and refinement of latex shoe 
adhesives, and also contributed to the 
improvement of hot melt adhesives, im- 
pregnated insoles and other shoe prod- 
ucts. 


Latson B. O’Neal 


LITTLETON, N. H.—Latson B. O’Neal, 
42, a foreman at the Connors-Hoffman 
Shoe Co. factory here, was instantly 
killed recently when his automobile 
careened off West Main Street, strik- 
ing a culvert and overturning. 

Mr. O’Neal, a native of Macon, Ga., 
had served in the Navy and had been 
a resident of Littleton for 19 years. 

Besides his widow, Marion E. O’Neal, 
he is survived by a son, three daughters, 
his parents, three brothers and three 
sisters. 


Trade Literature 


Brochure Presents Wealth 
Of Fabric Designs from Paris 


NEw YorK—‘“Footprints of Paris,” a 
brochure recently issued by Shain & 
Company, Inc., leading shoe fabric 
house, brings together drawings of 
French shoes from leading Paris de- 
signers with swatches of the spring 
and summer line of Shain fabrics. Two 
shoe styles with six Shain swatches 
suitable for the two shoes are shown 
on each of the 10 pages. The materials 
cover a wide range including varieties 
of mesh, lace, prints, straw cloths, 
jacquards, silks and silk satin shan- 
tung. 

The French designer houses repre- 
sented include Dior, Fath Boutique, 
Codré, Joseph Casals, Donna Gréco, 
Georgette, Mancini-Dessés, Laure and 
Léandre. 

A low circular heel is interesting in 
two Dior designs, shown on a page with 
mesh and lace. Another Dior shoe, a 
high-heeled pump, is suggested as a 
style for a shiny black straw cloth or 
a plain straw, to be trimmed with a 
heavy satin bow. Another straw shoe 
on a regular low leather heel is from 
Codré. From Joseph Casals there is a 
high-heeled fabric shoe with long 
leather tip and heel. 

The shoe from Fath Boutique is a 
flat in fabric with gathered throat. 
Georgette provided a fabric pump, 
high-riding, with small tongue and fine 
piping in leather. An instep strap of 
fabric by Rancini-Dessés has a shaped 
low heel, covered with leather. Laure 
is represented by more designs than any 
other. They are all pumps with high 


throat lines and all are trimmed with 
leather, kid except for one patent 
leather. Leather vamp and quarter 
overlays, perforated kidskin collar, con- 
trasting leather tips or tip and tongue 
of leather are interestingly used. 

Léandre has two high-riding closed 
shoes in fabrics, both with several nar- 
row patent leather straps across the 
instep, giving the high vamp line; both 
with goring adjustment in the straps. 
A design by Donna Gréco is a high-rid- 
ing pump in pearl gray fabric with 
vamp overlays in the same color. 

The brochure was prepared from 
material provided by Shain’s Paris 
style service and by Jean Olds, the com- 
pany’s style director. 


Letters 


[CONTINUED FROM PAGE 238] 


probably know, the large exchanges 
that are found today on all Army and 
Air Force bases were built and devel- 
oped in World War II and again in the 
Korean War by retailers carrying out 
their assigned duties while in uniform. 

But we honestly believe the steady 
encroachment of the Federal govern- 
ment into retailing and other busi- 
nesses historically served by private 
capital is an unhealthy trend. An ex- 
cess of power by a central government 
historically results in the disappear- 
ance first of the small merchant and 
eventually of all enterprise fostered 
with private capital. 

Naturally, there are divergent opin- 
ions on the point. But we at the BOOT 
AND SHOE RECORDER honestly believe 
that the retail footwear trade in this 
nation can serve the public best if it is 
unhampered by competition from a 
well-meaning but over-zealous govern- 
ment. 

Thanks again for taking the time and 
trouble to write. And I hope you will 
continue to share with us your views 
on this and other problems of mutual 
interest to retailing. 


GEORGE BAKER, WASHINGTON EDITOR, 
CHILTON PUBLICATIONS 





‘Old Lady's Running Shoes’ 


We have read your article in the 
August 15 RECORDER “Important Shoes 
For The Important Woman” and we 
feel this is one of the keenest analyses 
of “old lady’s running shoes” as you 
call them that we have ever read. 

Of course, this applies directly to the 
kind of shoes we make and feature and 
it is especially appealing to us. We 
have asked all our associates and sales- 
men to read this article and with your 
permission, we will use the idea in our 
future sales work. 


R. P. BOOTHBY, 

General Manager, 

CUSHIONIZED BELLAIRE SHOE 
COMPANY, PORTLAND, ME. 
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Personnel of the Lois Shoe Company in Boston. Left to right, Sidney Fleischer, 
Lawrence Katz, Margda Claridge, Marty Fine and Morris Ralby. 


Boston — Lois Shoe Company, job- 
bers of cancellation shoes normally re- 
tailing from $12.95 to $40, has moved 
into new quarters at 121 Lincoln 
Street. In the heart of Boston’s shoe 
and leather district, the company, 
headed by Marty Fine, occupies space 
in a recently completed building which 
has taken the place of another torn 
down to make room for a thruway cur- 
rently under construction. 

This building is a parking garage on 
most of its second floor and roof. Space 
on the street floor has been leased to 
a number of non-competing firms in 
the shoe and allied industries. 

In the rear of the street-level stores 
is a loading platform, reached by a 
ramp. To this set-up Mr. Fine has 
added a refinement, a conveyor belt 
which is reversible. Cases arriving at 


the store are carried from the loading 
platform to a 6,500-square-foot stor- 
age space in the basement, where 60,- 
000 pairs can be accommodated. Con- 
versely, cases designed for shipment to 
retailers can be transferred from the 
basement to the loading platform. 

Lines carried by the Lois Shoe Com- 
pany include, among others, Andrew 
Geller, Shenanigans, De Luca, Avon- 
ettes, I. Miller, Mr. Marty, Mr. Stanley, 
Arthur Murray, Capasella, Ferrano, 
Lucerne, and Juliano. These are of- 
fered for sale only in towns and cities 
without no regular agencies. 

In addition to Mr. Fine, the firm has 
two salesmen, Sidney Fleischer and 
Morris Ralby, the latter being Mr. 
Fine’s father-in-law. The office force 
consists of Lawrence Katz and Margda 
Claridge. 





U.S. One Scottish Target for Rope-Soled Footwear 


GLAsGow, SCOTLAND — The century- 
old rope-sole shoe industry in Arbroath 
is in the final stages of a major re- 
organization program encouraged by 
the success of modern fashion shoes 
based on the rope-sole theme. 

More than 100 years ago, Douglas 
Fraser and Sons Ltd., of Arbroath, 
began the manufacture of rope-soled 
shoes. The nearness of the Dundee jute 
industry and the demand for cheap 
footwear in overseas countries en- 
couraged the steady growth of the in- 
dustry. 

The modern ‘Baffeez’ have been 
fashion-styled and the success of the 
program can be gauged from the fact 
that the Arbroath factory has been 
modernized at considerable expense to 
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meet increasing demands. Mass produc- 
tion methods will provide an output of 
5,000 pairs per week. 

The American market is a most im- 
portant one and the American interest 
seems likely to increase in view of the 
current demand which has grown up 
there. Other important export markets 
include Australia, New Zealand, The 
Bahamas, Singapore and Hong Kong. 
The American market is believed to 
hold scope for a turnover in the region 
of 1,000,000 dollars per annum. 

The further development of this rope- 
soled theme is in the production of 
accessories, including belts and hand- 
bags, in similar materials to be worn 
with the ‘Baffeez’. Production for the 
overseas markets is in the fittings used 








in these countries where these differ 
from the British standards. 


The importance of the washing ma- 
chine test has also been appreciated. 
This means that all goods must stand 
the rigid test of washing machine 
cleaning and the rope-soled shoes have 
been built to withstand regular cleaning 
on these lines. 





First Brandeis U. Dinner 
Set for National Shoe Fair 


WALTHAM, MAss.—Two Boston shoe 
and leather executives are chairmen of 
a national committee for Brandeis 
University which will hold its first an- 
nual dinner, to be held in conjunction 
with the opening of the National Shoe 
Fair, October 27 in Chicago. Samuel L. 
Slosberg of Green Shoe Manufacturing 
Company, and Louis H. Salvage of the 
Louis H. Salvage Shoe Company, Inc., 
have been named chairmen of the Na- 
tional Shoe and Leather Committee on 
behalf of Brandeis University. 

Mr. Slosberg, a resident of Brookline, 
Mass., is a member of the board of 
trustees of Brandeis University. He is 
a director of the New England Shoe 
and Leather Association, and past-pres- 
ident of the National Shoe Manufactur- 
ers’ Association. 

Mr. Slosberg is one of the founding 
members of the Friends of Creative 
Arts at Brandeis University, and 
served as a vice-chairman and chair- 
man of the group. The Slosberg Family 
Foundation, of which Mr. Slosberg is 
president, was donor of the new Slos- 
berg Music and Art Center on the 
Brandeis campus. 

Mr. Salvage, a resident of Swamp- 
scott, Mass., is a life member of the 
Brandeis Clubs and contributor to 
numerous university funds. He is past 
president and ex-officio director of the 
New England Shoe and Leather Asso- 
ciation, as well as a director of the 
National Shoe Manufacturers’ Associa- 
tion, and director of the 210 Associates. 

Brandeis University, the first Jewish 
sponsored, non-sectarian university in 
the Western Hemisphere, was founded 
in 1948. In its first decade the univer- 
sity has grown from nine buildings to 
thirty-five buildings on 250 acres, with 
a graduate and undergraduate student 
body of more than 1,200. The univer- 
sity is named for the late Louis Dem- 
bitz Brandeis, associate justice of the 
Supreme Court. 


Golo Names Aide in Midwest 


NEw YorK—Golo Footwear Corpora- 
tion announced the appointment of 
Irving Leopold of Chicago as its sales 
representative in Illinois, Indiana and 
Wisconsin. 

Mr. Leopold began his shoe career in 
1935 with Lane Bryant-Cowards. He 
has been a shoe buyer for Thalheimer’s 
in Richmond, Va., and for the past four 
years, was midwest sales representative 
for J. Edwards Company. 











Belgian Couple Guides Galloping Shoe Production in Home Plant 


A view of one 


of the chain production halls of 


— 


the Landa Shoe Company at 


Kruishoutem, Flanders, Belgium. 250 men and women at this regional plant manu- 
facture more than a million shoes for the Belgian market alone. 


BY JOHN ASHTON 


BRUSSELS, BELGIIUM—Under the dy- 
namic and farsighted leadership of a 
Belgian couple, Mr. and Mrs. Robert 
G. Naessens, what was just a small 
family plant with 20 employes back in 
1925 has today developed into a holding 
of several factories employing each 
some 250 workers and white-collar em- 
ployes. 

Today, according to Mrs. Naessens, 
Landa Shoe is preparing, in total se- 
crecy new styles for the coming sea- 
sons. Some of these she admitted will 
be aimed at the American market. 

This industry, one of Belgium’s most 
remarkable industrial successes, is the 
Landa Shoe Company. And, typical of 
such western European industries, it is 
located — at least the organization’s 
commercial headquarters are—in the 
romantic, somewhat sleepy setting of a 
small village of Flanders, Kruishoutem, 
internationally famous for its weekly 
eggmart. 

Technical soul of Landa is Mr. Naes- 
sens and the financial expert is his 
wife. Both are aided by their son who 
is now preparing a trip to the United 
States in order to study American pro- 
duction methods in view of their adap- 
tation to European industries. 

The plant’s original small workshop 
was torn down a few years ago and re- 
placed by modern halls and equipment. 
In fact, states Mrs. Naessens, they had 
to start from scratch at the end of 
World War II for both her husband 
and she were arrested by the German 
occupation authorities and work at the 
plant ceased. 

Since 1945, however, Landa Shoe has 
never looked back. 

Exporting today to’ the Belgian 
Congo and throughout Europe, the firm 
has become the principal purveyor to 
the country’s armed forces. Its men’s 
and children’s shoes can be bought at 
any of the country’s fashionable shops 
and, as Mrs. Naessens states, “we are 
on constant outlook for new develop- 
ments and styles.” 

The population of Belgium consumes 
an average of 28,670,000 boots, shoes, 
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sandals, and the like, for men, women 
and children of every possible type a 
year. Among these a considerable pro- 
portion come from Italy, France and 
Britain. The share in this of the Landa 
Shoe production is today an annual 
average of 1,500,000 pairs of men’s 
shoes alone, and the Kruishoutem’s 
plant output is 1,500 pairs daily. This 
production capacity is to be doubled 
next year in view of boosting exports 
abroad. 

Financial benefits show similar prog- 
ress, rising from a total, for the Krui- 
shoutem plant alone, in 1949 of 27,000,- 
000 Belgian francs, to 96,000,000 in 
1952 and the following year up till now. 
Despite competition from Germany, 
Dutch competition has, according to 
Mr. Naessens, dropped over the past 
five years because Belgians reproach a 
lack of quality work in that country’s 
export production. Landa Shoe remains 
the Belgian manufacturer capable of 
holding its own, and better than that. 

The main types of shoes produced 
at Kruishoutem in the shadow of a 
medieval belfry are mixed: Goodyear, 
following the Welt system, and Blacks. 
New machines to boost Goodyear pro- 
duction are now being installed. 

Styling too undergoes constant 
change and supervision. The popular 
favor of Belgians today is for supple 
Italian style shoes, and the Landa Shoe 
stylists scour foreign countries for 
every model that is new. Out of this, 
and the firm’s tradition, a typically 
personal style is born and a special 
cutout machine graduates the carton 
blueprints down to each individual size 
in order to prepare accepted models for 
mass production. 


Endicott Johnson Appointee 


Enpicott, N. Y.—John Siscoe has 
been appointed manager of the cost de- 
partment at Endicott Johnson Corpora- 
tion and will supervise production cost 
accounting for all plants. With the 
company since 1929, Mr. Siscoe has had 
charge of cost accounting in the Bing- 
hamton and Johnson City plants for 
the past 10 years. 


Mr. and Mrs. Robert G. Naessens show 

a Brussels buyer one of the coming, ex- 

tra-supple Italian styles in brown and 
gray suede. 





Retirements Bring Staff 
Changes to A. F. Gallun 


MILWAUKEE — Retirements of three 
veteran employes whose combined ser- 
vice totals 151 years and promotions 
or additions of four others to the 
management staff of A. F. Gallun & 
Sons Corporation were announced by 
the tanning firm. 

Oldest in sevice was Paul C. Stahnke 
who served under all of the three 
Gallun presidents in the 59 years he 
has been an employe. He began in 1898 
as an office boy and clerk and until! 
recently had been the company’s pur- 
chasing agent. 

S. A. Ely, veteran member of the 
firm’s sales force, has been with Gal- 
lun since 1908 and was in his 49th 
year with the company. 

W. J. Willmert, who started with 
Gallun in 1914 and had 43 years of 
service, retired as the tanner’s secre- 
tary and treasurer. 

The company also announced the 
appointment of William Fritze, for- 
merly of A. O. Smith Corporation, Mil- 
waukee, as personnel manager, and the 
promotion of Roger Schulz to purchas- 
ing agent. Mr. Schulz has been with 
Gallun since 1942. 

Joining the technical staff of the 
company are Charles K. Hardenburg, 
formerly with Hiteman Leather Com- 
pany of West Winfield, N.Y., and 
Frank J. Jiruska, who came to Gallun 
recently from Davis Leather, New- 
market, Ont. 


Elder Mr. Lape Honored 


CoLumBus, O0.—A family dinner was 
held here recently to mark the 80th 
birthday of Herbert N. Lape, chair- 
man of the board of the Julian & 
Kokenge Company. The dinner was in 
the home of his son, Herbert Lape, Jr. 

Mr. Lape was president for a num- 
ber of years. When he was appointed 
chairman of the board in 1941, his 
son became president. 
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ADD 50¢ PROFIT TO EVERY PAIR YOU SELL!!! 
Carter’s Kangaroo and Kidskin Shoe Sale 


50¢ EXTRA PROFIT PER PAIR! 
yours during our 3lst Annual Sale of 


It’s 


KANGAROO and KIDSKIN 


SALE PRICES 


Kangaroo and better-grade Kidskin . . . 

Shoes! Yes, sir, you save as much as 50¢ a 24 — 2 anal a 30¢ per -_ off list 
pair, and longer dating gives you time to 48 pairs......... 40¢ per pair off list 
sell before you pay. Have you ordered yet? er ee 50¢ per pair off list 


.TERMS NET 90 DAYS... CUSTOMER MAY SPECIFY ANY SHIPPING DATE... KANGAROO 
AND KIDSKIN MAY BE MIXED IN ANY ORDER. 


See the Carter Man in your territory or contact the factory direct. 


P. O. Box 30 e 


JI. W. CARTER COMPANY 


Nashville 1, Tennessee 





Nordstrom Sales Promotion 
Manager at Quinn & Delbert 


MARLBORO, MAss.—Alfred Nordstrom 
has recently joined Quinn & Delbert 
Boot Manufacturing Company as sales 
promotion manager and administrative 
assistant to Fernand Delbert, owner 
and cofounder of the juvenile boot 
manufacturing firm. 

Mr. Nordstrom is a veteran in the 





ALFRED NORDSTROM 


shoe field, formerly associated with 
Arnold Brothers Last Company, E. 
Weymouth, Mass.; W. L. Douglas, 
Brockton, and earlier, he was asso- 
ciated with International Shoe Com- 
pany as merchandise manager in the 
men’s shoe division. He still owns a 
retail shoe store in Norwell, Mass. 

In announcing Mr. Nordstrom’s ap- 
pointment, Mr. Delbert also announced 
that Ralph Olsen continues as plant 
superintendent in charge of production 
and quality. 

Quinn & Delbert manufactures the 
“Q-D Brand” line of stitchdown ju- 
venile cowboy boots, Combat, Engineer 
and Chukka boots and Wellingtons in 
a full range of juvenile sizes through 6. 





A. C. Lawrence Director 


Peasopy, Mass. — Karl Klanfer has 
been appointed technical director of 
tanning for the A. C. Lawrence Leather 
Company. He has been associated with 
the company for several years as a 
consultant. 
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Step Master Shoes Stages 
‘Working’ Sales Convention 


St. Lovis—Dr. J. G. Robinson of 
Washington University, St. Louis, was 
featured speaker at the recent third 
annual sales convention of Step Master 
Shoes, held in Greenup, III. 

Since the convention was devoted to 
planning for the future growth of Step 
Master as well as presentation of the 
spring line, Dr. Robinson talked on the 
subject of “The Foundation for Step 
Master’s Decisive Decade.’”’ September 
marked the close of Step Master’s 16th 
year, with a gain of 40.8 per cent over 
the previous years and the biggest 
sales year in its history. 

Dr. Robinson is chairman of the De- 
partment of Retailing at Washington 
University. He is also professor of 
Retailing. Prior to joining Washing- 
ton University in 1954, he was associ- 
ate professor of marketing at the Uni- 
versity of Southern California, a lec- 
turer in marketing at City College of 
New York, and Rutger’s University. 

Guests of honor at the Greenup sales 
convention meeting included civic lead- 
ers of Greenup, Robinson and Casey, 
Ill., where Step Master factories are 
located; Nick Ettelbrick, president of 
Ettelbrick Shoe Company, of which 
Step Master is a subsidiary; other 
company officials and invited guests. 

Step Master salesmen, office execu- 
tives and factory personnel attended 
the “work sessions” which were part 
of the annual sales convention. Ray T. 
Clingingsmith, Step Master sales man- 
ager, presided at the meetings. 





Foot King Shoes Scheduled 
Time on World Series TV 


New York — Foot King Shoes, Pal- 
myra, Pa., recently participated in ad- 
vertising during World Series TV 
broadcasts in the New York area. Time 
was bought over Station WRCA-TV, 
NBC pilot station in New York. 

It is estimated that more than 4,- 
000,000 in the New York area saw the 
ad during World Series Time. Foot King 
are manufactured by A. S. Kreider & 
Son Company, Palmyra, Pa. 





Vitality Division Announces 
Sales Territory Changes 


St. Louis—Several changes in sales 
territories have been announced by 
Cc. L. Hein, general manager of the 
Vitality division of International Shoe. 

J. Ross Burriston, a member of the 
original Vitality sales force, retired 
October 1. He traveled the state of 





J. Ross Burriston, left, last member of 
the original Vitality sales force, intro- 
duced the line in California in 1929. He 
has been succeeded by his son, George, 
in the southern California territory. 


California since introducing the Vital- 
ity line there in 1929. One of the best 
known shoe men on the West Coast, 
Mr. Burriston will be succeeded in 
southern California by his son, George. 
For the past 10 years they covered 
this area as a father-and-son team. 

The senior Mr. Burriston will con- 
tinue as president of San Diego Shoe 
Company which operates Boldrick’s 
Fine Shoes in San Diego, Burriston 
Shoe Store in La Jolla, and maintains 
department in Lion’s in San Diego and 
Stevenson’s in La Jolla. 

The northern California territory 
will be covered by O. C. Linn. Mr. 
Linn has also been assigned the states 
of Washington and Oregon, formerly 
covered by O. K. Anderson, resigned. 

Prior to his new appointment, Mr. 
Linn has been operating Jacobsen’s 
Shoe Store in Richmond, Calif. Previ- 
ous to that he was president of Lin- 
gren’s in Oakland, Calif. 

The Idaho territory, formerly covered 
by O. K. Anderson, has been added to 
the mountain states territory of Whit- 
ney Summers. 
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stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 
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Rubatex Manager Elected 
By Great American Industries 


Exyria, O.—Donald A. Levine has 
been elected a vice-president of Great 
American Industries, Inc., it was an- 
nounced by Robert A. Pritzker, presi- 
dent. 

Mr. Pritzker said that Mr. Levine 
would continue as general manager of 


DONALD A. LEVINE 


the Rubatex Division, Bedford, Va., 
producers of closed and open cellular 
rubber products for industry. Mr. 
Levine has held this position since 
November, 1956. He joined Great 
American Industries in July 1956, as 
assistant to the president. 

Previously, he was affiliated with 
Air-Tex Products, Fairfield, Ill. He at- 
tended New York University prior to 
serving with the Army in the Euro- 
pean Theater in World War II. 





Coffey-Hoyt Prepares Ad 
Campaign for Drizzle Boots 


Los ANGELES—In a brochure going 
out to the entire notions and shoe 
trade, Coffey-Hoyt Los Angeles, an- 
nounced its advertising and promotion 
campaign of Drizzle Boots for fall and 
spring. 

Advising the trade to “get ready for 
stormy weather,” Dolph Hoyt, presi- 
dent, points out that the “key word” 
for Drizzle Boots is “fashion” and that 
this message will reach the consumer 
through selling-timed fashion adver- 
tising. 

Twenty-eight big national fashion 
ads in Vogue, Charm, Glamour and 
Good Housekeeping will appear 
throughout the entire selling season. 
In addition, “weather-controlled” ra- 
dio spot campaigns will run in thir- 
teen leading markets. This promotion 
will run from October through March. 





Mass Eye Examination 


CAMBRIDGE, Mass.—All employes of 
the Boston Athletic Shoe Company 
underwent eye tests designed to im- 
prove visual performance and protect 
eye health. Dr. Albert Aizenstadt, an 
East Weymouth optometrist, made the 











examinations. 





Fred Hughes to Cover Area 
In South for Nashua Footwear 


LAWRENCE, Mass.—F red Hughes of 
Gallatin, Tenn., has joined the sales 
staff of the Nashua Footwear Corpora- 
tion, local manufacturers, of men’s and 
boys’ casuals with the trade name, 
Moc-Abouts. He will cover Tennessee 
and Kentucky. 





FRED HUGHES 


Prior to joining Nashua he was asso- 
ciated with the Georgia Shoe Manufac- 
turing Company. His experience in- 
cludes also a tour of duty with K. B. S. 
Shoe Company, division of General 
Shoe Corporation. 

Announcement of his appointment 
was made by Maurice Kobrin, Nashua’s 
sales manager. 


Chrome Tanning Control 
Subject of Paper in Rome 


St. Louis — “A Case History of 
Quality Control in Chrome Tanning,” 
was the subject of a paper presented 
before the Fifth Congress of Inter- 
national Union of Leather Chemists 
Societies by F. Leslie Collins, assistant 
director of International Shoe Com- 
pany’s Cherokee Laboratory. 

The paper, prepared jointly by Mr. 
Collins and a laboratory associate, 
Gabriel M. Oliensis, was presented at 
the conference’s meeting in Rome. 

Said Mr. Collins: “The quality of 
leather as judged at sorting is con- 
trolled by adjusting pickle and tan 
drum operations so as to obtain a 
shrink temperature out of tan of 202° 
F. A proper balance between rates of 
chrome penetration and fixation is ob- 
tained by using ten hide sorts for area 
and thickness, a relatively high acid 
pickle, low basicity chrome salt, and 
variable drumming time, resulting in 
a within-lot standard deviation from 
the 202° F. specification of less than 
1° F., and a between-lot standard de- 
viation of 1.5° F. Seasonal changes 
from winter extremes to summer ex- 
tremes are compensated by decreasing 
the float temperature, drumming time, 
and amount of chrome, resulting in less 
need for changes in fatliquor.” 
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ADVERTISING 


‘Clippings 


—here's how to get 


More Business! 
Te Vincent Edwards Idea Clipping 
users. 





Service has over 2000 satisfied 
Each order filled according to what 
you want; wholesalers usually request best 


retail ads; manufacturers usually want ads 
of 7 y= brands. 

will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what’s 


Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 
Se eee SSS ee eS eS eS eS eee eee eee 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clinping service and special short 
term trial offer. 














President Says Lown Shoes 
Undergoing Reorganization 


AvuBURN, MeE.—Nicholas J. Gross- 
man, of Lewiston, long associated with 
shoe manufacturing here, has resigned 
as vice president and general sales 
manager of Lown Shoes, Inc. 

Philip W. Lown, company president, 
who made the announcement, said a 
reorganization of the firm is under 
way. 

He indicated that Ellis Alperin of 
New York, vice-president in charge of 
sales would replace Mr. Grossman and 
would also be in complete charge of 
merchandising. He said he would also 
bring in additional personnel, but was 
unprepared to list specific persons. 

Seymour Troy will continue to de- 
sign and style shoes for the Lown firm. 
Mr. Lown himself will take over more 
of the active management of the plant. 

Mr. Grossman became associated 
with Lown Shoes 25 years ago and has 
held various executive posts. He be- 
came general manager last December 
and was sales manager in charge of all 
merchandising. 
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College Instructors to Give 
Course to Brown Employes 


URBANA-CHAMPAIGN, ILL.—Ways in 
which “the boss” can help make work- 
ers happier and more efficient will be 
studied by supervisory employes of the 
Brown Shoe Company in special courses 
given by the University of Illinois this 
fall in six central and southern Illinois 
communities. 

The courses are scheduled under a 
special contract between Brown and 
the university. 

Classes got underway recently for 
the selected employe-supervisors in 
Murphysboro, Lawrenceville, Pittsfield, 
Salem, Litchfield, and Mattoon. They 
will continue for 16 weeks. Sessions 
will be in the company buildings in the 
respective towns. 

The course will be a series of in- 
formal discussions on the general theme, 
“Human Relations in Industry,” deal- 
ing with responsibilities of the super- 
visor to his firm and his co-workers, 
and stressing the human factor on the 
one hand and the role of leadership in 
supervision on the other. 

Instructors are commuting from the 
Urbana-Champaign campus. 


Gilbert Shoe Appoints New 
Representatives for Illinois 


Cuicaco—Robert and William Fan- 
ning have recently been appointed new 
representatives for The Gilbert Shoe 
Company, of Thiensville, Wis. The 
announcement was made by Leo F. 
Molling, sales manager. They succeed 
A. Percy Wilson who died early this 
summer. 

The Fannings will cover all of IIli- 
nois as well as the greater Chicago 
area, including the Gary-Hammond 
section of Indiana. Both of the Fan- 
nings have had long experience in the 
shoe business. They succeeded their late 
father E. J. Fanning in the operation 
of Fanning’s Shoes in Oak Park, III. 
They still operate the store there. 





Armstrong Cork Directors 
Elect Assistant Treasurer 


LANCASTER, PA.—William T. Wade 
was elected assistant treasurer of the 
Armstrong Cork Company at a meet- 
ing of the board of directors at the 
company’s general offices here. 

Mr. Wade, who joined the Armstrong 
organization in 1924, has served in a 
number of accounting and supervisory 
positions. In 1943 he became a member 
of the treasurer’s office staff. He was 
named administrative assistant of the 
treasurer’s office in 1943 and assistant 
manager in 1947. 

Joseph H. Pittenger has been named 
manager of the Armstrong organiza- 
tion and Methods Department, it was 
also announced. Mr. Pittenger joined 
the Armstrong organization in 1938 
following his graduation from Lehigh 
University. 
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IN STOCK SHOES 





PROFIT POINTERS! 


BETTER SERVICE Means 
BETTER JUVENILE 


Toddlers to Teens SHOE SALES 
30 STYLES ALWAYS IN-STOCK 
Thick Soles, Double Stitched Construction 










To Retail 
$3.50 ,, $5.95 


250—Patent Leather 
1-Strap 4-8—B,C,D 


251—Red 
252—White 


39—Black Grain 

2-Eyelet Tie 

#—Brown Grain 

8'/-12 12/p-4 

A,B,C,D A,B,C.D 
Don't lose a single sale for want of sizes 
or width! Fill in every Monday morning 
and rest assured your shipment will be 
made promptly from Smiteze practical 
IN STOCK department. 


MADE BETTER WEAR BETTER 
GREAT LAKES SHOE CO. 
Oconto WISCONSIN 
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INVEST LONG ARM* 
a little The efficient box handler 
QUICKER, EASIER, SAFER 
SAVE wigihaale 
a lot 
of valuable time and 
ae. Long Arms a Nees 
the shoes from the high 
shelves quicker and 
easier than any 
GUARANTEE, With 
handles 24", 36", 48" cons 
and 60", $3.50; with 72" handles, $4.50, post- 


paid in USA. To save salesmen's time, order 
several. Specify handle length and if for men's 
or women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Road 
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Stamford, Conn. | 


International’s Jackson Plant 
Chooses New Superintendent 


St. Lours—Earl J. Peil has been 
named superintendent at International 
Shoe Company’s Jackson, Mo., plant, 
succeeding John M. Hagans who re- 
tired September 1. 

A graduate of St. Louis University, 
Mr. Peil has served with International 
for 19 years. Starting in the auditing 
department in St. Louis, his subsequent 
assignments were at Washington, Mo., 
Mexico, Mo., Jerseyville, Ill., and Belle- 
ville, Ill., units of the company. He 
was named assistant superintendent at 
Jackson in 1954. 

Mr. Hagans, retiring superintendent, 
is a veteran of 46 years with Interna- 
tional. Ata dinner dance held recently 
in his honor, he was presented with a 
portable TV set and other gifts by his 
friends and business associates. 

In 1956, the Jackson plant employed 
about 360 persons in manufacturing 
more than 693,000 pairs of women’s 
cement shoes. Principal brands are 
Trim Tred, Velvet Step and Grace 
Walker. 





Field and Flint Appoints 
Bell Executive Assistant 


BROCKTON, MAss.—Arthur M. Bell of 
Brighton, Mass., has been appointed as- 
sistant to Richard N. Tarlow, executive 
vice-president of Field and Flint Com- 
pany, manufacturer of Foot-Joy street 
and golf shoes. 

Mr. Bell will serve as service repre- 
sentative to professional golfers and 
golf pro shops, according to Mr. Tarlow’ 

A graduate of Suffolk University, 
Boston, where he received a bachelor of 
science degree in business administra- 
tion, he served two years in the Army 
during the Korean War. He is 28. 





Hamilton Shoe Company 
Announces Two Promotions 


St. Louis—Two promotions in the 
Hamilton Shoe Company organization 
have been announced by C. D. P. Ham- 
ilton, III, president of the firm. 





EDGAR STOLLE JOHN HORN 


Edgar Stolle has been named direc- 
tor of purchasing. John Horn has been 
made leather buyer. Both men have 
been with Hamilton Shoe Company for 
many years. 

Mr. Horn and Mr. Stolle are replac- 
ing the late Arthur Clark. The expan- 
sion of Hamilton Shoe in the past two 
year has made it necessary to divide 
the responsibilities formerly handled 
by Mr. Clark, a company spoksman 
said. The newly-promoted men will 
serve all four lines, Delmanette and 
Penaljo, and in the Boyd-Jones divi- 
sion, Peacock and Rice-O’Neill. 





Demand Up for ‘Tannage 77’ 


Peaspopy, Mass.—A. C. Lawrence 
said it was working at capacity to take 
care of the demand for its new 
“Tannage 77,” a light, uniformly col- 
ored oak sole with controlled flexibility. 





Students Win Lowell Leather Scholarships 





Nine students receiving leather industrial scholarships this semester in the Depart- 
ment of Leather Engineering at Lowell Technological Institute, Lowell, Mass., shown 
with Dr. Albert E. Chouinard, department head. Front, left to right, Theodore B. 
Brother, $250, Leo P. Devarenne, $500, and Walter Dardano, Jr., $250 from the 
New England Tanners’ Club; Bruce W. Sharp and Leo J. McCaffrey, $500 each 
from the A. C. Lawrence Leather Company. Rear, same order: Thomas E. Greene, 
$250 and Philip D. Bixby, $500 from Rohm & Haas Company; Dr. Chouinard; Paul 
D. Finnegan and Carl B. Lacouture, $500 each from the Salem Oil & Grease Co. 
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Friendly-Acrobat Introduces 
Women’s, Children’s Lines 


NASHVILLE—General Shoe announced 
two new lines as another step in the ex- 
pansion of its Friendly-Acrobat divi- 
sion. 

This division has acquired the Cover 
Girl name for use in teenage shoes and 
women’s shoes. Their price range will 
be $6.95 to $8.95, at retail, and will en- 
compass a very complete line of dressy 
cement flats and sewn shoes. The Cover 
Girl line will supplement the Friendly 
line which will still embrace the best 
selling types of women’s welts retailing 
at $8.45 and $8.95. 

The new brand for children’s shoes 
is Party Goer, which will be used on 
dressy flat cement shoes for little girls. 
The price range will be $5.95 to $7.95 
and will be in stock in babies, infants, 
childs, and misses, sizes. The Acrobat 
name will continue to be used on all 
the sewn-type juvenile shoes, including 
the Acrobat welts. All Acrobats will re- 
tail from $6.95 to $8.95. 

Howard Baldridge, is president. 


Idea Pays 8th Cash Award 


NASHVILLE—An employe of General 
Shoe Corporation was recently awarded 
$150 for a suggestion, the eighth pay- 
ing idea he has come up with in the 
15 years he has been with the firm. 

He is T. C. Jones, member of the 
purchasing department at Warehouse 
63 of General Shoe. His latest award 
was for a suggested change in the 
labeling of cartons, by hand-stamping 
some carton labels in cases of emer- 
gency. This eliminates cancellation of 
shoes in the plants, which cancellation 
involves costly repacking of shoes in 
the shipping departments. 

Mr. Jones has won a total of ap- 
proximately $2,300 in suggestion 
awards in the last 15 years. 








Former Big Leaguer Sells 
Shoes for P. W. Minor & Son 





C. R. Drummond, who has been appoint- 

ed Michigan and Ohio representative 

by P. W. Minor & Son, Inc., of Batavia, 

N.Y. Mr. Drummond recently completed 

31 years of traveling for Queen Quality. 

Prior to that he played shortstop for 
the Boston Red Sox. 
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Walker T. Dickerson Names 
Southwestern Representative 


CoLumMBus, O.—Herbert C. Slaugh- 
ter has been appointed southwestern 
sales representative of the Walker T. 





HERBERT C. SLAUGHTER 


Dickerson Company. Mr. Slaughter 
replaces the late O. H. Kirkpatrick 
who represented the company in this 
same territory for over 25 years. 

Mr. Slaughter has been engaged in 
the retail field of the shoe business 
for the past 10 years. His home is in 
Fort Worth, Tex. He is a graduate of 
Texas Christian University and served 
as a fighter pilot with the U. S. Ma- 
rine Corps in the last war. 





Colleges Aid Small Business 
In Distribution Research 


NEw YORK—Small businessmen were 
urged to make fuller use of the dis- 
tribution research resources available 
in the nation’s colleges and universi- 
ties. 

Dean G. Rowland Collins of New 
York University’s Graduate School of 
Business Administration told the 1,800 
delegates to the “President’s Confer- 
ence on Technical and Distribution 
Research for the Benefit of Small Busi- 
ness” that institutions of higher learn- 
ing are doing more work in that field 
than is generally realized. 

The dean distributed a list of more 
than 1,000 faculty members of United 
States colleges and universities who 
are available for consultation in the 
field of marketing, a list of 76 bureaus 
of business research at U. S. colleges 
and universities, and a bibliography of 
more than 1,200 graduate theses in 
the field of marketing written from 
1950 to 1957. 

The directories were compiled as part 
of a survey conducted at NYU under 
the direction of Dr. Arnold Corbin, pro- 
fessor of marketing. Responding to 
the survey were some 100 universities 
throughout the nation. 





Resigns from Town & Country 

St. Louts—Phillip H. Miller, who has 
been serving as vice-president and sales 
manager for Town & Country Shoes, 
Inc., has resigned from the firm. 

















ORTHOPEDIC FOOTWEAR 





TARSO SUPINATOR SHOES® 
a —for weak or flat feet— 
ign . prescribed by doctors 

« ) shoe for children. 

Maurice J. Markell Shoe Co., Inc. 


as the modern corrective 
332 South Broadway * Yonkers, N. Y. 
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4015 W. Magnolia Bivd., Burbank, Calif. 
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RHINESTONE CREATIONS, INC. 
2830 W. Dauphin St., Phila., Pa. 
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MEN'S SHOES 





E. P. BAYLESS Shoe Co. 
1202 E. New York st., Indianapolis, Ind. 


are distributors for SHAW NATION- 
ALLY ADVERTISED men's shoes in 
Indiana, Western Ohio and Eastern 
Illinois. Styles to retail from $8.95 to 
$12.95. We have a complete floor stock, 
of Shaw shoes AA through EEE, 5 
to 15! Write TODAY for details. 









ARCH 









Moccasin- 
type Blucher 
oxford, Cherrytone 
leather, Pacifate twill 

lining, right and left quarters 

on ovr No. 10 well-type combination 
last. An outstanding shoe for gas station 
attendants, garage men, mechanics and 
all factory workers. IN-STOCK B through 
EEE, 5 to 13. 








DISPLAY FIXTURES 








SHOE FIXTURES 


Window & Interior 

















We manufacture a complete 
line of Plastic, Brass, Wrought 
iron, Wood Combinations. 
THALL PLASTICS, INC 


139 Duane St. New York 13, N.Y 














Hagerstown Shoe Appointee 


HAGERSTOWN, Mp.—Milo Rehak has 
been appointed sales representative 
for the Hagerstown Shoe company to 
cover the western and southwestern 
sections of the United States from his 
headquarters in Kansas City, Mo., it 
was announced by James G. Moses, 
assistant to the president. 

During the last six years he has 
represented the Moran Shoe Company, 
Carlyle, Ill., and before that, he served 
for a number of years as store man- 
ager for Montgomery Ward & Compa- 
ny and the G. R. Kinney Corporation. 
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Congressmen Plan Campaign 
To Enact Canvas Shoe Law 


WASHINGTON, D. C.—Congress failed 
to act this year on a plan to slow up 
the importation of foreign rubber-and- 
canvas footwear. 

Rubber or canvas footwear is taxed 
at a higher rate of import duty than 
is leather footwear. In order to get the 
benefit of the lower rate, some foreign 
producers have been including small 
amounts of leather in their rubber and 
canvas footwear. 

Legislation before Congress this 
year would have the effect of making 
it clear that imported rubber-and-can- 
vas footwear must be taxed at the 
tariff rate prescribed for rubber-and- 
canvas footwear, and not at the lower 
rate set for leather footwear. 

Representatives Antoni Sadlak (R., 
Conn.) and Aime Forand (D., R.I.) 
are among the sponsors of this clarify- 
ing legislation. Both lawmakers say 
they’ll press for enactment of their 
bills early in 1958. 





Viner Brothers Names Aide 
For Southwestern States 





Louis W. Hultgren, who has been ap- 
pointed representative in Texas, New 
Mexico, Arkansas and Louisiana for 
Viner Brothers, producers of women's 
casual fashions in Bangor, Me. 





Weyenberg Shoe and Bank 
Join Hands in Promotion Idea 


MILWAUKEE—The Weyenberg Shoe 
Manufacturing Company recently dis- 
played 1000 pairs of its shoes in a win- 
dow of a downtown Milwaukee bank, 
the Marine National Exchange Bank 
in a two-way promotion idea. 

The bank was interested in sounding 
the theme of its long-time association 
with its customers. 

Weyenberg’s idea, on the other hand, 
was to show how six of its factories 
produce 1020 pairs of shoes in 48 
minutes of production time, or more 
than 10,000 per day, bringing home the 
importance of this manufacturer. 

Dummy boxes were brought into play 
to help stage the display. A multi- 
plicity of styles were shown. 





Kelly Joins Air Step Staff 


St. Louvis—J. O. Kelly, veteran shoe 
salesman currently residing in Little 
Rock, Ark., has joined the sales staff 
of the Air Step division of Brown Shoe 





J. O. KELLY 


Company. He will cover the states 
of Kansas and Oklahoma. 

Before affiliating with Air Step, Mr. 
Kelly was associated with Edison 
Brothers Stores for 11 years and Wohl 
Shoe Company for 15 years. He has 
traveled extensively in the United 
States for these two companies. 





Attends President’s Meeting 


St. Louis—Ben E. Edscorn partici- 
pated in the President’s Conference on 
Technical and Distribution Research 
for the Benefit of Small Business, held 
September 23-25 in Washington, D. C. 

Mr. Edscorn is director of marketing 
research for International Shoe Com- 
pany. He also serves as president of 
the St. Louis chapter of the American 
Marketing Association. 

The purpose of the conference was to 
assist small manufacturers, wholesalers 
and retailers in using modern methods 
and techniques for developing and im- 
proving their products and increasing 
their sales. 





Dunn & McCarthy Names 
Miniuks to New England Area 





Anthony B. Miniuks, Jr., who has been 
appointed to represent Dunn and Mc- 
Carthy in the New England area for- 
merly covered by the late Arthur Dunn. 
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SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED | 








OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low-priced Juvenile Footwear. 
All open territories are well established. 
6% omgewe plus bonus. Write: 
NEIL CARLSON, SALESMANAGER 

SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 














JUVENILE FOOTWEAR 


Established manufacturer of juvenile 
Cowboy, Engineer, Combat and other 
fast-selling stitchdown boots has several 
unusually attractive territories open for 
experienced salesman. Company is well- 
rated, aggressive, growing fast. Large 
in-stock department. Commission 6%. 
Non-competitive lines permitted. Write 
stating experience, lines now carried, 
territory preferred, or see Al Nordstrom 
in our rooms at National Shoe Fair or 


PPSSA. 


QUINN & DELBERT BOOT MFG. CO. 
SPRINGHILL AVE., MARLBORO, MASS. 


APTITUDES—bigger and better than ever with the 
addition of skimmers, flats, handsewns and Cali- 
fornias needs salesmen in three territories: 


OHIO NORTH DAKOTA NEBRASKA 
WISCONSIN SOUTH DAKOTA — MISSOURI 
MINNESOTA IOWA OKLAHOMA 


Will consider non-competitive side line men. If you 
already have a line, please advise name and kind 
in first letter. All replies confidential to: 


APT SHOE MFG. CO., B ST., NEEDHAM HTS. 94, MASS. 


























BEST OPEN-STOCK VALUES IN THE 
INDUSTRY 


SHORT AND COMPACT LINE 
Children’s and Infants’, retail $2.98 
Leather Sandals for Summer, retail $1.99 


Cowboys’ and Combats, retail $3.95 
Boys’ Oxfords 314-6, retail $3.95 
Men's Dress and Work, retail $4.95 
West Pa., Mich., oo aay Miss., 


Ind., Ill., and a few 
NOR-FLEX SHOE MANUFACTURING CO., INC. 
NORWICH, CONN. 


Monee J Nat'l Shoe Fair 
Room 869, Morrison Hotel 











SALESMAN WANTED 
EXPERIENCED — AGGRESSIVE 


For outstanding boys’ and young men's popular priced 
Goodyear Welt—In Stock Line 


TERRITORIES AVAILABLE: New York State, Texas & Lou- 
isiana, N. & S. Carolina, Washington State, Oregon. 


ROYAL CADET, BOX 977, LOWELL, MASS. 











CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 


20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising 
is payable in advance 





ORDER BLANK 


BOOT AND SHOE RECORDER 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 














Enclosed is Check 0 


Please check if box No. is Wanted [7] Money Order (J 

















October 15, 1957 
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SALESMEN WANTED 








FOR SALE 


MERCHANTS’ NEEDS 








Wi ANTED: EXPERIENCED SALESMEN 
FOR | seaeend TERRITORIES: Texas, 
Georgia, Michigan, Indi- 
os Ohio, —— Illinois, Pennsylvania— 
West of Altoona, New England. Major expan- 
sion requires regrouping of sales territories 
with exceptional opportunities open. Leading 
Line quality tailored and walking shoes, retail 
$11.95 up. Every shoe sewed Littleway Lock. 
stitch construction. Submit résumé of experi- 
ence. Replies confidential ALTMAN BROS. 
SHOE MFG. CO., 2037 Reading Road, Cin- 
cinnati 2, Ohio. 








ALESMEN WANTED: TO CARRY OUR 

FAST-SELLING MEN’S DRESS SHOES, 
which retail at $6.00 to $9.00. Only men now 
calling and living in the territory wanted. Draw- 
ing account. State experience. Territories open: 
Virginia, Georgia, Kentucky, Ohio, Michigan 
Illinois, Indiana. Reply to Box 73, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 





SIDELINE SALESMAN WTD. 








SIDELINE SALESMEN WANTED 


To carry Miller Shoe Trees, Cordo-Hyde Laces 
and Polish in the following States: New 
England, Upper New York State, Pennsyl- 
vania, Maryland, Washington, D. C., and 
all South Eastern States. rite: 


O. A. MILLER COMPANY 
Plymouth, New Hampshire 














S MART LEATHER BOWS, SHOE ORNA 
MENTS and FOOT SOX. Pocket size sam- 
»les. Manufacturer offers highest commission. 
eply to Box 556, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 





EXCRETIONAL OPPORTUNITIES FOR 

XTRA INCOME. Carry with your present 
Line a well-known Branded Line of Children’s, 
Youths’, Growing Girls’, and Corrective In- 
stock Shoes. Territories available: Ilincis, Mich- 
igan, Wisconsin, Kansas, Missouri, Indiana, and 
Ohio. Liberal Commissions. Contact: Mr. Harry 
J. Kunze, at Palmer House, Chicago, during 
the Shoe Fair. ADAMS BROTHERS, INC., 
Pittsfield, New Hampshire. 


XPERIENCED SIDELINE SALESMAN 

With Established Following, all territories— 
California. Hi-grade flats and wedges, to re- 
tail $8.95 to $12.95. Replies confidential. Reply 
to Box 75, Boot and Shoe Recorder, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 


IDELINE SALESMAN TO CARRY FAST 
SELLING IN-STOCK Line of Informal 
Glove Leather Casuals for Men and Women. 
Liberal commissions paid. Contact N. S. Siegel, 
Hamilton Hotel, Chicago, October 28th and 
29th, or Pioneer Shoe Company, 35 Holden 
Street, Minneapolis, Minnesota. 





LINE WANTED 





VAILABLE, TOP REPRESENTATIVE for 

Chicago, Illinois and surrounding area. Re- 
ply to Box 76, Boot and Shoe Recorder, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 





HELP WANTED 





RETAIL SHOE SALESMAN. High Type 


Store wants high type salesman. P. O. Box 
981, Modesto, Calif 


ornia. 
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$362 
Per Dozen 
SEAMLESS MICROFILM AND PLAIN 
KNIT HOSIERY. 
CLEAN LEG BOTTOM MENDERS. 
WEEKLY ACCUMULATIONS. 


REGULAR AND HARLEM SHADES. 


Reply to Box 68, BOOT and SHOE RECORDER 
estnut & 56th 


Streets, Philadelphia 39, Pa 














PHILADELPHIA, CENTER CITY COR- 
RECTIVE SHOE SHOP. High grade 
Lines. M & W. Profitable Operation for over 
20 years. Favorable Lease. Newly renovated 
store. Owner has other interests. Minimum 
Capital required, $10,000.00. NO triflers. Re- 
ply to Box 74, Boot and Shoe Recorder, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 





FAMILY SHOE STORE, Michigan City, 
$50,000; Good lease: 100% locatien. Stock and 
Fixtures $13,000. Owner will adjust stock to 
suit buyer. Reply to Box 77, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 





OR DISPLAY PURPOSES, Several Pairs 

Ladies’ High ae Antique Shoes. All New 
Shoes. Inquire: BERT GOURD, Route 4, 
Corning, Iowa. 


FAMILY SHOE STORE FOR SALE: Lease; 

Newly redecorated; Excellent opportunity; 
Main Street location. GAY’S SHOES, Long 
Island. HY. 7-9399. 








S roi -EX X-RAY MACHINE, $250.00, 
y i B. Smith’s Shoe Store, Wellsville, New 
ork 





FOR RENT 








Store for Rent 


LINCOLN ROAD 
MIAMI BEACH, 
FLORIDA 


100% location, attractive front, 
air conditioned. Excellent for men's 
shoe store 
M. BODERMAN 
630G LINCOLN ROAD 


MIAMI BEACH, FLORIDA 
Tel. Jefferson 1-7550 














RENT, STORE BUILDING, 25’ x 152’. Ex- 

ellent Downtown Location, Four Selling 
Floors, with elevator. Good condition. Now un- 
occupied. Boro Pot in the rear. Owners are 
co-operative. BERGER BROTHERS, Phoenix- 
ville, Pa. (Wellington 3-2766.) 





XMAS & SALE SIGNS 


(""DAYGLO"') 
PRICE TAGS 


Unit Controls, 
"Special Orders'’ Book 


MERCHANTS SERVICE 


209 S. State St., Chicago 4 


Saapl 











TOP DOLLAR! 


FOR YOUR, opps AND ENDS CLOSEOUTS 
MPLETE STOCKS 


EDDY. SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—-WA 5-9927 








NOW! YOU CAN USE THE EDGE 
OF THE GLASS SHOE DISPLAY CLIPS 


CLEAR PLASTIC 






Will Show This and PN 
NEW Items, Room 855A 
Conrad Hilton Shoe Fair 


CAMERON CO. DISPLAYS 
$30 per doz. so Echo Lane, Glenview, Ill. 








MY HOBBY 
Buying, Selling Shoes for 37 Years 
CASH TOP PRICES 


For Discontinued Stocks 


HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 








MORRIS BAYROFF 
torent) with M & R Shoe Co. 
NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 


ses Assumed 








M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 














Green Succeeding Schaefer 
At International Tannery 


St. Louis—John W. Green has been 
named plant manager of International 
Shoe Company’s Marlinton Tannery in 
West Virginia. Announcement was 
made by R. H. Richards, vice-president 
in charge of subsidiary operations. 

Mr. Green succeeds J. D. Schaefer, 
who will retire December 31, 1957, fol- 
lowing 33 years service with Interna- 
tional. He will continue with the tan- 
nery as advisor and consultant to Mr. 
Green until the end of the year. 

Mr. Green, a 35-year veteran with 
International, was plant manager of 


the Frankford Tannery until it closed 
recently. Mr. Schaefer, plant manager 
of the Marlinton Tannery since 1945, 
joined International as a tannery clerk. 


Shoemaking Courses Offered 


New YorkK—The High School of 
Fashion Industries at 225 West 24th 
Street, here, has set up courses in Shoe 
Fitting and Repairing, Pattern Mak- 
ing, and Lasting. 

Classes will continue through April, 
1958, and trainees who qualify will re- 
ceive a certificate when they have suc- 
cessfully completed the course. There 
is no tuition fee. 
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WANTED TO PURCHASE WANTED TO PURCHASE 


WANTED TO PURCHASE 












CASH 
‘ R! OH DOCTOR! 
i apanges TOP PRICES 


* SURPLUS SHOES 
CANCELLATIONS 
















COMPLETE STORES 
CALL “UNCLE” — or wire ed — 
LOUIS conan and children’s shees. 








for the answer—phone or write oe ha! Sr aw FOR OVER 41 YEARS 


Toteeuneeane MOSINGER-COHN 


- 5063 
formerly with S. CAMITTA & SONS 




























WE PAY MORE y : WE ARE RETAILERS 
ecause 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 









































B. & R. PAYS THE LIMIT 















WE BUY CLOSE OUTS re 
COMPLETE SHOE STOCKS 

henicakeal LEASES ASSUMED A 

collect YOUR NAME PROTECTED § 

B. & R. SHOE CORP. H 
74 READE STREET . 

NEW YORK 7, N. Y. Ben LaMonica 
WOrth 2-6358 Ralph Vogel 



















WMddédédléaBARIS BUYS for CASHZZZ7ZZR 


Quick decision on your offers of discontinued and 
ad A R i 4 surplus men's, women's and children's shoes. 
THE NATION’S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. + New York 7,N.Y. + Tel: WOrth 2-5180 
MHH@ECEHE@@@EEHEHHEEEEEEEEEEEEEEEEEEHEEHEEEEHHAMMEqqqEQELXTEEEEEEES 
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Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick actionwrite, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since "32 
“While in Town See Weil” 























for 

e closeouts 

e surplus 

e discontinued 
lines 


e complete stores 


BROITMAN- 
GAFFIN SHOES 


inc, © BE 3-7290 
146 DUANE ST., N. ¥.C. 


TM>0 











ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 
George J. Arronson Associates 


122 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4112 Bergenline Avenue 
Union City, N. J. UNion 3-6413 
Phone or Wire Collect 






















WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 
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STATEMENT REQUIRED BY THE ACT 

OF AUGUST 24, 1912, AS AMENDED BY 

THE ACTS OF MARCH 3, 1933, AND 

JULY 2, 1946 (Title 39, United States 
Code, Section 233) 


SHOWING THE OWNERSHIP, MAN- 
AGEMENT, AND CIRCULATION OF 
BOOT and SHOE RECORDER, published 
semi-monthly at Philadelphia, Pa., for 
October 15, 1957. 


1. The names and addresses of the pub- 
lisher, editor, managing editor, and busi- 
ness managers are: Publisher, Everit B. 
Terhune, Jr., Boot Road, Sugartown, Mal- 
vern, R.D., Pa.; Editor, John J. Reilly, 
120 Browning Lane, Rosemont, Pa.; Man- 
aging editor, James Edmonds, 239 Pine 
St., Philadelphia, Pa.; Business manager, 
none. 


2. The owner is: (If owned by a corpo- 
ration, its name and address must be 
stated and also immediately thereunder 
the names and addresses of stockholders 
owning or holding 1 percent or more of 
total amount of stock. If not owned by a 
corporation, the names and addresses of 
the individual owners must be given. If 
owned by a partnership or other unin- 
corporated firm, its name and address, as 
well as that of each individual member, 
must be given.) CHILTON COMPANY, 
56th & Chestnut Sts., Philadelphia, Pa. 

Holders of more than 1 percent of the 
capital stock outstanding of Chilton Com- 
pany: Mary M. Acton, 260 Sycamore Ave- 
nue, Merion Station, Pa.; Boenning & 
Company, 1529 Walnut Street, Philadel- 
phia, Pa.; George C. Buzby, 2 East Sun- 
set Avenue, Chestnut Hill, Pa.; Mrs. 
Beulah Fahrendorf, 59 Drake Road, Scars- 
dale, New York; Dorothy 8S. Johnson, 
1115 Fifth Avenue, New York, N. Y.; 
Kimberton Hills Farms, Inc., 1608 Wal- 
nut Street, Philadelphia, Pa.; Mabel P. 
Myrin, 1608 Walnut Street, Philadelphia, 
Pa.; Mary M. Acton and John Blair Mof- 
fett, Trustees U/W of Clarence A. Mussel- 
man, Deceased, 1608 Walnut Street, Phila- 
delphia, Pa., Beneficiaries: Mary M. 
Acton and David Acton; J. Howard Pew, 
1608 Walnut Street, Philadelphia, Pa. ; 
J. N. Pew, Jr., 1608 Walnut Street, Phila- 
delphia, Pa.; Mary Ethel Pew, 1608 Wal- 
nut Street, Philadelphia, Pa.; Alberta C. 
Sly, 149-40 35th Avenue, Flushing, N. Y.; 
Alberta C. Sly, Executrix U/W of Fred- 
erick S. Sly, Deceased, 149-40 35th Ave- 
nue, Flushing, N. Y., Beneficiaries: Albert 
Cc. Sly, Alberta C. Sly and John E. Sly; 
Soleil Farms, Inc., 1608 Walnut Street, 
Philadelphia, Pa.; Charlotte M. Terhune, 
160 E. 48th Street, New York, N. Y. 


3. The known bondholders, mortgagees, 
and other security holders owning or 
holding 1 percent or more of total amount 
of bonds, mortgages, or other securities 
are: (If there are none, so state.) NONE. 


4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the names of the person or corpora- 
tion for whom such trustee is acting ; also 
the statements in the two paragraphs 
show the affiant’s full knowledge and be- 
lief as to the circumstances and conditions 
under which stockholders and security 
holders who do not appear upon the books 
of the company as trustees, hold stock 
and securities in a capacity other than 
that of a bona fide owner. 


_5. The average number of copies of 
each issue of this publication sold or dis- 
tributed, through the mails or otherwise, 
to paid subscribers during the 12 months 
preceding the date shown above was: 
(This information is required from daily, 
weekly, semiweekly and triweekly news- 
papers only.) 


EVERIT B. TERHUNE, JR., 
Publisher. 


Sworn to and subscribed before me this 
17th day of September, 1957. 
PHILIP J. SHIRE, JR. 


(My commission expires January 7, 1959.) 
[SEAL] 
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United’s new Model A cutting ma- 
chine combines for the first time the 
speed of electronic control with the é 
tremendous power of hydraulics. 















Here is a new concept of smooth, quiet 





power that easily slips through a single 





ply of leather or through 48 ply of 






lining or fabric upper material. 






Hytronics 


THE NEWEST 
ADVANCE IN Less fatigue through quiet operation 
° DIE CUTTING and absence of shock has stimulated 


operator enthusiasm and has resulted 





It is safer, lighter, smaller and readily 
adjusts to die heights from 5” to 
2%” 











in reports of increased production. 










You save on maintenance, die, and 
shipping costs. Ask your United repre- 





sentative for details on this remark- 






able new machine. 







UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASS. 
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Style 2727 
Clyde Fast 


Brown 
Hampton Calt 











i ANKLE FASHIONED SHOES 
Style 2735 
s ? 
Clyde ¢ ase 
~ Brown 
Hampton Calf 
Style 4522 
Clyd Last 
‘Genuine 
Shell Cordovan 
‘ f 





Nunn-Bush Quality Doesn't Cost... It Pays! 


In choosing winterweight shoes, remember that Nunn-Bush quality 
standards include finer leathers, extra operations and pattern developments 
that give superior satisfaction. Exclusive Ankle-Fashioning 


provides improved comfort, visibly finer fashion . . . over more miles! 










See Your Local Nunn-Bush Dealer 
Nuenn-Busn SuHoOr Company @© MILWAUKEE 1, WISCONSIN 

















THE 


TRIDE NITE 


SHOE 








pret Selene 


